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The	best	collection	and	Fully	Editable	Brand	Positioning	PowerPoint	Template	and	Slides	that	helps	you	to	understand	the	brand	positioning	concept	and	its	types	and	how	to	create	a	successful	and	winning	brand	positioning	and	repositioning	strategy	in	your	market.	What	is	Brand	Positioning?	Brand	positioning	is	the	process	of	positioning	your
brand	in	the	mind	of	your	customers	(	target	audience).	It	is	the	strategy	used	to	set	your	business	apart	from	your	competitors	in	the	market	and	successfully	growing	your	brand.	Kotler	and	Keller	(2003,	p.867)	define	brand	positioning	as	“the	act	of	designing	the	company’s	offering	and	image	to	occupy	a	distinctive	place	in	the	mind	of	the	target
market.”.	This	collection	of	ready-to-use	PPT	graphics	presentations	of	the	Brand	Positioning	for	PowerPoint	contains	54	Creative	and	fully	editable	slides	with	many	variations	options.	You	can	easily	modify	color	schemes,	add	your	texts,	resize	and	move	the	shapes	and	icons	of	each	slide	as	per	your	requirement.	This	template	is	available	as	Google
Slides	Template:	Download	Brand	Positioning	Google	Slides	Template	Here>	Key	Features:	54	Unique	&	Creative	PowerPoint	Slides	2	Aspect	Ratio	(4:3	&	16:9)	Fully	and	Easily	editable	content	125+	Stunning	Premade	Theme	colors.	(What	this	means?)	5500+	Vector	Icons!	easily	change	size	&	color	Unlimited	Themes	Color	One-click	to	change	all
colors	to	fully	fit	your	brand’s	color.	(What	this	means?)	100%	Vector	Objects	&	Icons	Free	Fonts	and	Icons	Template	Content:	What	is	Brand	Positioning?	Anatomy	of	Brand	Positioning	Brand	Positioning	Significant	Concepts	Strategy	Objectives	of	Brand	Positioning	Brand	Positioning	Model	3	Key	Elements	for	Effective	Brand	Positioning	Brand
Positioning	Framework	Brand	Positioning	Process	Characteristics	Of	A	Good	Brand	Positioning	Strategy	Brand	Positioning	Strategy	Process	How	to	Create	a	Brand	Positioning	Strategy	How	to	Developing	an	Effective	Brand	Positioning	Strategy	Create	a	Brand	Positioning	Statement	Four	Elements	of	Brand	Positioning	Statement	Brand	Positioning
Statement	Worksheet	Brand	Positioning	Worksheet	Establish	Brand	Positioning	Brand	Positioning	Map	–	Perceptual	Map	(Price	vs.	Quality)	Brand	Positioning	Map	–	Perceptual	Map	(Quality	vs.	Target	Market)	Brand	Positioning	Map	–	Perceptual	Map	(Quality	vs.	Cost	)	Types	of	Brand	Positioning	Strategies	Value-Based	Positioning	Quality-Based
Positioning	Features-Based	Positioning	Price-Based	Positioning	Experience-Based	Positioning	Convenience	&	Benefit	Based	Positioning	Differentiation	Positioning	Problem	&	Solution-Based	Positioning	Competitor	Based	positioning	Celebrity-Driven	Positioning	Lifestyle	Positioning	Parent	Brand	Driven	Positioning	What	is	Repositioning?	Reasons	for
Brand	Repositioning	Importance	of	brand	repositioning	Types	of	Repositioning	Value-Oriented	Repositioning	Segment	Oriented	Repositioning	Celebrity-Oriented	Repositioning	Symbolism-Oriented	Repositioning	Up-Market-Oriented	Repositioning	Niche-Oriented	Repositioning	Change	of	Image-Oriented	Repositioning	Fonts:	Only	logged	in	customers
who	have	purchased	this	product	may	leave	a	review.	Sort	By	:	Price	$5.99	Download	our	exclusively-designed	Brand	Positioning	Framework	PPT	template	to	discuss	the	most	appropriate	positioning	strategies	to	build	an	effective	and	efficient	brand	and	occupy	a	distinguished	position	in	the	marketplace.	Brand	managers	and	marketing	executives
can	use	this	completely	customizable	deck	to	describe	how	a	robust	positioning	framework	drives	a	brand	forward	and	helps	organizations	build	brand	consistency	among	the	prospects	and	existing	customers.	You	can	use	this	deck	to	discuss	how	to	set	your	brand	apart	from	your	competitors	by	creating	a	strong	preference	for	it	among	the	buyers
and	placing	it	in	a	position	to	dominate.	The	sleek	and	classy	layouts	featured	in	this	deck	are	perfect	for	your	upcoming	business	presentation,	where	you	can	deliver	your	ideas	and	information	in	a	memorable	way.	If	you	are	on	a	hunt	for	a	creative	yet	professional-looking	template	to	present	your	brand	positioning	strategy,	this	might	just	be	it!
Download	now!	A	Sneak	Peek	into	the	Slides	A	beautifully-designed	hexagon-shaped	pattern	explains	how	you	can	know	that	your	positioning	is	good.	A	comprehensively-designed	infographic	showcases	the	nine	activities	that	help	you	position	your	brand	in	the	market.	A	uniquely-designed	pattern	with	three	overlapping	circles	depicts	the	brand
positioning	strategy	clearly	and	concisely.	A	creatively-crafted	graphical	model	with	appealing	icons	highlights	the	flow	of	components	of	the	brand	key,	which	is	a	pivotal	framework	in	developing	the	positioning	of	the	brand.	Issues	in	implementing	brand	positioning	have	been	explained	in	an	easy-to-understand	manner.	The	major	challenges	in
positioning	have	been	given	in	a	comprehensible	manner	through	a	listicle.	Useful	Features	Fuss-free	customization	allows	you	to	make	easy	alterations	to	the	PPT	without	any	technical	skills	or	external	support.	Present	with	an	impact	without	the	loss	of	resolution	and	quality	on	all	screen	sizes.		The	spellbinding	layouts	come	with	unlimited	use.	In-
depth	and	meticulously	researched	content	ensures	that	you	don’t	encounter	copyright	issues.		The	set	facilitates	unlimited	usage	to	the	users.	Browse	through	our	slides	to	pick	all	those	that	best	fit	your	requirements.	Download	now!	To	instantly	download	this	presentation,	enter	your	email	address	below.	This	Brand	Positioning	deck	is	an	15-slide
presentation	available	in	Microsoft	Powerpoint,	Apple	Keynote,	and	Google	Slides.	Below	you	can	read	the	highlights	of	this	deck.	SYNOPSISWhy	do	some	brands	come	to	a	customer’s	mind	first?	Below,	we'll	explain	what	Brand	Positioning	is,	how	to	use	it	to	set	yourself	apart	from	competitors,	how	to	customize	our	template	to	improve	your
branding	tactics,	and	if	you	read	until	the	end,	you'll	learn	how	Amazon	used	Brand	Positioning	to	beat	the	market.	It’s	important	to	be	number	one	in	a	consumer’s	mind	to	grab	a	major	market	share	and	develop	a	sustainable	business.	For	example,	when	you	ask	a	consumer	to	name	an	energy	drink,	Red	Bull	would	probably	be	said	first.	If	you	ask
them	to	name	a	tissue	paper	brand,	Kleenex	will	come	to	mind.	And	if	you	ask	them	to	name	an	athletic	shoe,	Nike	or	Adidas	would	probably	be	said	before	anything	else.	Companies	that	do	brand	positioning	well	have	identified	the	customer’s	needs,	desires,	and	pains,	then	crafted	unique	value	propositions	around	those	points.	We’ve	created	a
customizable	template	that	has	all	the	tools	to	help	develop	your	own	branding	strategies,	such	as	Brand	alignment,	Strategy	canvas,	Brand	positioning	model,	and	Brand	health	evaluation.	Here’s	a	breakdown	of	how	these	tools	can	be	used	to	position	your	brand	first	in	consumers’	minds.	SLIDE	HIGHLIGHTS	A	brand	positioning	model	defines	your
competitive	advantages,	audience	needs,	defendable	strengths,	and	core	brand	values.	(Slide	3)	Use	brand	perceptual	maps	to	plot	how	your	company’s	brand	positions	against	competitors,	especially	when	it	comes	to	price	and	quality.	(Slide	7)	After	you	have	a	solid	grasp	of	your	brand	position,	continue	the	brand	management	process	to	plan	and
implement	new	programs,	measure	performance,	and	sustain	brand	equity.	(Slides	12-14)	Think	of	the	strongest	brands	you	know:	from	Apple	to	Tesla	to	Nike.	Each	one	can	charge	a	premium	because	their	brand	is	synonymous	with	quality.	With	a	strong	brand	image	and	credibility,	higher	prices	could	be	justified.	With	an	unclear	brand	positioning,
your	potential	customers	won’t	know	if	they	should	buy	from	you	over	your	competitors.	On	the	other	hand,	successful	positioning	creates	wider	brand	awareness,	better	communicates	core	values,	and	enables	higher	customer	loyalty.	Competitors	may	offer	similar	services	at	comparable	prices,	but	they	can’t	replicate	your
brand.APPLICATIONBrand	alignmentTo	begin,	determine	how	your	brand	strategy	aligns	with	your	marketing	and	messaging	strategies.	In	this	visualization,	your	messaging	strategy	is	at	the	bottom	of	the	pyramid	and	your	brand	strategy	is	at	the	top.	In	the	middle	is	your	marketing	strategy,	which	includes	marketing	channels	and	segments	to
target.	All	three	strategies	should	be	aligned,	or	married,	around	a	clear	brand	vision.	The	left	side	shows	each	strategy’s	average	time	frame.	For	instance,	messaging	strategy	usually	aligns	with	annual	goals,	but	it	can	be	adjusted	quarterly	as	priorities	shift.	Brand	strategy,	on	the	other	hand,	should	remain	consistent	from	year	to	year.	*Stick	to	the
end	and	we’ll	show	you	how	Amazon	used	brand	alignment	to	build	a	rock-solid	brand.*	(Slide	2)	Strategy	canvasA	strategy	canvas	helps	define	your	purpose	as	well	as	your	brand	attributes.	Use	the	bottom	three	rows	for	internal	communications,	like	your	company’s	value	proposition,	your	business	priorities,	and	how	those	priorities	affect
stakeholders.	Let’s	say	you	want	to	develop	a	fintech	product,	specifically	a	retail	investment	app.	Your	purpose	is	to	create	a	source	of	wealth	generation	for	retail	investors.	Your	brand	attributes	are	that	you	are	innovative,	tech-driven,	empathetic,	and	leave	an	impact	on	your	customers	because	of	the	wealth	you	help	them	achieve.	You	then
position	yourself	as	“a	leader	in	financial	technology”	that	provides	“breakthrough	and	easy-to-use	digital	products”	that	“empower	retail	investors.”		(Slide	4)	Brand	positioning	canvasYou	can	break	down	the	creation	of	your	corporate	brand	position	statement	even	further.	The	brand	positioning	canvas	uses	an	easy-to-follow	formula	to	craft	a
powerful	brand	message.	In	the	top	section,	plug	in	your	target	audience	and	the	problem	that	your	company’s	solution	aims	to	solve.	Define	how	it	is	different	from	your	competitors	due	to	your	competitive	advantage	and	give	customers	a	reason	to	believe	in	your	mission.	Below	the	top	section	is	space	to	elaborate	more	on	each	of	the	above	topics.
You	can	start	with	the	bottom	section	first,	list	out	all	your	ideas,	then	refine	each	category	to	its	essence	to	plug	into	the	top	section.	Alternatively,	begin	at	the	top	to	provide	deeper	analysis	for	your	team	members’	and	external	stakeholders’	benefit.	(Slide	16)	A	brand	positioning	model	can	help	to	craft	your	organization’s	messaging.	This	model
follows	the	Why,	Who,	How,	What,	and	When/Where	model.	Begin	with	purpose,	or	the	Why.	In	our	example	of	a	fintech	product,	your	purpose	is	to	generate	wealth	for	retail	investors.	Next,	define	your	values.	This	is	the	Who	of	your	organization	and	who	it’s	for.	You	want	to	empower	retail	investors	because	you	see	opportunity	and	value	in
widescale	financial	freedom.	The	process	is	the	How	behind	your	organization	works	and	its	functions.	The	What	is	then	the	specifics	behind	your	product.	In	this	case,	your	app	and	its	commission-free	trades,	robo-advisors,	and	educational	resources.	Finally,	the	When	and	Where	serves	as	the	infrastructure	of	your	organization	and	how	it	functions
on	a	day-to-day	basis.	When	a	company	defines	their	brand	positioning	strategy,	it’s	important	to	be	mindful	of	the	overlap	between	what	consumers	want,	what	the	brand	does	best,	and	what	competitors	do.	The	winning	zone	is	where	the	brand’s	unique	value	that	separates	it	from	the	competition	aligns	with	what	customers	want.	This	is	where	new
brands	should	be	positioned.	(Slide	8)	When	you	create	your	brand	position,	you	should	strive	to	achieve	three	strategic	objectives:	1)	you	want	to	achieve	relevance	with	your	audience,	2)	you	want	to	differentiate	yourself	from	competition,	and	3)	you	want	to	establish	credibility	as	a	trusted	brand.	This	graph	helps	determine	your	company’s
motivational	power	to	persuade	customers	over	your	competition	across	these	three	factors.	The	higher	your	company	scores	on	both	competitive	differentiation	and	customer	relevancy,	the	more	successful	you	will	be.In	this	instance,	let’s	say	your	fintech	app	is	Company	C.	You	managed	to	successfully	communicate	what	sets	your	brand	apart,	and
now	it	is	much	farther	along	on	competitive	differentiation.	That	means	even	though	your	organization	is	slightly	less	relevant	to	your	target	customers	compared	to	your	toughest	competition	(Company	B),	you	could	be	in	a	stronger	position	to	motivate	customers	to	convert	as	you	increase	relevancy.	For	comparison,	Company	A	is	far	behind	on	both
factors	and	therefore	has	a	much	less	secure	brand	position.	(Slide	6)	Brand	positioning	process	and	strategy	To	come	up	with	your	brand	positioning,	first,	understand	all	stakeholder	needs	and	desires.	This	is	an	internal	analysis	of	what	you,	your	team,	and	your	investors	want	to	achieve.	Next,	use	opportunity	modeling	to	clarify	the	nature	of	your
market	opportunity.	From	there,	you	can	move	forward	and	build	your	brand	platform	and	brand	identity.	Finally,	build	the	brand	architecture	around	your	organization.	Conduct	continuous	evaluation	and	development	to	measure	how	effective	your	brand	positioning	is	and	if	it	needs	to	be	re-positioned	to	reach	more	customers	and	better	grow	your
business.	(Slide	9)When	you	set	out	to	define	your	brand	positioning	strategy,	be	mindful	of	the	overlap	between	what	consumers	want,	what	your	brand	does	best,	and	what	your	competitor	does	best.	The	losing	zone	is	where	what	the	customers	want	is	what	your	competitor	does	best.	This	is	not	an	area	that’s	worthwhile	to	compete	in,	because	you
will	lose	every	time.	The	dumb	zone	is	where	what	your	competition	does	best	and	also	what	you	do	best.	However,	this	competitive	battle	does	not	interest	the	consumer.	The	winning	zone	is	where	what	your	brand	does	best	is	what	your	customers	want.	This	is	where	you	want	to	position	yourself.However,	as	you	get	to	the	top	of	your	industry,	you
can	also	enter	the	risky	zone,	which	is	where	you	reach	a	stalemate	with	your	competition	and	every	hard	battle	becomes	a	challenge	to	win.	To	win	in	this	zone,	you	have	to	either	be	speedy	or	the	first.	You	don’t	necessarily	have	to	be	better	because	you’re	already	the	best	in	your	industry.	Innovation	and	emotional	connectivity	could	be	some	ways
to	help	you	stand	out.	(Slide	10)	Brand	healthThe	last	step	is	to	periodically	evaluate	your	brand’s	health.	This	diagram	divides	brand	health	into	three	main	categories:	Awareness	and	usage,	brand	positioning,	and	brand	delivery.	These	sections	are	then	divided	into	smaller	components	that	can	be	ranked	and	scored.	Each	sub-category	can	be
different	based	on	your	situation,	so	feel	free	to	edit	these	to	fit	your	business	model.	All	components	are	then	totaled	and	averaged	to	receive	an	overall	score	on	brand	health.	Put	your	overall	score	in	the	center	and	each	individual	component’s	scores	on	the	side.	A	score	of	80+	qualifies	as	good	brand	health,	while	a	score	between	70-79	is	average,
and	descends	from	there.	Let’s	say	you	find	your	overall	score	in	the	average	range.	Analyze	each	component	score	to	see	where	you	lack	and	can	improve	upon.	In	the	case	of	your	app,	your	brand	positioning	has	the	lowest	percentage	of	the	three	main	categories.	It	appears	that	your	brand	is	also	not	seen	to	be	differentiated	enough	from	other
businesses	in	the	market.	This	aspect	could	be	adjusted	through	a	revision	of	your	brand	position	to	focus	on	what	makes	you	different	from	the	competition.	Unlike	other	retail	investment	apps,	perhaps	you	prioritize	personalized	data	ownership,	community	values,	and	in-app	financial	literacy	resources.	Now	you	know	you	need	to	communicate
these	aspects	more	strongly	in	your	brand	position	and	messaging	to	stand	out	more	to	consumers.	(Slide	18)	Amazon’s	brand	positioning	strategyFor	most	startups,	the	best	way	to	succeed	is	to	identify	a	particular	need	and	focus	on	a	niche	market.	The	smaller	the	segment,	the	easier	it	is	for	the	company	to	meet	the	customer	needs	and	dominate
that	market.	That’s	exactly	the	approach	Amazon	took	when	it	started	in	1994.	Jeff	Bezos	originally	had	an	idea	for	an	“everything	store”	on	the	internet,	but	he	knew	that	it	wasn’t	a	practical	vision,	at	least	at	the	beginning.	So	to	position	his	brand	in	consumers’	minds,	he	decided	to	focus	on	a	niche	market	instead.	He	landed	on	Books,	which	was	a
$10	billion	industry	at	the	time.As	Amazon	sold	books	online,	it	found	ways	to	establish	its	unique	value	in	people’s	minds.	This	was	an	important	step	in	creating	a	sustainable	competitive	advantage.	Its	official	brand	positioning	strategy	was	extraordinary	convenience,	instant	access,	and	comprehensive	selection.	As	time	went	on,	Bezos	knew	his
company	needed	one	more	key	value	to	differentiate	itself	from	the	competition:	Low	Prices.	Bezos	is	quoted	as	saying,	“I	didn’t	want	to	repeat	the	mistake	of	Steve	Jobs	—	pricing	the	iPhone	in	a	way	that	was	so	fantastically	profitable	that	the	smartphone	market	became	a	magnet	for	competition.”	With	a	focus	on	low	prices,	he	believed	he	could
outpace	the	competition	and	attract	more	customers.	Instead	of	short-term,	high-profit	margins,	he	decided	to	play	the	long	game	and	position	his	brand	as	a	low-cost,	high-value	platform.	If	you	want	to	better	position	your	brand	to	your	customers	like	Amazon,	then	you	need	this	presentation.	Download	the	Brand	Positioning	template	for	more	slides
on	Brand	Success,	Brand	Perceptual	Map,	Brand	Brand	Positioning	Statement,	plus	many	more	to	save	time	and	hours	of	work.
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