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Strategic Position Is More than Advertising

Don't be confissed: A true strategic position s not the same as an advertising campaign or slogan. Advertising and marketing are means to achieving your strategic position — they help you create the image consistent with your

‘position and get your message to potential customers. Defining a strategic position is about creating 2 meaningful place for yourself — a position — in the market

How does Coca-Cola differentiate itself from Pepsi? Very litle of the difference is based on the qualities of the products or the market segment they are targeting. The two companies may have incorporated some operational
differences, but they differentiate themselves primarily on the basis of advertising — not strategic positioning. When Snapple came along. it created a totally different position for itself in the market. Snapple didn’t ry to compete.

‘head-to-head with Coke and Pepsi; instead, it looked for a different segment of the soft drink market: the non-cola, non-carbonated soft drink

«
‘With the consolidation of department stores, we knew our margins were going to be squeezed. They’re doing a lot of their own products, putting their products in the best display spaces. We knew we had to change

our strategic direction.”
Kay Koplovitz
Chair, Kate Spade

Ifa uxury car company that has sold primarily to older consumers decides to market to younger drivers, it won't be enough to take the same kind of car they"ve been making and devise a clever advertising campaign. The product
itself — in this case a car — has to be redesigned to it the tastes of their target market. It may have to be smaller, sportier, faster with more electronic gadgets. Not only willthe marketing materials need to be geared toward a younger

‘audience, but the salespeople will have to be trained to leam that the 20-something kid in the rock band T-shirt may not be just killing time with 2 test drive but may actually be a techie millionaire read to buy

‘What Kinds of Strategic Positions Are There?
What makes a company different? Is it the nature of its products o services? The quality or cost? The geographic area or type of customers served? Perhaps the company has proprietary products customers can't find elsewhere.
‘There are many ways to distinguish yourself from your competitors, including:

‘Customer Perception Factors

Market Segment

Market Share

‘Operational and/or Technological Advantages

Proprietary Products, Technology. Abilities, or Relationships
Sales Channels

Business Model

First-Mover Advantage

Lean Start-Up

Branding
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Each of these strategic approaches offers opportunities but also poses pitfalls. And they may be related: If you are positioning your company on the basis of Iow price, you'll also need operational efficiencies to reduce costs or else
‘o won't be able to survive against competitors with higher profit margins

Customer Perception Factors
[OM 1 i the “better, aster, cheaper” approach, based on how customers distinguish your company and s products and services from the competition. Some key customer perception factors are belorw:

I:'H ‘WHAT SETS YOU APART?

4 -
Price @ Quality

N
' Customer service

1
@ Convenience

Concentrating on customer perception factors is the most typical method of attempting to differentiate yourself from the competition. They seem the simplest, most straightforward way to compete. Surprisingly, they may be the
most difficult o achieve and maintain. For instance, competing on the basis of price is often perilous. While it is easy — in the short run — to atract customers on the basis of low price, highly price-sensitive customers are the most
fickle, quickly tempted away by the next company offering 2 lower price. Once you appear to be attracting a significant portion of the market, well-funded established competitors can lower prices (even ifthey have to take 2 10ss) to
‘compete temporarily until you are no longer able to sustain your losses.

Other perception factors may be harder to “prove” to the market You may have to spend a lot of money on marketing and advertising to get customers to realize that you offer additional features, more convenience, or higher
quality. Once you do, however, you may be able to build a loyal and commmitted customer base that appreciates the differences between you and your competition.
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1.Create your revised NAB company name,
explain 5 signifcance, and deseribe your
NAB.

2. Develop your revised company's Mission
Statement and provide a rationae for it
components.

3. Desorine thetrends i the non-alcohoic
beverage indusiry, especially he specifc
type of beverage category you have
Chosen.

4. Choose one (1) strategic posiion rom
the course text (pp. 142-123) that you
believe i the bes srategic posiion for
your company. Explan the approach you
il use o mplement s sirategic position
i order o distinguish your beverage from
Sthr non slcahali beversges.

5. Provide an overview of your company's
distrbution channels. Explan the manner
i which your product i reach end users.
Provide 3 rational foryour chosen method.

5 Outine atleast three (3) types of isks
(including any regulatory risks) that your
usiness faces. Describe your company’s
plan'o mitigate such rsk.

7. Develop a SWOT analysis for your NAB.
company using the SWOT matix worksheet
i the course fxt 5153 | SWOT: Srenghs
I Weaknesses  Opportuniies | Threats)

Unacoepiale 0-69% F

000 -89 B
i ot subst orincomplatey cresed your
rised NAB company name. expans s
‘Srifcance, and Geseroed your NAB..

000 -89 B
Did ot submit o incompletay devsloped your
evised companys Mission Sisiement and 6
ot s of ncompletely provided a ratenale
forits companents.

000 -89 B
Did ot subst o incompetay deseied the
i e o leon s Sevrage .
Spasaly e spanii e of e
‘category you have chosn

000 -89 B
Did ot subest or incompetaychose e (1)
stalagc positon Fom he course o< (o0
142-143) that you balieve i e bt tgic
posiion for yourcompany. D nt sumit o
Incomeleisy xplinad e aporcach you wil
Ui 0 e 1 st Soston
ordarto dsinguish your beversge rom other
Rorsioonois beversges.

000 -89 B
Did ot subst o incompletay provided an
‘ovenvew o your company s dsiuion
ranme Dl nct st o oy
Sipain o mannar i your et
7 resan an uears. Dt st o
incomsieisly proveed a ratonale for your
Srcsen et

0000 - 1035 (035%)
i ot subit o incompletey cutined a least
s (3 tyoes of e (i
regusioy k) trat your busnass fces. D
ot s or ncompleiely escrbed your
oy = o 12 migate s .

0ov - 135 (280
Did ot subeit o incompletsy devsloped 3
‘SIWOT analsis for your NA company using
76 ST e wrhest n s coee it
(5. 153 | SWOT. Sirengina Wesinesses!
Coporunies | Trreats)

Fair70-79%C

7000479 7%0%
Partall crested your rvised NAB your
s NAB company name. expans s
‘Srifcance, and Geseroed your NAB..

7000479 7%0%
sl deveiopes your company's revssd
Mission Satement and inorotghy povided 3
ionais fr 2 sompanens.

7000479 7%0%
Partall desorbed the rends i the non-
alconols beverage industy, espesally e
et ype o beverage ey o rave

700079 7%0%
sl chose ons (1) sistege postion fom
ne oo (o, 142143 s o bebeve
is e bestsrategio poston o your company.
Partally axplaned e spproach you wl e o
impiament s siraiegi positn ncrdes o
Gistinguish your beverage o iher pon-
Secnoie beverages.

7000797 %0%
Parsall provided an overiew ofyour
‘companys Gstrbution chamnel. Parally
SipEin o mannar i whn your redct
i reson an uears. Pl proves =
atonal for your chosen metiod.

105 (1050% - 11.85 (1.86%)

Pl cutined st esst v (2) ypes of
ks (nosing an requatoy 1) that your
business faces Partaly described your
oy = o 2 mtgAtE S k.

14 (1800%) - 158 (1580%)
Partal deveioped a SWOT analysis for your
NAB company sing the SWWOT mat
Worksneet i the course ext p. 153 SWOT:
Sirengine | Wesknasees | Opperintas |
Torest

Proficent 20-89% B

(@00 -89 B
‘Satstacorly cresed your revsed NAB.
‘company name. explained 1 Sgnfcance, and
‘Gescroe your NAB.

(@00 -89 B
‘Satsfacorly developed your comany’s
v Vi <Hon Simemen and ey
Provaes 5 etonie for 1 sompanents|

(@00 -89 B
‘Satstacorly descrbed e rends i e non-
‘lconolc beverage industy, especaly e

et ype o beverage ey o rave

(@00 -89 B
‘Satstaciorly chose ane (1) simtegic positon
fom the course taxt (pp. 142-143) tnat you
bellere s tha best sirstegio positon for your
‘company. Saisfactorly ianed he spprosch
you il se o mplement i sirtegioposiion
i order o cistnguish yourbeverage From
e o ool Severages.

(@00 -89 B
‘Satstaciorly provided an overvew ofyour
‘companys diuion channels. Satsaciony
SipEin o mannar i uhen your rcet
i resan an uears. Seesfactary pouded s
atonal for your chosen mebrod.

121200 - 1335 (1335%)

‘Satstaciorly outined ateastfree (3) ypes of
ks (nousing any reguatory 15k) that your
e e i
ooy = o 2 e S k.

16 (1000%) - 178 (17a0%)
‘Satstacorly developed 3 SWOT analysis for
your NAB company Using the SWOT matrx
Workshest i ha coure tx p. 153 | SWOT:
Sirengine | Wesknasees | Opperintas |
Torest

Exemplary S0- 100% A

0(000%) - 10 (1000%
Troroughly cresed your reised NAS
‘company name. explained  Sgnfance, and
‘Gescroe your NAB.

0(000%) - 10 (1000%
Tnoraughly deveoped your company s revised
Mission Sstement and toroughiy provided 3
ionais fr 2 sompanens.

0(000%) - 10 (1000%
Troroughly descied th trends n e ron-
alconoie beverage industy, sspecally e

et ype o beverage ey o rave

0(000%) - 10 (1000%
Tnoroughly crose on (1) stategc posion
fom he course text (. 142-143) st you
bellere s the best sirstegio positon for your
‘compan: Thoroughly explined the approach
you vl use o mplement s siriegic
posiion n orer o distngush yourbeverage
Fom ctne o sccnale oev-sgee.

0(000%) - 10 (1000%
Troroughly proided n oveniewofyour
‘companys Gstuion channels. Thoroughly
SipEin o mannar i whn your rediet
il each and users. Thooughly provded s
atonal for yourchosen mepod

125(1350% - 15 1500%)

Tnerougnly utined s st e (3)ypes of
ke (g any regs oy 1k e o
business faces Troroughy desoried your
oy = o 2 maate S .

18 (1800%) -20 20007
Thocaughly deveoped 3 SWOT analyss for
yousr NAB company using ine SWOT mairx
Workshest i ha coure tx p. 153 | SWOT:
Sirengine | Wesknasees | Opperintas |
Torest




