Unique Positioning
A lot of our discussions have moved around the topic of gaining a position in the hearts and minds of customers.    

Recently, I was given to thinking about the famous two by two positioning grid.  And a circumstance that happened a few years ago to me, while president of the American Marketing Association.  
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Notice above that a Board member defined my conference staff as follows: he said Jeff you have in this world hard working people and lazy people; and you have smart people and dumb people; the one thing you do not want is hard working dumb people and that is what you have!!!!   I never did like that guy, but he did have a way with a 2x2 chart.

The simple 2X2 chart can be used to explain and position many things, in relatively simple terms.   For instance, take the airline industry.  You could use price and service quality as the defining factors and have a 2x2 that looks a little like this.
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And you could probably do a good job of putting various airlines on this map.

Change the Map

 In order to gain a unique position in the market place, you may wish to consider two options.

First, change the coordinates of the map.   Instead of fighting it out on service, maybe you have the best schedule.   Or the youngest fleet … or the best safety record.   Redefine the battlefield and you can create a memorable niche of one …just remember our lessons and make sure the niche itself is relevant and reflective of your target audience.

Second, if you need to stay with the same structure of the map, consider extending the axis…to “gonzo” levels.   Not just low prices, but really low prices.  Not just really good service quality, but fabulous service quality.
Sometimes you can find a niche that will make you great within the known structure of the industry as shown above say for the airlines.   Sometimes you have to think outside the box; extend the axis or even change them!

Jeffrey Heilbrunn, July 16, 2007
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