i well-Grafied positioning statement can spel
the difference between PR fatlure and suecess

When Lewis Carroll’'s Alice
asks the Cheshire Cat how to
find her way, he replies,"Ifyou
j don’lcare where you're going,
B it doesn’t make any difference
# which path you take.” It's the
same with public relations
" VAR programs. Without strategic
Ford Kanzler focus,businesses become mul-
tiheaded creatures — speaking from many
mouths,convincing no one,going nowhere.
Positioning is the heart of effective mar-
keting. A well-crafted positioning statcment
defines company direction. It answers seven
essential questions: Who are you? What
businessare youin? Forwhom?What’sneeded
by the market you serve? Agatnst whom do
you compete? What’s different about your
business? What unique benefit does a cus-
tomer dertve from your products or services?
Surprisingly few companies agree when it
comes to answering these questions.
Don’t confuse a positioning statement with
your market position. Harry Beckwith’s Selling
the Invisible says, “A statement of position is a
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Finding the right path PR,
perceplions

takes mtrospection, co-

operation, consensus-

building and an “outside-in” perspective, mak-
ing a PR agency valuable. Find answers to the
essential questions in your marketing plans,
Enlist all key managers for buy-in. Those in
communicating roles must participate.

Circulate copies of Trout and Reis’ Position-
ing-—The Battle for Your Mind;itframesthinking
about this subject. Then e-mail an outline of the
desired outcome consensus will bring. The most
understandable benefits are time and money
saved in tactical execution; the most vatluable
ones are consistently focused messaging
helpingachieve the desired position.

The hardestconceptisnarrowing acompany’s
focus. Differentiation is essential. If manage-
ment can’t determine differences, look harder.
Afterward, draft a positioning statement and
key messages focusing on simtiar ideas. Craft a
limited number of key (supporting) messages.
Distribute these prior to the final session for
review, then focus on constructive 1deas, with
agreement asyour ultimate goal.

Apply the positioning statement to all com-
munications. Tacticsnotreflectingkeymessages
are off-strategy and should be disposed of.
Granted, getting managers to dump sales ma-
terial 1sn’t easy, but communications managers
must guide consistent use of the strategy. The
payoffwillbe ime andmoneysaved and greater
long-term communications SUccess.
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