Own a position in the minds of customers
By Stephen Rhodes
Advertising. Many business people see it as a pariah, a necessary evil, and it shows in their marketing strategy.

Today consumers are bombarded by advertising – newspapers, magazines, flyers, television and radio, billboards, bus signs, and the internet. In our over stimulated society, it’s not surprising some messages are never heard. Our heads are crammed full of stuff and only a tiny percentage of it sinks in. 
Is it any wonder that consumers filter information? The human mind is not capable of absorbing every thing it is exposed to. There is too much noise and businesses need to find a way to rise above the noise.
Developing a unique position in the marketplace is part of the answer. First know your target audience. Second know your competitors. And third, know your competitors. 

I am amazed at how many businesses enter the marketplace without research. It’s important to know who your customers are going to be. It’s equally important to know who has those customers today. 
Let’s assume for a moment that you want to open a pizza shop. Do you think it’s important to know that there are 92 pizza shops in the phone directory? 

So what makes you special?

Developing a brand or more importantly a point of differentiation will help position your business to win customers. Be good at something. No, be the best at something and then tell people about it. 
And if you can’t be the best? Be second or third, but carve out a position.

Remember Avis “We’re number two, but we try harder.” And the soft drink maker Seven-Up was the “Uncola”. Both developed strong market positions and hugely successful businesses around creating a position in the market and it wasn’t number one. They created a valuable point of differentiation.
Sometimes a business has to make sacrifices to be good at something. Too many business fall into the trap of trying to be all things to all people. Jack of all trades…………….. Better that your business is seen as the best there is at one thing, than mediocre at many things.
And when you find that unique thing that no one else can do as well as you – tell people. Advertise and market your unique position. Create an advertising campaign around your uniqueness. And be consistent in how you market that position. 
Al Ries and Jack Trout wrote the book on positioning. It’s called Positioning.

They recommend asking a bunch of simple questions.

What position do you own? – or what position do you have in the mind of your prospects.
What position do you want to own? – or how do you find a way into the mind of the prospect.

Whom must you outgun? – or coming to grips with the competition

Do you have enough money? – or how much do you need to spend to rise above the noise.

Can you stick it out? – or are you planning for the long term?

So, know what position you want to own in the minds of your prospects. Know your competitors and know your target audience. 
Once you establish a position spend some time, energy and money to communicate it.
