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Challenge: Misalignment, weak differentiation, and slowing growth -
common results of lacking a clear brand positioning

Missing North Star Sea of sameness Losing relevance Slowing growth

Internal silos and Missing differentiation Failing to attract and Saturated markets

inconsistent brand from competitors retain target and unclear

experiences across makes companies audiences due to a positioning limit long-

markets blend in instead of disconnect to their term expansion
standing out needs
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Approach: Establishing a brand positioning as a strategic lever to drive
alignment, sharpen differentiation, and unlock sustainable growth
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Brand positioning: To define the foundation of any successful brand
strategy, two central questions must be answered
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Where to play? How to win?

Define your target audience, uncover what truly matters to them, and understand their
behaviors to turn those insights into a brand positioning that is relevant, differentiating, and
built for lasting impact.
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Building the foundation: Leveraging a quantitative approach to craft a
brand positioning that boosts internal and external efficiency
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|dentifying where to play Understanding where the brand can win Crafting a market-fit brand
Quantitative market research and |dentification of overlap between Translation of the overlap into a brand
regression analysis to identify purchase brand strengths and market-relevant model consisting of brand core and
drivers purchase drivers brand values
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Calculated set of brand attributes that Focused set of brand attributes where Refined brand positioning rooted in
drive brand choice the brand is credible and competitive customer relevance and credibility
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Bridging the gap: Translating brand positioning into brand performance
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Health check: How well do the current performance dimensions reflect
the target brand positioning?

CURRENT PERFORMANCE TARGET PERFORMANCE
ON TARGET BRAND POSITIONING ON TARGET BRAND POSITIONING
Brand value Brand value
Brand value 4—@ — » Brand value Brand value é» —» Brand value
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Brand value Brand value

How do you move from scattered brand execution to a system where every performance lever reflects brand positioning?
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Positioning-to-impact matrix: Translating brand virtues to business

reality
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Matching product attributes (e.g., features,
design, packaging) with brand-derived Y Product Proposition Grid
requirements to facilitate strategic consistency

Ensuring pricing reflects brand positioning by
mapping perceived value to price levels, aligning » Competitive Pricing Radar
customer expectations with brand value

Aligning sales channels with brand positioning by
assessing consistency across touchpoints and )
identifying brand reflection gaps

Brand & Sales
Touchpoint Map

Building a messaging framework by structuring
internal and external brand values into a ), Messaging House
communicative hierarchy



Result: A strategic brand foundation that empowers teams and boosts
competitive edge
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One brand, one direction
Aligning teams across product, pricing, and sales to facilitate strategic focus and efficient execution

Value-driven decision making
Prioritizing products, pricing, and initiatives based on brand logic and perceived value

Market differentiation
Creating an edge in competitive markets through a clear, compelling brand that resonates with customers

Consistent customer experience
Delivering a unified brand experience across all touchpoints and customer journey stages

Scalable growth platform
Applying positioning across regions while ensuring flexibility for local market relevance
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USP: What makes our approach the most effective at turning
positioning into performance?
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Positioning to impact

Establishing brand positioning as a strategic lever — not just a communication tool

Translating positioning into tools, templates, and decision heuristics for everyday use

Modular and adaptable

Adapting to your structure, speed, and brand maturity for maximum relevance

Designed for alignment

Enabling consistency and unity across functions, regions, and customer touchpoints

10



Get in contact with us!

Jasmin Cornelsen

Associate Partner

Batten & Company
Konigsallee 92140212 Dusseldorf

Mobile: +49 (0) 162 1006 990

E-mail: jasmin.cornelsen@batten-company.com
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