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Brand positioning is a critical success factor in today's dynamic corporate 

market, where competition is fierce, and customer options are plentiful. Effective 

brand positioning involves more than just carving out a niche in the market; it is 

about creating a unique brand identity, communicating distinctive value 

propositions, and fostering strong customer relationships. This process is crucial 

in an era where companies are defined not only by their products or services but 

also by the emotions they evoke, the values they embody, and the experiences 

they offer. 

Brand identity and brand positioning, while interconnected, are distinct 

concepts. Brand identity, as conceptualized by Jean-Noel Kapferer’s Brand 

Identity Prism, encompasses the unique set of brand associations that represent 

what a brand stands for and promises to consumers (Kapferer, 2019). On the 

other hand, brand positioning involves defining how a brand differentiates itself 

from competitors in the minds of consumers by emphasizing its unique value 

propositions. Although strong customer relationships can be built without 

formal positioning—such as a small shop in a neighborhood forming bonds 

through personalized service—strategic brand positioning enables businesses 

to systematically articulate and communicate their unique value propositions, 

fostering loyalty and preference on a larger scale (Aaker, 2020). 
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The objective of brand positioning is to build a story that connects with the 

target audience, separate a brand from its rivals, and provide a compelling 

rationale for customers to pick one brand over another. It entails a strategic 

approach to identifying and conveying the brand's promise, advantages, and 

distinguishing elements in a manner that catches customers' hearts and minds. 

This introduction serves as a foundation for delving into the varied world of 

brand positioning strategies. By delving into the intricacies of developing and 

articulating distinct value propositions, this study aim to reveal the strategies 

and methods that successful businesses use to stand out in a competitive 

environment. This chapter aims to give actionable counsel for marketers and 

brand strategists who want to negotiate the intricacies of contemporary 

branding and promote meaningful connection with their target audience by 

combining theoretical insights, practical examples, and case studies. Brand 

positioning is a strategic cornerstone of contemporary marketing, reflecting the 

art and science of how customers perceive a brand in comparison to rivals 

(Kotler & Keller, 2016). In today's hyper-competitive business world, where 

customers have a variety of options, effective brand positioning is critical for 

developing a unique identity and competitive advantage (Aaker, 2020). It goes 

beyond the functional aspects of products or services, delving into the emotions, 

perceptions, and aspirations that a brand represents (Keller, 2020). 

The importance of brand positioning stems from its ability to create meaningful 

differentiation, foster customer loyalty, and drive long-term business growth 

(Ries & Trout, 2001). Companies can capture the attention and loyalty of their 

target audience by strategically defining what distinguishes them, whether 

through functional attributes that solve specific problems, emotional appeals 

that resonate with aspirations and values, or symbolic associations that elicit 

desired perceptions (Kapferer, 2019). However, brand positioning is not solely 
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about distinguishing a brand from its competitors. It encompasses the unique 

space that a brand occupies in the minds of prospects (Kotler et al., 2019). For 

instance, Chanel's positioning is centered around luxury and elegance, 

independent of comparisons to other luxury brands like Gucci or Dior (Keller, 

2020). Effective brand positioning creates a distinct and memorable identity that 

resonates with consumers on various levels. 

It's also important to note that there isn't always a direct correlation between 

brand positioning and consumer behavior. While consumers may recognize and 

appreciate a brand's positioning, their purchasing decisions can be influenced 

by a range of factors beyond brand perception (Solomon, 2020). For example, 

someone might appreciate Porsche's positioning as a high-performance luxury 

car brand but may choose to buy one for reasons related to practicality, 

affordability, or personal preference (Keller, 2020). Companies can capture the 

attention and loyalty of their target audience by strategically defining what 

distinguishes them, whether through functional attributes that solve specific 

problems, emotional appeals that resonate with aspirations and values, or 

symbolic associations that elicit desired perceptions. This distinction not only 

mitigates the effect of price competition, but also allows companies to charge 

premium pricing based on the distinctive value they provide. Additionally, brand 

positioning is inextricably tied to creating and articulating a compelling value 

proposition. A powerful value proposition articulates the advantages, solutions, 

or experiences that a brand provides, answering customers' wants and 

aspirations in a manner that is profoundly felt. This alignment between brand 

positioning and value proposition is critical for building trust, cultivating long-

term relationships, and ultimately driving long-term success in the marketplace. 

The goal of this chapter is to examine the critical role of brand positioning in 

establishing a distinct identity and competitive advantage in the market. It aims 
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to explore diverse positioning strategies, including functional, emotional, and 

symbolic approaches, while offering actionable insights on developing 

persuasive value propositions that align with consumer preferences (Ballantyne 

et al., 2011). The current research seeks to analyze the core ideas of brand 

positioning and value proposition development in contemporary corporate 

contexts. 

First, the chapter will perform a comprehensive review of various brand 

positioning techniques, including functional, emotional, and symbolic 

approaches. This chapter aims to identify the strengths, limitations, and optimal 

application contexts of each strategy to create and maintain a distinct brand 

identity and competitive advantage. It is essential to note that the construct of 

brand identity is broader than positioning. For instance, Keller's Brand Equity 

model emphasizes brand salience, which is a foundational element of brand 

identity, illustrating how it extends beyond mere positioning (Keller, 2013). 

Additionally, it aims to provide actionable guidance to marketers and brand 

managers on how to craft compelling value propositions. It will investigate the 

critical components of effective value propositions, such as differentiation, 

relevance, credibility, and clarity, and will provide practical frameworks and 

strategies for their development and communication. Finally, real-world case 

studies and examples are used to illustrate and demonstrate how successful 

brands have differentiated themselves through strategic positioning.  

Brand positioning arose from the desire to distinguish products, services, artists, 

events, political candidates and experiences in overcrowded marketplaces. It is 

about creating a distinct place in customers' thoughts, communicating value, and 

standing out from the competition. Brand positioning is the strategic process of 

generating a distinct and desired space for a brand in the minds of consumers 

compared to rivals. It entails identifying the brand's distinguishing 
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characteristics, values, and advantages to build a compelling and distinguished 

identity that resonates with the intended audience. This strategic positioning is 

important for various reasons in marketing and brand management. 

Primarily, brand positioning is critical in developing a unique identity for a 

brand. Even in monopoly markets, a brand can and should have its own 

positioning. In a competitive environment where customers are inundated with 

multiple options, businesses must stand out and provide something distinctive 

to catch attention and build brand memory. While achieving a truly unique value 

proposition may be challenging in today's market, effective positioning enables 

customers to identify and remember a brand based on its perceived value, which 

might include features, advantages, emotions, or symbolic connotations. 

Brand positioning is critical for generating a competitive advantage. Companies 

can separate themselves from competition by carving out a distinct market niche 

and emphasizing the brand's strengths and benefits. A clear brand identity is 

essential to create a strong brand positioning, as highlighted in Keller's Brand 

Equity model, where brand salience plays a pivotal role (Keller, 2013). This 

distinction can lead to a "price premium," defined as the added monetary value 

that customers are willing to pay for a product or service due to the brand factor 

(Fayvishenko, 2018). 

Keller’s Brand Equity Model 

Keller's Brand Equity Model, created by marketing professor Kevin Lane Keller, 

is a strategic framework for developing and sustaining high brand equity. It is 

made up of four major components: brand salience (awareness and recognition 

of the brand), brand performance (functional benefits of the product or service), 

brand imagery (intangible associations and perceptions of the brand), and brand 

judgments and feelings (consumer opinions and emotional connections). These 
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components combine to affect brand resonance, which shows the depth and 

intensity of the customer-brand connection. Keller's strategy emphasizes the 

need of developing a compelling brand positioning and continually providing 

value to customers in order to foster brand loyalty and advocacy. Brand 

positioning has a huge impact on customer perception and preferences. When a 

brand successfully conveys its positioning, it shapes customers' attitudes, 

beliefs, and emotional connections. A strong and favourable brand image created 

by strategic positioning may lead to greater brand loyalty, advocacy, and repeat 

purchases. Brand positioning also acts as the basis for successful marketing and 

communication tactics. It directs the creation of marketing communications, 

brand narrative, and promotional campaigns, assuring consistency and 

relevance across all touchpoints. This synchronization of brand positioning with 

marketing initiatives improves brand exposure, resonance, and engagement 

among the target audience. Furthermore, brand positioning enables brand 

extension and growth potential. A well-established and well defined brand 

positioning enables businesses to capitalize on their brand equity and credibility 

when launching new goods or entering new markets. It provides a solid 

foundation for growth and innovation while remaining consistent with the 

brand's core identity. In essence, brand positioning is critical in today's 

competitive business environment, serving as a strategic tool for differentiation, 

competitive advantage, consumer perception, marketing effectiveness, and long-

term brand success (Taylor et al., 2020). 

Brand positioning techniques have evolved significantly since the mid-twentieth 

century, when marketing and consumer behavior paradigms shifted 

dramatically. For a comprehensive understanding of this historical evolution, see 

Duarte (2023), which explores the changing relationship between brands and 

consumers in the context of social brand management, particularly in the post-
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COVID-19 era (Duarte, 2023). Al Ries and Jack Trout's (1981) release of 

"Positioning: The Battle for Your Mind" is regarded as a watershed point in brand 

positioning. This book presented positioning as a crucial marketing technique 

and established contemporary brand positioning ideas. Prior to the 

establishment of brand positioning as a strategic discipline, early advertising 

and marketing activities were largely concerned with product characteristics 

and functional aspects. Brands often fought on tangible criteria like quality, 

pricing, and performance. Furthermore, with the expansion of mass media and 

the increase of consumerism after World War II, marketers recognized the need 

of differentiating their brands beyond product specifications. In the 1960s and 

1970s, as marketplaces became more saturated and customer options grew, 

businesses started to use more subtle positioning techniques. They began to 

stress emotional appeals, lifestyle ties, and symbolic connotations in order to 

connect with customers on a deeper level. This period saw the rise of legendary 

brands such as Coca-Cola, Pepsi, and Nike, which used narrative, brand 

personalities, and aspirational imagery to establish unique places in customers' 

minds. The 1980s and 1990s witnessed significant refining of brand positioning 

tactics, with an emphasis on specialized targeting, segmentation, and 

personalization. Brands understood the value of catering to certain market 

groups and meeting individual customer wants and aspirations. This decade also 

saw the integration of technology and data-driven insights into brand 

positioning, allowing for more tailored and targeted marketing activities 

(Herrmannn & Huber, 2000). 

In the twenty-first century, brand positioning strategies have changed in 

response to digital revolution, globalization, and shifting consumer habits. 

Brands now use omni-channel experiences, social media platforms, and 

interactive storytelling to engage with consumers in real time and dynamically 



 

 

93 

      

adapt their positioning strategies. Overall, the historical overview of brand 

positioning strategies reflects a continuous evolution from product-centric 

approaches to more nuanced and consumer-centric strategies focused on 

differentiation, relevance, and emotional resonance. According to Merz et al. 

(2009), branding has evolved through several eras: starting with the individual 

goods focus (1900-1930), shifting to a value focus (1930-1990), followed by a 

relationship focus (1990-2000), and finally transitioning to a stakeholders focus 

since 2000. In this current era, brands are seen as a dynamic and social process, 

resulting from the interests and interactions of various stakeholders. These 

methods help shape how customers see and interact with businesses, ultimately 

affecting their purchasing choices and brand loyalty. There are several different 

types of brand positioning strategies, each with its own focus and methodology. 

For example, functional positioning emphasizes tangible benefits and attributes, 

such as product features or performance metrics, to encourage rational decision-

making and address practical needs. In today's competitive market, functional 

positioning provides several benefits. Initially, it enables firms to showcase real 

advantages and product characteristics, appealing to customers' logical 

decision-making while successfully addressing particular requirements or 

difficulties. This might result in obvious distinction from rivals in terms of 

performance, quality, or usefulness. However, functional positioning poses 

challenges, such as potential commoditization if competitors can easily replicate 

features. Similarly, relying solely on functional attributes may overlook 

emotional or symbolic aspects that influence consumer preferences, limiting the 

brand's ability to create strong emotional connections and long-term loyalty 

solely based on functional benefits.  

Various brand positioning strategies target different characteristics and use a 

combination of positioning to help a brand create a persona in the existing 
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market. Similarly, symbolic positioning involves associating a brand with specific 

symbols, meanings, or cultural contexts in order to convey deeper messages and 

resonate with target audiences. Brands that use symbolic positioning use 

symbols, logos, colours, and imagery to communicate identity, status, or lifestyle 

affiliations, catering to consumers' desire for self-expression and belonging. It 

has distinct advantages in terms of emotional connections and conveying 

aspirational messages to customers. Associating a brand with certain symbols, 

meanings, or cultural settings allows marketers to tap into customers' demands 

for identity expression, social standing, and lifestyle associations, building 

strong brand loyalty and distinctiveness. Susan Fournier's work highlights the 

importance of developing relationship theory in consumer research, 

emphasizing that brands serve as relationship partners for consumers, fostering 

emotional connections and loyalty (Fournier, 1998). However, symbolic 

placement also has drawbacks, such as the possibility of misunderstanding or 

cultural insensitivity if symbols are not properly selected or do not connect with 

the intended audience. Furthermore, maintaining consistency and relevance in 

symbolic linkages throughout time may be difficult given changing cultural 

trends and consumer preferences. Nike portrays itself as a brand that represents 

athleticism, drive, and greatness. Nike's "Just Do It" slogan and relationship with 

elite athletes represent a symbolic identity of empowerment and 

accomplishment (Bhat et al., 1998). Price-based positioning, like other 

positioning methods, focuses on placing a brand in relation to rivals via pricing 

tactics. Brands may portray themselves as providing top quality at a higher price, 

emphasizing affordability and value for money, or focusing on certain market 

price groups. It is especially significant in sectors with high price sensitivity and 

competitiveness, since it influences customers' perceptions of value and 

willingness to pay. Price-based positioning has a distinct advantage in recruiting 

price-sensitive customers and acquiring market share based on affordability. 
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This approach allows brands to target particular price categories and compete 

successfully based only on price, utilizing pricing as a significant difference. 

Price-based positioning may also result in improved sales volume and market 

share. As a result, price-based positioning poses issues such as possible margin 

pressure, impression of poorer quality or value, and susceptibility to price wars 

or competing pricing techniques. Maintaining brand equity and perceived value 

while applying price-based positioning requires careful consideration and clever 

pricing methods. Walmart portrays itself as a brand that offers everyday low 

pricing (EDLP) on a broad variety of items, attracting price-conscious customers 

and competing successfully in the retail market (Horsky & Nelson, 1992). Most 

businesses utilize emotional tactics and strategies to adapt to the market and 

attract more customers, which ultimately increases the product's shelf life. 

Emotional positioning is one of the most potent methods for achieving the aim 

of developing better relationships with consumers. Emotional positioning is a 

branding approach that focuses on establishing strong emotional connections 

with customers' sentiments, goals, and beliefs. Brands that use emotional 

positioning seek to elicit certain feelings in their target audience, such as 

happiness, nostalgia, trust, or empowerment. This technique goes beyond 

intellectual criteria or product features, appealing to customers' deeper 

psychological and emotional needs in order to build a meaningful and long-term 

connection with the brand. Emotional positioning has the power to build strong 

brand loyalty and engagement among customers. Emotional connections often 

result in increased brand support, repeat purchases, and good word-of-mouth 

recommendations. Brands that effectively use emotional positioning may 

distinguish themselves from rivals, generate memorable brand experiences, and 

cultivate a dedicated consumer base that goes beyond pricing considerations. 
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Aside from that, emotional positioning poses issues. Maintaining consistency 

and sincerity in emotional message is critical for avoiding looking manipulative 

or dishonest. Emotions are subjective and vary between consumer categories, 

necessitating a thorough grasp of target consumers' emotional triggers and 

preferences. It may not appeal to every customer sector, especially those who 

value logical decision-making or precise utilitarian advantages above emotional 

ties. Brands using emotional positioning techniques may find it difficult to 

balance emotional appeal with practical features and remain relevant over time 

in the face of shifting consumer preferences. Dove's "Real Beauty" ad is a prime 

example of emotional positioning. The campaign defies traditional beauty 

standards and promotes diversity by presenting actual women of diverse shapes, 

sizes, ages, and nationalities in its advertising. Dove uses this strategy to appeal 

to customers' emotions by encouraging body positivity, self-acceptance, and 

diversity. Dove establishes a deep emotional connection with its audience by 

sharing realistic and relevant experiences, establishing itself as a brand that 

promotes genuine beauty and self-confidence. Experiential positioning, like 

other positioning strategies, is a branding approach focused on providing 

customers with immersive and memorable brand experiences. Brands that use 

experiential positioning seek to engage customers' senses, emotions, and 

interactions in order to create a lasting impression and promote brand loyalty. 

This approach goes beyond standard product features or functional advantages, 

instead focusing on providing unique and meaningful experiences that connect 

with customers on a deeper level. Experiential positioning can take many forms, 

including events, interactive marketing campaigns, pop-up activations, and 

individualized consumer experiences. It is important to note that these tactical 

actions, such as experiential marketing efforts, should not be confused with the 

overall brand positioning strategy. For instance, a brand like Dove engaging in a 

music festival activation does not abandon its emotional positioning; instead, it 
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integrates experiential elements into its broader positioning strategy. Similarly, 

Nike's promotional sales campaigns do not shift its overall brand positioning to 

a price focus. Rather, these actions serve as complementary tactics within a long-

term strategic framework. Red Bull exemplifies this by seamlessly integrating 

experiential marketing into its core brand positioning, enhancing its identity 

without altering its fundamental strategy. For starters, it enables companies to 

distinguish themselves by offering distinctive and engaging experiences that 

extend beyond the product itself. This approach can improve brand exposure, 

generate word-of-mouth referrals, and foster positive brand connections. 

It also develops stronger emotional ties with customers since immersive 

encounters appeal to their emotions, ambitions, and values. Furthermore, 

experiential positioning may increase customer loyalty and advocacy, as 

customers are more inclined to stick with firms that provide meaningful and 

engaging experiences. Experiential positioning also poses issues. Designing and 

implementing effective experiential marketing campaigns requires significant 

commitment in resources, imagination, and preparation. Brands must ensure 

that immersive encounters are consistent with their brand identity, message, 

and target audience preferences to avoid seeming gimmicky or detached. 

Measuring the return on investment for experiential marketing activities may be 

difficult since the influence of events on brand perception and customer 

behavior is not always instantly measurable. Maintaining consistency and 

relevance in experiential efforts over time requires continuous innovation and 

adaptation to shifting customer preferences and market trends. Red Bull is well-

known for its experiential marketing campaigns, including events like the Red 

Bull Flugtag and Red Bull Stratos. However, it's important to note that brand 

positioning is not exclusively based on experiences alone. For instance, Red 

Bull's positioning revolves around the idea that it gives consumers an extra boost 
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of energy, famously encapsulated in their slogan "gives you wings." This 

positioning can resonate with consumers even if they haven't personally 

participated in Red Bull's experiential actions. The challenge lies in integrating 

these experiences to reinforce and enhance the brand's core positioning, 

ensuring they align with the brand promise and contribute to long-term brand 

equity. These events provide customers unique and immersive experiences that 

highlight Red Bull's brand values of adventure, excitement, and pushing limits. 

For example, the Red Bull Flugtag enables players to construct their own flying 

devices and participate in a fun and exciting event that captures viewers' 

attention and involvement. These experiential activities not only promote Red 

Bull's brand image as a source of energy and excitement, but also foster long-

term memories and emotional relationships with customers. Each sort of brand 

positioning strategy has unique characteristics, benefits, problems, and 

applicability based on the brand's goals, target market, competitive 

environment, and industry dynamics. Effective brand positioning strategies are 

consistent with the brand's identity, value proposition, and target audience 

preferences, resulting in greater connections, distinction, and a competitive edge 

in the marketplace (Padgett & Mulvey, 2009).  

Brand positioning and value proposition are intricately connected, forming the 

foundation of a brand's identity and competitive advantage. While brand 

positioning defines how customers perceive a brand compared to its 

competitors, highlighting its unique attributes, values, and relationships, it's 

important to note that a strong brand identity also plays a crucial role in shaping 

effective brand positioning. A robust brand identity ensures consistency and 

clarity in how a brand is perceived by its target audience, thereby supporting its 

positioning strategy. Regarding the difference between brand positioning and 

reputation, while they are related, they serve distinct purposes. Brand 
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positioning focuses on deliberately crafting and communicating a brand's 

unique value proposition and identity in the marketplace. In contrast, reputation 

encompasses broader perceptions held by stakeholders based on various 

interactions and experiences with the brand over time. While brand positioning 

is proactive and strategic, reputation often reflects the cumulative impact of a 

brand's actions, behaviors, and stakeholder interactions. The value proposition 

describes the advantages, solutions, and experiences that a brand provides to 

meet customer requirements or pain areas. These two parts work together to 

produce a compelling story and differentiation strategy for the brand. A strong 

brand positioning guides the creation of a relevant and engaging value 

proposition that connects with the target audience. It directs the selection of 

essential messages, features, and advantages that are consistent with the brand's 

positioning plan, maintaining communication coherence. In summary, brand 

positioning establishes the company's distinct identity, while the value 

proposition fulfils that promise by expressing the brand's distinctive value and 

advantages to customers (Goldring, 2017). 

The role of value propositions in branding cannot be overstated. A value 

proposition forms the bedrock of a brand's identity, articulating the unique 

benefits and value it offers to its target audience. It serves as a promise from the 

brand to its customers, succinctly stating what sets it apart from competitors 

and why customers should choose it over other options. A value proposition 

directly addresses the fundamental question every customer asks: "What's in it 

for me?" By addressing the wants, desires, and pain points of the target audience, 

it provides a compelling reason to engage with the brand. Essentially, it bridges 

the gap between the features of a product or service and the benefits consumers 

seek, creating resonance and relevance (Thompson, 2003). 
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Now, distinguishing between a value proposition and brand positioning is 

crucial. While a value proposition focuses on the specific benefits and 

advantages a brand offers to its customers, brand positioning refers to how the 

brand is perceived in relation to competitors in the marketplace. Brand 

positioning encompasses a broader strategic framework that defines the unique 

space a brand occupies in the minds of its target audience. It involves crafting a 

distinct identity, communicating key messages, and establishing a competitive 

advantage that resonates with consumers. 

A compelling value offer is distinguished by clarity, relevance, and distinction. 

Clarity guarantees that the message is readily comprehended by the intended 

audience, with no space for ambiguity or uncertainty. It clearly defines the key 

value or solution that the brand offers, making it immediately appealing to 

prospective buyers. Relevance, on the other hand, requires a thorough grasp of 

the target market's individual requirements and preferences. A value 

proposition must connect with the audience on a human level, addressing their 

concerns and goals in a relevant manner. Differentiation is essential for standing 

out in a crowded market. A compelling value proposition articulates what 

distinguishes the brand and why it is a better option than rivals. This might be 

based on product attributes, price, customer service, or any other characteristic 

that distinguishes the brand. By clearly conveying its competitive advantage, a 

brand may position itself as the preferred choice in the eyes of customers. 

Creating a compelling value proposition requires a strategic approach that starts 

with extensive study and analysis (Srivastava & Thomas, 2010). To properly 

personalize their value offer, brands must first understand their target 

audience's demographics, psychographics, habits, and preferences. This includes 

performing market research, consumer surveys, and competition analysis to find 

unmet requirements and areas for distinction. Once the framework is built, 
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businesses may develop their value offer by concentrating on the primary 

features that are most appealing to their target audience. This entails identifying 

the major pain points or issues that customers have and demonstrating how the 

brand's goods or services provide a solution. Whether it is saving time, money, 

or improving the quality of life, a value proposition should highlight the tangible 

benefits that customers can expect to receive. Patagonia, an outdoor clothing and 

gear company renowned for its sustainability efforts and environmental 

activism, provides a compelling example of a value proposition. Patagonia's 

value proposition revolves around its commitment to environmental 

sustainability and social responsibility. The brand appeals to environmentally 

conscious customers seeking products that align with their values by 

emphasizing eco-friendly materials, ethical sourcing practices, and supply chain 

transparency. Programs like the "Worn Wear" initiative, which promotes 

garment repair and reuse, reinforce Patagonia's dedication to sustainability 

(Zint & Frederick, 2001). 

Chipotle Mexican Grill distinguishes itself in the fast-food industry with a value 

proposition centered on fresh, customizable, and sustainably sourced 

ingredients. Chipotle's "Food with Integrity" philosophy emphasizes organically 

raised meats, organic vegetables, and locally sourced products whenever 

possible. This approach resonates with health-conscious customers seeking 

nutritious eating options without compromising on taste or quality. By 

promoting transparency and sustainability in its sourcing practices, Chipotle has 

cultivated a loyal customer base and positioned itself as a leader in the fast-

casual dining market (Stevens & Lunsford, 2014). 

Communicating a company's value proposition successfully is critical for 

building a strong connection with customers and distinguishing the brand from 

competition. Channels for expressing value propositions are critical in reaching 
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target groups and presenting the brand's distinct advantages (Goldring, 2017). 

These channels include the methods and platforms via which companies may 

communicate with customers. From conventional advertising to digital 

marketing and experiential initiatives, each channel provides unique chances to 

communicate value propositions. Traditional advertising platforms such as 

television, print media, and radio remain effective ways to reach large audiences. 

Television ads, for example, allow firms to promote their value propositions via 

appealing images and narrative. Print advertising in magazines and newspapers 

enable firms to offer their distinct features in a visually appealing style. For 

example, Coca-Cola's advertising efforts often stress the brand's promise of 

enjoyment and refreshment, successfully expressing its value proposition to 

customers. Digital marketing channels are becoming more significant in today's 

digital world. Social media platforms like Instagram, Facebook, Twitter and 

especially Tik Tok enable marketers to interact with customers in real time and 

adapt messaging to their interests and preferences. Sponsored posts, branded 

content, and influencer relationships may help businesses successfully express 

their value propositions to particular target groups. Glossier, for example, uses 

Instagram to highlight user-generated content while emphasizing its value 

proposition of simplicity and inclusion, which appeals to younger customers. 

Experiential marketing channels provide immersive brand experiences, 

allowing customers to engage with the brand personally. Events, pop-up stores, 

and brand activations all provide unique experiences that reinforce the 

company's value proposition. For example, Red Bull's sponsorship of extreme 

sports events not only coincides with the brand's value proposition of energy 

and excitement, but it also enables customers to experience the brand's ethos 

firsthand. Customer service channels play an important role in presenting a 

brand's value proposition to customers directly. Whether via phone assistance, 

live chat, or email, organizations can handle consumer questions and issues 



 

 

103 

      

while reinforcing their value offer. For example, Zappos, an online shoe store, is 

well-known for its great customer service, which is consistent with its value 

proposition of offering a frictionless shopping experience. 

Emerging trends and technological breakthroughs drive the evolution of brand 

positioning. One notable trend is the increasing consumer focus on sustainability 

and social responsibility. Today's consumers are more concerned about the 

environmental and social impacts of the companies they choose to support. This 

trend reflects a broader shift towards brands aligning their values with societal 

and environmental issues, a concept explored in Duarte and Chambel's work on 

brand advertising and social positioning (Duarte & Chambel, 2023). As 

consumers become more informed and conscientious, they expect brands to 

demonstrate transparency, ethical practices, and a genuine commitment to 

sustainability in their operations and product offerings (Deloitte, 2022). As a 

consequence, businesses are including sustainability in their positioning 

strategies, emphasizing their dedication to environmentally friendly operations, 

ethical sourcing, and community involvement (Kotler et al., 2021). To address 

the increasing demand for transparency and authenticity in environmental 

programs, companies are expected to align their strategies with sustainable 

practices (Rahman & Nguyen–Viet (2022). A prominent trend is the expanding 

impact of technology on brand positioning (Jun & Park, 2017). Augmented 

Reality is an emerging interface technology in computing that facilitates real-

time decision-making through virtual prototyping and content visualization 

(Sameh, 2023). The integration of big data analytics is commonly associated 

with brand evaluation and gaining customer insights (Siahaan & Prasetio, 2022). 

For example, AI-powered computers can analyze massive quantities of 

consumer data to find patterns and trends, enabling marketers to create highly 

tailored positioning messages that appeal to certain audience groups (Huang & 
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Rust, 2021). Meanwhile, augmented reality experiences provide new 

opportunities for companies to engage customers in immersive storytelling and 

experiential marketing, resulting in unique brand encounters that leave a lasting 

impression (Scholz & Smith, 2019). Along with technology, evolving 

demographics are influencing the future of brand positioning. Brand positioning 

is a crucial aspect of marketing that involves establishing a brand in the minds 

of customers and influencing purchase decisions of these groups (Baronio et al., 

2022). For example, younger customers place a premium on authenticity, 

diversity, and inclusion, prompting firms to include more varied representation 

in their marketing and messaging (Fromm & Read, 2018). To effectively engage 

with their target audience, brands must ensure that their values align with the 

evolving demographics they are targeting. Whelan & Wohlfeil (2006) emphasize 

the importance of experiential consumption in improving the perceived quality 

of life for target audiences and establishing brand values through unique 

communication propositions. The emergence of influencer marketing and user-

generated content is likely to have a significant effect on brand positioning in the 

future (Godey et al., 2021). With the rise of social media platforms, customers 

are no longer passive receivers of marketing messaging, but rather active players 

in shaping brand perception. Brands that can exploit the power of influencers 

and user-generated content to magnify their positioning efforts will have a 

competitive advantage in the market (De Veirman et al., 2017). Brands may 

increase their reach and reputation by collaborating with influencers that reflect 

their brand values and engage with their target audience in a more real and 

engaging way (Hughes et al., 2019). 

The current research discovered that good brand positioning is critical for 

developing a unique identity and getting a competitive edge in the marketplace. 

Brands that effectively distinguish themselves via strategic positioning are 
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better positioned to attract and keep consumers, charge premium prices and 

foster long-term loyalty. Brands that effectively differentiate themselves through 

strategic positioning are better equipped to attract and retain consumers, 

command premium prices, and foster long-term loyalty. This chapter identifies 

three primary positioning strategies: functional, emotional, and symbolic. 

Functional positioning emphasizes the practical benefits and features of a 

product or service, appealing to customers' logical decision-making processes 

by highlighting aspects such as durability, performance, or efficiency. 

In contrast, emotional positioning connects with consumers on an emotional 

level, tapping into their aspirations, desires, or values. Brands use storytelling 

and imagery to create emotional bonds, fostering brand loyalty based on shared 

values or experiences. Symbolic positioning, on the other hand, associates the 

brand with specific social or cultural meanings, appealing to consumers' self-

image or lifestyle aspirations. This strategy often relies on symbols, status, or 

cultural affiliations to differentiate the brand in the marketplace. 

While these are traditional positioning strategies, contemporary approaches 

also include experiential positioning, which focuses on creating memorable and 

immersive brand experiences. These experiences go beyond product attributes 

or emotional appeal by engaging consumers directly through events, interactive 

campaigns, or personalized interactions. By integrating experiential elements 

into their overall positioning strategy, brands can strengthen customer 

engagement, enhance brand perception, and build lasting emotional 

connections with their audience. The chapter stressed the need of developing 

compelling value propositions that successfully convey the brand's distinctive 

value to the intended audience. A great value proposition distinctly outlines the 

benefits and advantages of choosing the brand over competitors, while also 

addressing the unique needs and aspirations of the target market. It goes beyond 
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mere consumption, consumer behavior, or sales metrics. For instance, Rolls 

Royce, renowned as an ultra-luxury car brand, has a widely recognized 

positioning and value proposition. Despite the fact that only a select few 

worldwide can afford to own one, Rolls Royce's value proposition emphasizes 

exclusivity, craftsmanship, and prestige. This positioning resonates with affluent 

consumers who value status and luxury, even if they may never purchase the 

product themselves. It was discovered that value propositions should be clear, 

simple, and relevant to the target audience, emphasizing the brand's 

distinguishing features and competitive advantages. 

Effective brand positioning strategies and appealing value propositions have far-

reaching ramifications for brand managers and marketers in today's competitive 

landscape (Keller, 2021; Beverland, 2021). Understanding the significance of 

brand positioning enables managers to distinguish their brand from rivals and 

establish a unique identity in the eyes of customers (Aaker, 2020). By 

recognizing and harnessing distinct traits, whether functional, emotional, or 

symbolic, brand managers may create a clear and compelling positioning that 

connects with their target audience (Kapferer, 2019). Creating compelling value 

propositions allows brand managers to successfully explain the advantages and 

worth of their brand offers (Iglesias & Ind, 2020). A good value offer not only 

attracts new consumers, but also encourages loyalty and advocacy among 

current ones (Dolbec & Fischer, 2022). Research by Hemmonsbey et al. (2021) 

emphasizes the importance of understanding the value propositions that form 

the basis of brand positioning strategies, providing practical recommendations 

for industry stakeholders. This insight can guide marketers in developing value 

propositions that effectively position their brands in the market. Effective brand 

positioning and value propositions are critical factors in shaping customer 

perceptions and purchasing choices. Brands that effectively establish themselves 
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as the preferred option in their respective market categories may fetch higher 

prices and capture a larger market share (Heding et al., 2021). Marketers must 

constantly analyse and alter their positioning strategies to reflect changing 

customer preferences and market conditions. Brand positioning techniques 

have an impact on brand expansion and portfolio management. A well-

established brand positioning may serve as the basis for introducing new goods 

or entering new markets.  Brand managers face the critical task of evaluating the 

alignment between the brand's positioning and any new offerings to avoid 

diluting brand equity or causing confusion among customers. Brand equity 

refers to the intangible value and perception that a brand has built over time in 

the minds of consumers. It encompasses factors such as brand awareness, brand 

loyalty, perceived quality, and brand associations. When introducing new 

products or services, maintaining consistency with the established brand 

positioning helps reinforce these positive associations and enhances overall 

brand equity. This strategic alignment ensures that customers continue to 

perceive the brand in a coherent and favorable manner, supporting long-term 

brand success and customer loyalty. Effective communication of value 

propositions across many touchpoints is critical for brand managers seeking to 

establish and sustain brand equity. By providing consistent and appealing 

messaging, marketers may build brand perceptions and reinforce the company's 

standing in customers' thoughts. To successfully reach target audiences, 

marketing communication activities must be integrated, using both conventional 

and digital platforms. Brand managers must be attentive for any challenges to 

their brand's posture and image. Competitors may seek to copy or undercut the 

brand's positioning by using similar message or aggressive pricing techniques. 

Marketers must keep ahead of the competition by constantly inventing and 

distinguishing their brand offers while safeguarding intellectual property rights. 

When creating positioning strategies and value propositions, brand managers 
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must take into account the cultural and societal environment in which their 

company operates. Cultural subtleties and cultural trends may have a huge 

impact on customer perceptions and preferences, forcing companies to be 

attentive and adaptive in their approach. Marketers face the challenge of 

conducting thorough market research and establishing genuine connections 

with local communities to ensure that their brand resonates effectively with 

diverse audiences (Semenova, 2023). While many brands operate on a global 

scale, evaluating local communities worldwide requires a nuanced approach. It 

involves understanding regional preferences, cultural nuances, and socio-

economic factors that influence consumer behavior. Marketers can employ 

strategies such as localized market studies, partnerships with local influencers, 

and adapting marketing campaigns to resonate with specific cultural contexts. 

By prioritizing local insights and adapting global strategies accordingly, brands 

can enhance their relevance and appeal across different markets while 

maintaining consistency with their global brand identity. 

The current work addresses this gap by offering a comprehensive review of 

functional, emotional, and symbolic positioning techniques, as well as an 

examination of their distinguishing qualities, benefits, and limits. Exploring 

these tactics in detail provides significant insights into how companies may 

strategically position themselves to distinguish from rivals and connect with 

target customers (Keller, 2021; Aaker, 2020). The inclusion of case studies and 

examples provides a practical grasp of how successful businesses have used 

these positioning strategies to build a unique identity and acquire a competitive 

advantage (Kapferer, 2019; Iglesias & Ind, 2020). The research adds to the 

current literature by highlighting the significance of value propositions in brand 

positioning (Fuchs & Diamantopoulos, 2010). While past research has 

recognized the importance of value propositions, it has either regarded them as 
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a secondary consideration or offered little practical assistance on how to 

construct appealing value propositions that correspond with the selected 

positioning approach (Tybout & Sternthal, 2021; Dolbec & Fischer, 2022). This 

chapter fills a vacuum by emphasizing the important components of a successful 

value proposition and providing tactics for creating value propositions that 

effectively express the brand's distinctive advantages and connect with 

customers (Heding et al., 2021; Beverland, 2021).  
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