
What partially the video 

https://www.youtube.com/watch?v=il8Xrge4-RU



Read the article 

https://www.linkedin.com/pulse/20140527150640-13996180-how-to-write-a-winning-br
and-positioning-statement/ 



Consumer 
enemy 



Consumer enemy (insight) – the most frustrating pain points 

The Starbucks mom
Put yourself in the shoes of the Starbucks consumer, a 38-year-old mom with two kids. She wakes 
up at 6:15 am to get ready for work and get everyone in the house prepared for their day. She 
drops off one kid at daycar at 7:30 am, the other at the public school at 7:45 am and then 
rushed to the office by 8:30 am. She drives a van, not because she wants to but because it is 
excellent for carrying equipment for after-school activities, including soccer, dance, tutoring, ice 
hockey. Her only token of appreciation are hugs at the end of the day. Just after getting both 
kids to bed, she collapses into her bed, exhausted. 

What is the enemy of the Starbucks mom? 



Starbucks brand fights  her enemy 
by providing a 15-minuate moment 
to escape between work and 
home. Starbucks has no children 
playground, just a lovely leather 
seats. No loud screams, just soft 
acoustic music. The cool 21-year-old 
college student not only knows her 
name but her favorite drink. 



Match the enemy and the brand

1. Growing up 
2. Hate to wait
3. Fear of missing out 
4. Frustration 
5. Losing 
6. Other drivers 
7. Jeans feel too tight
8. Business is complicated
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Consumption Target 
The broader audience from which the 
brand will also draw volume 

Core Positioning Target
The people who we want the brand to 
appeal to as their first choice

Points of Difference 
The key benefit that addresses 
the insight and differentiates 
this brand against others

What the brand should stand for in the hearts 
and minds of the target group

The human-like characteristics that define  how the brand 
behaves

The proof we offer to substantiate the brand benefits

The underlying needs or desires of the target group 
which the brand is able to address

The fundamental (emotional) need that the brand 
satisfies in the target Consumer

Key current and potential competitors  targeting the 
same consumers as our brand

All properties that are instantly recognizable as being part of 
the brand i.e. Packaging, sounds,/music , logo, etc

Points of Parity (segment) 
The key category benefits that the 
brand needs to deliver

Source: Adopted from workshop 
carried out by Brand Learning

Westminster International University in Tashkent


