
www.c1-partners.com 

Positioning, Messaging, and 
Persona Development 

 
Dan Smink and Dan Stratford 

 
Snowsports Industries America 

January 8, 2014 



www.c1-partners.com 

It’s Nice To Meet You! 

Dan Smink 
Partner 

Dan Stratford 
Partner 



www.c1-partners.com 

1	  

2	  

3	  

4	  

5	  

Define Your Target 

Develop Your Persona 

Understand Your Company 

Effective Positioning 

Messaging 

Agenda 



www.c1-partners.com 



www.c1-partners.com 

Define Your Target Persona 
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What is the Sweet Spot? 
• Who they are 
• What they are responsible for 
• Where they live and/or work 
• Why are they a good target 
 
Bad example 
• Women 25–45 years old 
 
Good example 
• 25-45 year old mother of young children who is 
responsible for her family’s clothing purchase 
decisions and  who needs to buy good value 
hiking shoes for her kids 

Defining our Target Buyer Persona 
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Develop Your  
Buyer Persona Profile 
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Develop Your Buyer Persona 

•  Problems and 
Issues You Can 
Solve 

•  Desired Solution 
•  Criteria That Must 

Be Met 
•  Search Terms 
•  Online 

Information 
Sources 
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Buyer PersonaExample 
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Understand Your  
Company Identity 
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Understanding Your Company Identity 

•  Your Solution 
•  Key Points of 

Differentiation 
•  How Will Your 

Solution Make The 
Persona’s Life Better 

•  Metrics/Proof 
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Develop Company 
Positioning 
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Purpose 
•  To align management, marketers, and sales representatives 

effectively 
Goals 
•  Be valuable to your customer 
•  Be different/unique from your competition 
•  Communicate value and differentiation effectively 
Methods 
•  Understand your company’s identity 
•  Create a positioning statement that effectively describes your 

offering 
•  Develop a message platform that communicates your positioning 

and addresses the customer throughout the buying process  

Positioning Your Company Effectively 
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Company Positioning Example 

To    _____________ , 
        (Target Customer) 
        _____________ is the 
one 
        (Product/Service 
        _____________ that 
        (Unique Category) 
        __________, unlike 
        (Key Benefit) 
        _____________ 
        (Key Differentiator) 

EXAMPLE 
To a frequent flyer/business executive 

 
FlyRight is the one 

 
jet lag remedy that 

 
allows our customers to stay healthy 
      and hit the ground running, unlike 

 
sleeping pills and caffeinated drinks 

that provide temporary relief, but 
take a huge toll later on. 

Source: Trout and Ries, Positioning: The Battle For Your Mind 
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EXAMPLE 
To a busy mom looking for outdoor gear, 

(Target Customer) 
 

Online Outdoor Kids is the one 
(Company/Product) 

 
online children’s outdoor industry company that 

(Unique Category) 
 

provides guaranteed100% satisfaction,  unlike 
(Key Benefits) 

 
other outdoor gear companies that have similar products, but don’t provide the 

same level of quality or customer service. 
(Key Differentiator) 

Source: Trout and Ries, Positioning: The Battle For Your Mind 

Company Positioning Example 
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Create Your Message 
Platform 
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Develop a Message Platform 

Engagement	  Message	  

•  What	  issues	  of	  customer	  will	  
get	  their	  a2en4on?	  

•  What	  problem	  of	  theirs	  can	  you	  
solve?	  

Solu4on	  Message	  
•  What	  are	  the	  criteria	  that	  must	  be	  met	  

to	  best	  address	  the	  persona’s	  problem?	  

•  What	  would	  success	  look	  like	  to	  the	  
customer?	  	  

Reinforcement	  Message	  
•  Describe	  your	  solu4on	  and	  how	  and	  why	  it	  is	  the	  

best	  op4on	  for	  addressing	  the	  solu4on	  criteria?	  

•  Highlight	  the	  key	  points	  of	  differen4a4on	  from	  
your	  compe44on?	  

Value	  Message	  

•  	  As	  a	  result	  of	  implemen4ng	  your	  
offering,	  how	  will	  their	  life	  be	  be2er	  
than	  before?	  

•  What	  metrics	  can	  the	  customer	  use	  to	  
prove	  the	  value	  of	  your	  offering?	  

Product/Service	  
Offering	  

Target	  
Customer	  

Source: Gospe, The Marketing High Ground 
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Engage The Customer 
An Issue that gets their 
attention 
 
Describe Their Solution  
With Criteria they desire 
 
Reinforcement 
Your solution and why it is 
the best option 
 
Communicate Value 
How their will life be better 
and why believe you 
 

Source: Gospe, The Marketing High Ground 

Match Messaging To The Sales Process 
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Communicate Value: You 
will rest easy knowing you 
made a great purchase.  We 
have won the OIA Customer 
Satisfaction award 5 years 
running.  Our customers say 
“OOI?… we only buy from 
them!” 
 
 
 

Source: Gospe, The Marketing High Ground 

Messaging Example 

Engagement: Finding affordable 
quality outdoor equipment for 
your children is a real challenge. 
Your always on the go and you 
want to buy from a company you 
trust. 
 
 
 
 

Solution:  Moms like you 
want to be able to go online 
and make a good decision 
for their kids outdoor gear 
and then feel confident they 
bought a high quality 
product at a reasonable 
price. 
 

Reinforcement: Online Outdoor 
Inc. helps you buy with 
confidence.  We carry the best 
brands at reasonable prices with 
free shipping.   
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Questions? 
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C1 Partners 
3773 Cherry Creek North Drive 
Suite 575 
Denver, CO 80209 
 
P: (303)501-1821 
E: info@c1-partners.com   
W: www.c1-partners.com 
T: @c1partners 
 
Worksheets 
http://www.c1-partners.com/resources/free-marketing-worksheets/ 

Contact Information 


