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Introduction 
 
Thanks for joining me for the Power Positioning podcast.  
 
The purpose of this podcast is to help you learn the 3 key elements to strongly position 
your manufacturing company in the marketplace as the only logical choice. 
 
So I’d like to start by revealing the single biggest marketing problem mentioned to me by 
manufacturing executives. 

 
 
Problem  
 
The single biggest problem I hear about from manufacturing executives is their inability 
to differentiate their companies in any meaningful way.  
 
Unfortunately for these executives, differentiating companies with strong positioning is 
the foundation of a successful competitive strategy. 
 
Because their companies have poor positioning and are undifferentiated they are 
persistently viewed by buyers as being no more than low level vendors. 
 
This means they are selling their prospective customers at the lowest level and are 
being forced into working with purchasing agents, low level buyers, and having to cut 
margins in an effort to keep afloat. 
 
There has never been a more important time than today to be clearly differentiated in 
manufacturing. 
 
Successfully marketing your manufacturing company is more challenging than ever. 
Here’s some proof.  
 
 



 Power Positioning  

Manufacturing Wins    |     manufacturingwins.com     |     705-874-3631 

 

3 

1. Industrial Market Facts 
 
Here are some concerns mentioned by 1260 industrial executives in the: 

 
(Canadian Manufacturers & Exporters Management Issues Survey)  
 
I’m certain these concerns are also being felt by manufacturers in the United States. 
 
Many industrial executives are facing major strategic challenges: 
 

15% say attracting reliable partners is a challenge 
 

17% say global sourcing by customers is a major strategic challenge 
 
30% say lack of expertise in new markets is a major constraint to growth 
 
38% say competition is a major constraint on bringing new products to market 
 
28% say competition from China is a major strategic challenge 

 
44% say bringing new products to market is a key determinant of future growth 
 
38% say improving marketing capabilities is a key determinant of future growth 

 
45% say changing patterns of customer demand is a major strategic challenge 

 
Industrial marketing is changing dramatically and manufacturers today are facing more 
challenges than ever. What used to work is becoming increasingly less effective – I 
believe there are several reasons for this: 

 

Products and services are coming out faster than ever 

 

The general public, as well as prospects, are much better informed than in the 
past 

 

Prospects have dramatically changed: 

 

They are more demanding than ever and want more options, faster, and cheaper 

 

They want attention but don’t want to be interrupted by salespeople 

 

They are more aware than ever of the alternatives to what you have to offer 

 

They can quickly access information about you and your competitors 
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 The Web is turning companies into undifferentiated commodities 

 
So what can you do to try to overcome the many factors that constrain your growth?  
 
What do you need to do to increase the visibility and the viability of your company?   
 
 

2. Positioning – Definition and Basic Concept 
 
The solution is to reposition your company as the only logical choice in your 
marketplace. I like to call this process Power Positioning. 
 
Before we get into the three steps in Power Positioning I’d like to briefly discuss generic 
positioning 
 
Jack Trout, the cofounder of the concept of positioning defines it as such:  
 
Positioning is: an organized system for finding a window in the mind. It is based on the 
concept that communication can only take place at the right time and under the right 
circumstances. 
 
 
According to Professor Nirmalya Kumar of the London Business School in his great book 
Marketing as Strategy: 
 
 Positioning is creating a Unique Selling Proposition for a target market. 
 
Probably the simplest way to look at positioning is creating a perception of value and 
desirability for your product, service, or company in the minds of your buyers.  
 
Ultimately, companies have a position in the minds of buyers. Unfortunately your 
prospects only have room for a limited number of companies in their minds. If your 
company isn’t the top two or three positions it’s like you don’t exist. 
 
Another key point is if your position isn’t clearly articulated your competitors can 
reposition your company - you can be certain that won’t be a positive experience! 
 
When the concept of positioning companies was first brought forward (in the 1970’s) the 
reason for positioning your company was to help buyers to cut through the advertising 
clutter. 
 
It’s safe to say the average buyer today could only dream of having as little 
communication as the buyers of the 1970’s.  
 
Now we have incredible advertising clutter such as: 
 
 Email at work and at home and on our BlackBerries (iPhones, etc.) 
 



 Power Positioning  

Manufacturing Wins    |     manufacturingwins.com     |     705-874-3631 

 

5 

 The Web 
 
 Specialty television channels, 24 hour per day television 
 
 Advertising on the floors of supermarkets and on pieces of fruit 

 
 
Unfortunately many companies make two major mistakes with their positioning and 
actually make it even harder for their prospects to understand why they should even be 
remotely interested in doing business with them. 
 
 

3. Examples of Poor Positioning 
 
The two major mistakes made in positioning any company are to be inwardly focused or 
to have a positioning statement that’s focused on a product pitch or company feature 
instead of measurable business results. Here are some examples in my rogues gallery 
of weak positions: 
 
Me too positioning 
 
Our drill presses are just as good as those of the market leading company, Donnie’s Drill 
Presses.  
 
Product focused positioning 
 
Our drill press was voted the best looking drill press at the world of drill presses show in 
Las Vegas on November 11 last year. (Product Pos Not helpful Prospects need 
outcomes)   
 
Features focused positioning 
 
Our drill presses have 1,325 precisely machined parts and that’s only in the bottom third. 
 
Innovation based positioning 
 
We have the most innovative drill presses. (China & India 950,000 engineers per year. 
There are over 90,000 scientists registered on the InnoCentive network poised to solve 
R&D problems for a cash reward – your problems or those of your competitors. P&G 
outsources R&D they think 7,500 staff scientists are not enough. (Very risky position or 
strategy) 
 
Unbelievable positioning 
 
Our drill presses will triple your productivity 98.2% of the time within 10 minutes of being 
installed or we’ll give you a full refund within 30 minutes 
 
Family focused positioning 
 
We are a family based drill press business with family values  
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Staff focused positioning 
 
Our staff has over 325 years of collected drill press experience 
 
One stop shopping focused positioning 
 
Because we have drill presses and over 432,317 drill bits in our climate controlled 
warehouse we truly are a 1 stop shop 

 
Fixed asset focused positioning 
Our state of the art facility is over 150,000 square feet for our drill presses and bits 
 
None of these statements tell your prospects why they would ever buy from you. But 
have you ever really thought about why people buy? 
 
 

4. Why People Buy          
 
One of the first things I emphasize with my clients is they need to develop a crystal clear 
understanding why people buy. The following are some of the myths about why people 
buy. People do not buy because of: 
 
 Your wonderful and extensive product line 
 
 Your state of the art facilities 
 
 Your highly trained staff 
 
 Your latest and greatest tools and processes 
 
 Your deep discount prices 
 
 Your statement that your strength is your people 
 

So why do people buy? 
 
People buy because they are seeking a positive outcome from making the purchase.  
 
They buy things for what they do not what they are. They are buying holes not drills. 
 
This means your positioning must clearly communicate your real outcome based value. 
 
For the vast majority of your potential prospects your real value is either a high return on 
investment or a positive emotional outcome 
 
High ROI - Meaningful ROI can be viewed in many different ways: 
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Increased Revenues, Increased Profits, Reduced Cost of Goods Sold, Faster Time To 
Market, New Revenue Streams, Increased Production Rates, Reduced Cycle Times, 
Faster Inventory Turns  
 
Now a high ROI is easy to understand but a positive emotional outcome.  By increasing 
the emotional appeal of your products you make selling them much easier. 
 
Some emotional factors you can use in your positioning are:  

 
Greed – ABC drill presses Increase your drill press profits by 47% 
Hope – Get your drill press production on the best path with ABC Drill Presses  
Safety - By purchasing ABC drill presses you’ll reduce worker injuries 
Belonging – ABC drill presses has over 500 customer testimonials   
Pain – Are your drill presses robbing you of profit?  
Relief – Follow these three simple steps and your drill press problems will be 
gone 
 
Now understanding your outcomes based value and creating these emotional 
states in your prospects can be fairly simple but you need more than this to 
strongly position your company. You need to clearly and simply state your 
position. 

 
 
5. How To Create Strong Positioning 
 
In order to strongly position your company you need to clearly articulate your point of 
meaningful difference. This is generally done by: 
 
1. Clearly identifying your target market 
 
2. Clearly and simply stating the main benefit (outcome) of dealing with your company 
 
3. Clearly identifying the product or service you offer 
 
4. Being credible and believable 
 
This is normally accomplished by crafting a powerful and simple positioning statement 
that answers the following three questions: 
 

1. Who are you? 
 
2. What do you do? 
 
3. Why does it matter? 

 
Here are some examples of strong positioning statements: 
 
ABC drill presses help manufacturers reduce waste by a minimum of 37% with our 
unique drill press program 
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ABC Drill Presses help automotive manufacturers decrease cycle time by 17% and have 
a minimum of 14% less energy consumption than any of our competitors 
 
ABC Drill Presses are the drill press of choice for automotive manufacturers interested in 
increasing productivity by reducing cycle times 
 
ABC Drill Presses help automotive manufacturers improve drill press productivity by a 
minimum of 17% through our increased metal removal rates 
 
Once you have clearly positioned your company you need to take the steps that will 
power position you so you can avoid being viewed as a low level vendor. 
 

 

6. How To Power Position Your Company 
 
There is a huge advantage to being the first or pre-eminent company in any 
marketplace. In fact, it is very unusual for a market leader to become an also ran. 
Simply put, the current market leader is most likely to remain the market leader. 
 
So, if you aren’t the leader in your marketplace what positioning options do you have 
available to you that will help you get noticed? 
 
 
What you need to understand 
 
Before you can successfully power position your company you need to have a clear idea 
about the four different ways of being positioned: 
 
Vendor - Product focus = buyers or purchasing agents /low margins/no loyalty 
 
Solutions Provider – Process focus = middle management /fair margins/some loyalty 
 
Specialist – Performance focus = upper management /high margins/good loyalty 
 
Change Agent – Performance focus = Top executives /high margins/incredible 
loyalty 
 
 
What you need to do 
 
As you know, Power Positioning is the strategy you need to follow to make your 
business the only logical choice in your marketplace.  
 
Now being the only logical choice is fairly easy if you own the number 1 company in your 
marketplace. But what if you are # 2, 3, or 7? 
 
The good news – rule number 1 of Power Positioning is you cannot gain market share 
by imitating the leader in your marketplace.  
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You can carve out a powerful position for your company by keeping these three 
thoughts in mind: 
 

1. You need to use a strategy of differentiation that illustrates a complete 
understanding of your target markets to position yourself as more than a low 
value vendor. 

 
2. You need to position your company as a specialist or a change agent 

 
3. Your products and services and the way you offer them to your target market 

must illustrate a deep understanding of the real needs found in your target 
market 

 
To Power Position your company, simply follow these three steps. 
 
 

7. The Power Position of Focus (Specialization) 
 
The first step in power positioning your company is gaining a comprehensive 
understanding of who to serve in your marketplace which clearly illustrates you are 
interested in providing a great outcome. = the power position of focus 
 
I like to tell my clients you can serve every market, but not at once, and not with the 
same message. By trying to appeal to everyone you appeal to no one. 
 
We all know the needs and expectations of an Air Canada business class passenger are 
different to those of a student flying on Jazz - Yet poorly positioned manufacturing 
companies abound that are  fuzzy, unfocused, and try to be everything to everybody 
 
Manufacturers who have power positioned their companies realize the tremendous 
power in having a simple, easy to understand focus – deep knowledge in a selected field 
 
Volvo = safety, Apple = design& quality, BMW = luxury performance,  
 
Here are some of the ways being focused power positions your company: 
 

1. You can get a fast no instead of a long maybe in your target markets – interest is 
clear 

 
2. You can grow market share more easily and articulate and reach your goals 

 
3. You can leverage all forms of communication through the power of repetitive 

messaging into very tightly focused segments – become a bigger fish in a smaller 
pond 

 
4. Your company is viewed as being highly specialized and thus highly valued in 

your target market – think of the difference in what a surgeon is paid vs. a 
general practitioner  
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5. You have a very clear idea of who you are competing against and can narrow the 
field – in addition it simplifies your internal decisions – R&D, New Product Intros, 
Post Sales Services 

 
6. You soon see the patterns in the problems common to your marketplace and 

know how to fix them 
 

7. You have the opportunity of approaching prospects at a higher level 
 

8. Strong focus prevents you from building in unnecessary features that add cost 
and complexity, make it difficult to market your products, and invariably lead to 
customer disappointment and ultimately, marketing failures. 

 
You must clearly illustrate your understanding of specific customer needs, worries, and 
concerns – a clear picture of WHO to serve.  
 
All of your communications and business processes must illustrate a tight market focus 
and should encompass the needs of three types of buyers: User, Technical, and 
Economic 
 
 

8. The Power Position of Understanding       
 
The second step in power positioning your company is understanding what to offer 
your marketplace which clearly illustrates you are interested in providing a great 
outcome.  
 
What don’t they need? 
 
The last thing most of your prospects need is another product cluttering up their 
businesses 
 
They don’t need more features, advantages, or products, they are over communicated - 
cut to the bone – can’t afford mistakes - and want answers – your function is to always 
lead with free education 
 
What do they need? 
 
Because your buyers are hopelessly over-communicated they don’t know who, or what 
to believe. What they do need is a partner or advisor that can help them sort through the 
over communicated mess 
 
Companies that power position themselves realize the incredible value in seeking out a 
common interest with their target market. 
 
The common interest you have with your target market can be discovered by taking the 
time to turn your company outside in. 
 
Position your company as one that provides value first by thinking of the customer’s 
perspective. 
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 What are the core issues your customers are struggling with? 
 
 What can you tell them, in a totally unbiased way, which will help them? 
 
 What important outcomes can your products and services provide? 
 
 What are the core issues your customer’s customers are struggling with? 
 
So what do you offer to power position your company? 
 
You may recall earlier that I mentioned that you need to position your company as being 
believable. The simplest way to do so is to position your company as a thought leader 
 
Offer education that helps them improve performance in their companies – don’t hold 
back – give your best stuff 
 
Help them make better quality decisions, increase their discernment – reduce their fear 
of making mistakes 
Provide them with tip sheets, white papers, special reports, teleseminars, webinars, and 
even video. Demonstrate your focus. Use education to clearly position your company as 
a specialist or change agent - Be a thought leader – take the first step to build trust by 
educating your prospects  
 
Always offer free educational information early in the buying process – not products. 
 
 

9. The Power Position of Relationships (Trust) 
 
The third step in Power Positioning your company is knowing how to offer your 
products and services to your target market in a way that will best serve their needs and 
provide them with a great outcome. = Power position of relationships 
 
What don’t they need? 
 
One of the fundamental mistakes made by companies is the equivalent of a man walking 
up to a woman he’s never talked to before at a dance and saying “Hi, my name is Joe, 
will you marry me?” 
 
It’s no different than when a salesperson jumps into a product pitch 1 minute after saying 
hello. 
 
 
What do they need? 
They need your company to illustrate its understanding that whenever a buyer considers 
making a purchase his perception is that he is the one taking the risk. This creates a 
huge barrier in terms of making the initial purchase.  
 
Numerous psychological studies have argued that the following six types of risk are 
usually involved in purchase decisions: social, financial, physical, performance, time, 
and psychological risks (Jacoby and Kaplan, 1972; Kaplan et al., 1974; Shimp and 
Bearden, 1982; Garner, 1986; Kim and Lennon, 2000). 
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Social - What will my peers think? Purchase may result in disapproval. 

 
Financial - Can I afford the purchase? Will I lose money on this purchase?  

Physical – It may be dangerous to my safety or health if it doesn’t work properly. 
 
Performance - Will the product perform as I expect? What if it doesn’t work? 

Time - How much time and effort might I expend to make this purchase?   
 
Psychological - Am I doing the right thing? I might end up with a very negative state of 
mind if I purchase this product. 

 
So how do you power position your company to reduce risk and ultimately reduce the 
mistrust? 
 
One of the simple facts in all marketing is that people buy from those they know, like, 
and trust. 
 
The first thing you need to do is craft a very comprehensive guarantee secure in the 
knowledge that only a small minority of your customers will ever abuse it. 
 
The second thing you need to do is to craft a methodical 3 step process in your 
marketing and selling processes that builds relationships and trust. 
 
The first step in the marketing and selling process 
 
As I mentioned earlier, the first step to building trust is offering your prospects free 
educational information first, well before you even consider talking about your products 
or services. 
 
You need to “sell” free education as hard as you used to try to sell your products 
 
It can be even more effective if you have sequenced communications and educational 
materials that help gradually develop the relationship over time for longer-term sales 
opportunities. 
 
Make it easy for your prospects to gain trust in you and your company. 
 
 
The second step in the marketing and selling process 
 
Once your prospects have requested your free educational information you need to offer 
them a simple and low-risk way to sample your products and services. This offer must 
have obvious value.  This will “get you in the door”, get an accurate picture of their 
situation, and position your company for future work  
 
This can be in the form of: 
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An audit or assessment 
 
A no risk-trial offer/introductory package 
 
A pilot project 
 
Be certain your first time customer knows you stand behind their initial purchase and that 
you understand to turn them into a delighted customer YOU must perform. 
 
 
The third step in the marketing and selling process 
 
The third step is to present your newly established customers with well thought out and 
highly customized bundles or packages of products and services that help them more 
efficiently meet their business objectives and increase their performance. 
 
One size does not fit all. 
 
Regardless of the business you are in consider adding services to your offerings as they 
have a high perceived value and a low cost. 
 
By selling your products and services using this three step process you illustrate your 
commitment to providing your target market with a great outcome. You create a strong 
relationship built on trust. 
 
I think the ultimate power positioning is for your company to clearly be the most 
understanding of your target market’s fears, needs, and desired outcomes. 

 
So now, on to the final summary…
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10. Conclusion 
 
To Power Position your company simply: 
 

1. Position your company with an outcomes based positioning statement  
 

2. Be tightly focused on a target market  
 

3. Offer free education first that illustrates your understanding of your prospects 
issues 

 
4. Build relationships and trust with your prospects by knowing how to offer your 

products and services with a process that reduces the psychological risks 
associated with buying. 
 
 

 
The Manufacturing Wins Membership Site is a resource for manufacturers that want to 
improve their operations, marketing, and sales efficiencies. 
 
Get your Free Trial at:  
 
www.manufacturingwins.com 

 
 
 
 


