Finding your spot in the mind

| was sitting in my favourite coffee
shop in Coogee last weekend
when an old school friend walked
past. He sat briefly, we exchanged
pleasantries and he decided to join
me for mid morning coffee before
he hit the weekend family grind.

He mentioned that he had started
a business 4 years ago with his
wife. | proceeded to tell

him that | too had begun

a business of my own 18

months ago. Now

knowing that | was a

marketing advisor, he

began to inadvertently

pick my brains about

his business. He went

on to say that he had

placed a number of

ads in the past but to

no avail. "Michael, I've

spent thousands on

advertising in the last 6 months
and haven’t really seen a return on
my money, what am | doing
wrong??”

| often have prospective clients say
the same thing to me. My old school
friend was no different to those that
have come before him.

| duly follow up their question with one of
my own. “Well, what are you
communicating that is different to your
competition?”

The reaction of blankness that | receive
following this question is one that | see
every day of every week from small
business owners. This is NOT just a small
business problem. Many big companies
have made this mistake in the past and no
doubt many in the future will. | believe small
business has more to lose.

Generally, being ‘better’ or ‘tastier’ is no
longer enough to stand out. The smart
consumer or client always expect the

product or service to be of a decent
standard.

Whether it be through an ad in a
local paper, a new flashy website or
just new business cards that they
have had specifically designed from
some fancy graphic designer with his
mind in the sky, businesses get
carried away with wanting
to make a quick buck or
seeing their name in
bright lights. This is all
fine if there is a clear
focus of
communication.

The way business
communicates is
re-active rather than
proactive, and hence is
quite often on the run
without much
thought. Once again,
the question comes
back to what their
business does,
what it does
differently, and in
essence what
difference they’re
communicating if
any?

In the over
communicated
society that we
live in, we need to
find that small
space in the mind
of our current and
potential client or
consumer that
we own - a
small piece
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of real estate that our brand and business
owns.

What is this piece of the mind that our brand
owns and what does it stand for?

The space that this piece of real estate calls
home is what I call Positioning - a
positioning in the mind.

Who is your audience, what is your offering
and why are you different? Your positioning
should reflect all of these. The picture of
what we are trying to communicate then
becomes clearer.

This definition of what you do should also be
reflected in a positioning statement. | also
believe it’s important to have your statement
appear in conjunction with wherever your
logo appears. It provides a reinforcement of
what your brand stands for. Are you
Australia’s Leading Pasta Maker, are you
Drummoyne’s Number 1 Coffee Shop, or are
you The Hills Specialist in Chronic Disease
Management?

Businesses are often communicating
something, but quite often they don’t know
what or to whom and of course, why people
should choose them over their competitor.
Communicating without a clear positioning
is like shooting in the wind...it’s a hit and
hope!

So next time you spend money on
communicating your business, ask yourself
the question that | ask my clients. Hopefully
you will have an answer.

Find your positioning, communicate it
consistently and stay true to it’s meaning.
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66% of NSW small businesses
are in Sydney and the Central Coast
(Gosford-Wyong) region, and the
remaining 34% are in the other
regions of NSW.

Of those in Sydney, 27% are
close to the centre of the city (in the
Inner Sydney, Inner Western Sydney,
Eastern Suburbs and Lower Northern

Sydney area) and 30% are in the
rest of Western Sydney

With a whopping 1.9 million
small businesses in Australia, it’s
critical that businesses find their
difference and communicate it.

Have a focus on what your
business offers and what it stands for.
Many businesses try to offer
everything and stand for all, and then
end up standing for nothing.

Make sure your service or
product is targeting a particular group
of people. Make sure you're a leader
in what you do.




