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I N T R O D U C T I O N
One of  the  f i rs t  s teps  in  any  market ing  campaign is  to  def ine  your  c lub ’s  
pos i t ion ing  s trategy .  Rather  than coming across  as  just  another  go l f  course  
of fer ing  the  same "18-hole  championship  course" ,  set  yourse l f  apart .    
 
I t  s tar ts  by  ident i fy ing  exact ly  WHY you ex is t ,  WHO you want  your  c l ients   to  
be ,  WHAT so lut ions  you of fer ,  and HOW you prov ide  those so lut ions .  
 
Sounds s imple  r ight?  Th is  i s  an  exerc ise  that  most  go l f  courses  don' t  bother  
spending  t ime on.  The ones  that  do ,  end up cut t ing  corners  and us ing  
canned,  meaning less  express ions  to  descr ibe  the i r  fac i l i ty  -  l i ke  "best  
condi t ions"  and " tees  for  p layers  of  a l l  ab i l i t ies" .        
 
Th is  gu ide  out l ines  the  s teps  to  fo l low and the  quest ions  you need to  
answer .  I t  may not  be  easy  ( i f  you do i t  r ight ) ,  but  i t  i s  a lways  t ime wel l  
spent .  The more deta i l  you are  ab le  to  prov ide ,  the  better  you ' l l  be  ab le  to  
d i f ferent iate  and stand out  f rom the pack .    
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D O N ' T  W A S T E  Y O U R  T I M E
This  exerc ise  i s  about  craf t ing  thoughtfu l  and spec i f i c  deta i l s  
about  your  bus iness  that  you ' l l  use  to  at t ract  the  r ight  
customers .  Res is t  the  urge  to  fa l l  in to  the  "ocean of  
sameness" .  Here 's  what  I  mean:  
 
Gener ic  terms l ike  "market  leader" ,  "best  customer 
service" ,  or  "highest  qual ity  experience"  are  what  everyone
else  wr i tes  about  themselves .  Th is  ta lk  doesn ' t  say  anyth ing  
i f  you th ink  about  i t  f rom the customer 's  perspect ive .       
 
A  genera l i zed “miss ion s tatement”  i s  not  a  pos i t ion ing  
s trategy  e i ther .  
 
C l i chés  only  serve  to  bore  your  audience wi th  more of  the  
same.  Going  that  route  renders  th is  exerc ise  a  complete  
waste  of  t ime.    
 
Be  specif ic .  Be precise.  Own a niche.  Del iver  value.   
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D I R E C T I O N S
For  each of  the  5  s teps  in  the  pages  that  fo l low,  use  the  quest ions  to  serve  
up ideas  to  wr i te  about  in  each category .  Our  quest ions  are  just  
gu ide l ines . . . le t  the  ideas  f low.     
 
The goal  i s  to  answer  the  quest ions  wi th  as  much deta i l  as  poss ib le .  I t ' s  
about  learn ing  more about  yourse l f  and your  organizat ion ,  what  you t ru ly  
s tand for ,  and where  you wi l l  have  the  best  opportuni ty  to  succeed.  
 
Each sect ion should  resul t  in  at  least  severa l  paragraphs  worth  of  h igh 
qual i ty  content .  Here 's  a  l ink  to  read our  own responses .  
 
In  the  end,  a l l  th is  work  wi l l  cu lminate  into  a  prec ise  pos i t ion ing  s tatement  
for  your  c lub.  Th is  i s  your  most  succ inct  answer  to  the  quest ion:     

What 's  your  c lub about?
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1 . C U R R E N T  S T A T E

Separate  yourse l f  f rom the herd.  Avoid  the  
temptat ion to  be  a l l  th ings  to  a l l  people .  
S tar t  wi th  where  you stand r ight  now.    
 
Who are  your  b iggest  compet i tors?  
 
Who is  the  market  leader  in  your  space?  
 
What  are  your  se l l ing  points  aga inst  them? 
 
What  makes  your  c lub unique?  
 
Wr i te  1  -  3  sentences  about  what  you stand 
for  and how you d i f ferent iate  current ly .

E V A L U A T E  H O W  D I F F E R E N T I A T E D  
Y O U  A R E  T O D A Y .  
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2 .   Y O U R  P U R P O S E

Besides profits, why does your club exist? 
 
What would people miss if you weren't 
around tomorrow? 
 
Why do you go to work every day and why 
should your customers care? 
 
What value are you delivering specifically? 
 
What specific problems do you solve?

T H I S  I S  T H E  “ W H Y ”  O F  Y O U R  
E N T I R E  B U S I N E S S  M O D E L .  
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3 .  Y O U R   B E S T  C L I E N T

What  audience are  you hoping  to  at t ract?  
 
What  types  of  customers  have been most  
successfu l  in  the  past?  
 
What  t ra i ts  do they  have in  common? 
 
Where  are  your  best  customers  and wi th  
what  mediums can you reach them? 
 
What  types  of  c l ients  do you most  en joy  
work ing  wi th?  
 
What  types  of  c l ients  do you NOT want  to  
do bus iness  wi th?

I D E N T I F Y  “ W H O ” Y O U  W A N T  T O  D O  
B U S I N E S S  W I T H
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4 .  C O R E  C O M P E T E N C Y

What  goods  or  serv ices  do you of fer  and 
what  are  you expert  in?  
 
What  do you do better  than your  
compet i tors?  
 
Which of  your  goods/serv ices  prov ide  the  
most  va lue  to  your  c l ients?  
 
I f  you could  only  prov ide  one 
good/serv ice ,  what  would  i t  be?  
 
What  would  your  top c l ients  miss  the  
most  i f  your  company went  away?

S P E C I F I C A L L Y  “ W H A T ”  Y O U
D O  F O R  Y O U R  C U S T O M E R S
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5 .   C O M P A N Y  C U L T U R E

What  are  the  phi losophies  and methods  
you fo l low to  serv ice  your  customers?  
 
Do you have a  unique way of  th ink ing  
or  any  spec ia l  work  processes?  
 
What  i s  the  one th ing  you would  never  
change about  your  company?  
 
Wi l l  you say  "NO" to  a  prospect ive  c l ient  
because of  your  va lues  and cu l ture?  Why?  
 
Regardless  of  ro le ,  what  does  i t  take  for  
someone to  t ru ly  succeed as  an employee 
at  your  company?

T H I S  I S  “ H O W ”  Y O U  O P E R A T E  A N D  
T H E  S E T  O F  B E L I E F S  Y O U  G O  B Y .  
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C R E A T E  Y O U R  
P O S I T I O N I N G  S T A T E M E N T
T H I S  S U M M A R I Z E S  W H A T  Y O U ' R E  A L L  A B O U T . . .  

U S I N G  E V E R Y T H I N G  W E ' V E  D O N E  S O  F A R

F i l l  in  the  b lanks :  
 
We (prov ide  th is  good/serv ice/va lue/outcome “What” )  for  ( th is  type of  
customer/company/ industry/market  “Who” )  by  (us ing  th is  k ind of  
approach “How”)  because ( “Why” )    

https://www.webdesign-phoenix.com/


H E R E ' S  O U R S
“We prov ide  va lue-dr iven webs i te  des ign for  sa les  

or iented companies  run by  people  we l ike . . .  
for  two reasons :  

F i rs t ,  we don' t  en joy  work ing  wi th  people  who aren ' t  
n ice ,  and second,  we be l ieve  that  successfu l  on l ine  
market ing  i s  not  a  pro ject ,  but  a  process  requir ing  

p lanning ,  some compet i t ive  sp i r i t ,  ag i l i ty ,  and 
cont inuous  improvement . ”    



L E T ' S  T A L K  A B O U T  Y O U R  B U S I N E S S :

W H A T  I S  W E B  D E S I G N  P H O E N I X ?  
We serve  as  an "outsourced"  web deve lopment  and onl ine  market ing  
"department"  for  mid-s ized organizat ions  -  managing  beaut i fu l ,  funct ional ,  
revenue-generat ing  webs i tes  on a  100% turn key  bas is .  
 
A l though i t  can be  a  lot  of  fun ,  s top wast ing  your  t ime f idd l ing  wi th  your  
webs i te ,  soc ia l  prof i les ,  graphic  des ign ,  and market ing  campaigns  wi thout  
see ing  any  measurable  resul ts .  We be l ieve  that  your  t ime is  bet ter  spent  on 
other  aspects  of  your  bus iness .  
 
In  fact ,  we guarantee  resul ts  for  your  organizat ion whi le  min imiz ing  bus iness  
r isk ,  cash out lay ,  and overa l l  "bra in  damage"  for  you and your  team.  
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