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ABSTRACT 

This article aims to provide a systematic process 
on how to create corporate positioning for any type    
of organization—large or small, privately or state-
owned, profitable or non-profit.  Each element requires 
a strategically thinking and planned efforts that 
recognized the dynamic needs of stakeholders—
employees, customers, investors, stockholders, politi-
cians, and the general public—not merely customers.  
The main purpose of corporate positioning is to create 
relationships and trust with these multiple groups via     
a single message statement that can be used as a 
“blueprint” for the marketing mix—product, price, 
place, and promotion.  The elements of corporate 
positioning include: (1) Identifying the stakeholders’ 
needs; (2) identifying the target stakeholders; (3) setting 
the competitive framework for competitive edges; (4) 
building better benefits for a compelling payoff; (5) 
promoting credibility with the reasons-why; and (6) 
developing a winning personality through brand 
character.  

 

บทคัดยอ 
บทความนี้มุงสรางความรูความเขาใจเกี่ยวกับองคประ 

กอบในการสรางจุดยืนขององคกร ซึ่งเหมาะนําไปใชกําหนด
จุดยืนองคกรทุกประเภท ไมวาจะเปนองคกรขนาดใหญหรือ
เล็ก หนวยงานราชการหรือเอกชน หรือเปนองคกรที่หวัง
กําไรหรือไมหวังกําไร โดยการวางแผนแตละองคประกอบ
จําเปนตองอาศัยการวิเคราะหเชิงกลยุทธและการสื่อสารที่มุง
ตอบสนองความตองการของกลุมประชาชนที่มีสวนไดสวน
เสียโดยตรงกับการดําเนินงานธุรกิจเปนหลัก (Stakeholders) 
ซึ่งประกอบดวยกลุมตางๆ อาทิเชน กลุมพนักงาน กลุมลูกคา 
กลุมนักลงทุน กลุมผูถือหุน และกลุมนักการเมือง ตลอดจน
ประชาชนทั่วไป ทั้งนี้ไมไดมุงเขาถึงเฉพาะกลุมลูกคาเพียง
กลุมเดียว เปาหมายหลักของการกําหนดจุดยืนขององคกร 
คือ เพื่อสรางความสัมพันธและความเชื่อมั่นและศรัทธากับ
กลุมตางๆ การกําหนดจุดยืนขององคกรควรเปนตนแบบหรอื
แนวทางในการวางแผนนโยบายกลยุทธทางการตลาดในดาน
ตางๆ องคประกอบของการกําหนดจุดยืนประกอบดวย (1) 

การกําหนดความตองการของกลุมประชาชนที่เกี่ยวของโดย 
ตรง (2) การกําหนดลักษณะของกลุมประชาชนที่เกี่ยวของ
โดยตรง (3) การกําหนดจุดแตกตางที่ทําใหสามารถแขงขัน
กับคูแขงขัน (4) การกําหนดประโยชนที่ดึงดูดความสนใจของ
กลุมประชาชนที่เกี่ยวของโดยตรง (5) การสรางความนาเชื่อ
และเชื่อมั่นในองคกร และ (6) การกําหนดบุคลิกขององคกร  

 
If your customers remember the trademark of 

your products or services but not the name or brand 
of your organization and the public lack confidence 
and trust on the quality of the products and services, 
you can overcome these challenges by creating 
corporate positioning and to communicate it to the 
stakeholders as strategically as possible. 

Is corporate positioning different or related to 
brand positioning? Creating brand positioning means 
building a relationship between your organization, or 
its products and services, and its customers.  Branding 
can be applied to any organization, even the public 
sector and non-profit organizations.  Brand can be 
defined as “relationships.”  It means that the worlds’ 
powerful brands create trust and friendship with their 
customers. They develop emotional capital, gaining 
“share of mind”, and that’s the power of brand 
positioning!! (Temporal, the Nation, June 11, 2005). 

Corporate positioning, on the other hand, is the 
strategic corporate communication efforts to win the 
heart and mind of stakeholders—all influential publics 
who played a vital role in determining the success        
of your organization.  Your stakeholders include em-
ployees, customers, communities, politicians, students, 
and the general public—not merely customers.  Cor-
porate positioning also aims to create relationships 
with these stakeholders by applying the branding 
principle.  It aims to create trust and friendship with all 
these stakeholders.  Nowadays, these stakeholders are 
bombarded with highly qualified and competitive “Me-
too” products and services, because technology, pro-
cesses, and systems and products can all be copied.  
Due to this fact, a strong brand will survive in the 
market while a weak brand will die out if they don’t 
win the mind and heart of the stakeholders.  Successful 
organizations would try to differentiate their products 
and services from the competitors in the same Industry 
to overcome the challenges of experiencing not only 
the “Me-too-product” phenomena but also the “Me-too-



image” phenomena.  Typically, the “Me-too-image” 
phenomena would occur when the stakeholders think 
that organizations offering similar products and services 
should have a similar reputation.  Thus, brand dif-
ferentiation is a strategic goal of corporate positioning, 
aiming to promote both the product character and the 
corporate character-of the organization harmoniously. 

Strategic corporate positioning can be defined as 
the way the organization wants the stakeholders to 
perceive the organization as a whole versus com-
petitive entries.  Applying the assumptions of the 
perception theory to explain the creation of corporate 
positioning, corporate positioning is shaped by how 
the stakeholders perceived the organization by 
engaging in the various selective processes—such as 
the selective exposure or avoidance, selective attention, 
selective retention, and selective recall (Larson, 1998).  
Thus, public relations professionals should promote 
strategic communication efforts that would promote 
these selective processes in accordance to the 
organization’s policies, goals, and missions. Corporate 
positioning will be used as a platform to formulate the 
other 4Ps policies--product, price, place, and promotion.  
Unfortunately, many unsuccessful organizations tend        
to identify the corporate positioning after imple-  
menting the 4Ps policies and thus forcing them to waste 
an excessive budget to alter the policies to meet the 
corporate positioning of the organizations.  However, 
successful organizations would promote corporate 
positioning prior to planning the marketing mix. 
Corporate positioning is the reasons why the stake-
holders use an organization’s product or service    
versus competitive products or services.  Corporate 
positioning should provide a “blueprint” for the 
development and building the brand of the company 
(Czerniawski & Maloney, 1999, p. 19).  It creates brand 
value or equity for the products that goes beyond the 
mere physical properties of the product, sales, and/or 
marketing share position.   

Understanding the elements of corporate po-
sitioning will enhance public relations professionals   
to identify corporate positioning that supports the 
organizations’ policies, goals, and missions.  Creating 
brand differentiation is the primary strategy of cor- 
porate positioning.  Corporate positioning should 
present the “real” corporate personality of an organi-
zation by demonstrating its core values, beliefs, and 
actions rather than just presenting an “illusive” 
personality of an organization.  Corporate positioning 
involves the composite corporate personality of the 
organization not merely the attributes and benefits of 
the products or services an organization offers.  Thus, 
corporate positioning should be strategically planned 
to present the “real” personality of the company rather 
than creating an “illusion.”  Czerniawski & Maloney 
(1999), Trout, Jack (1996), and Sengupta, Subroto 
(1990) suggested that there are six elements of 
corporate positioning as follows: 

 
 
 

1.  IDENTIFYING THE STAKEHOLDERS’ 
NEEDS 

2.  IDENTIFYING THE TARGET STAKE-
HOLDERS  

3.  SETTING THE COMPETITIVE FRAME-
WORK FOR COMPETITIVE EDGES 

4.  BUILDING BETTER BENEFITS FOR A 
COMPELLING PAYOFF 

5.  PROMOTING CREDIBILITY WITH THE 
REASON-WHY 

6.  DEVELOPMING A WINNING PER-
SONALITY THROUGH THE CORPORATE 
CHARACTER 

 
1.  IDENTIFYING THE STAKEHOLDERS NEEDS 

Public relations professionals should examine 
how the products or services of the organization can 
meet the emerging needs of stakeholders by con-
ducting quantitative and/or qualitative research.  
Typically, the products or services can either serve the 
functional needs and/or psychological (emotional) 
needs of the stakeholders. Some stakeholders use the 
physical properties of the product as the criteria for 
when making the purchasing decision if the product 
features are unique and leading in the market.  
However, if the products or services have similar 
features and benefits to competitors, the stakeholders 
would prioritize the experiential feeling of using the 
products or services more.  Public relations pro-
fessionals can use the persuasive communication 
campaigns to stimulate the stakeholders’ needs in 
several ways: 

(1) Grow the Category—Stating the market 
segment of the products or services by indicating the 
industry specifically such as True Corporation Public 
Company Limited is Thailand's only fully integrated 
telecommunications solutions provider and is a 
leader in the Bangkok metropolitan area (BMA). 

(2) Make a need part of your equity—Demon-
strating how the organization’s business, products, or 
services are essential to the stakeholders’ way of 
living, such as Air Asia stresses  the value-for money 
strategy using the slogan “Now Everyone Can Fly” 
(Temporal, The Nation, June 11, 2005). 

(3) Establish new segment—meeting the stake-
holders’ emerging needs within the product category.  
For example Nokia is a mobile phone brand that sets 
itself apart from its competitor, not by having more 
features, but by launching a smaller and sexier hand-
set to capture the young people (Rungfapaisarn, The 
Nation, June 3, 2004).  

(4) Expand the target group—deriving from the 
assumption that different demographic or psycho-
graphic target groups probably have a different 
hierarchy of needs-states.  For example, McDonalds 
moved from just being a fast-food restaurant to 
becoming a venue for family entertainment (Rung-
fapaisarn, The Nation, June 3, 2004). 
 
 



(5) Leverage news or trends–releasing new 
research findings and indicating its contributions to 
the stakeholders’ life quality, health, or job-related 
matters.  For example, Oishi Group Plc. ignited the 
Green tea fever and indicated its brand differentiation 
from other competitive entries, by entering into the 
domestic and international market with its delicious, 
refreshing, and healthy quality. 
 
2.  IDENTIFYING THE TARGET STAKE 
HOLDERS 

Public relations professionals can identify 
different target stakeholders groups by examining the 
demo-graphic factors of the stakeholders based on 
their age, gender, income, and education, and so on.  
However, knowing the demographic factors might not 
be sufficient anymore, because these factors do not 
provide a comprehensive data about the current 
behavioral patterns nor the reasons why they use the 
products or services.  Hence, public relations profess-
sionals should conduct a quantitative or a qualitative 
survey to examine other factors as well, such as the 
current usage habits and need mindset.  In addition, 
knowing the stakeholders’ current usage habits will 
make public relations professionals understand the 
stakeholders’ behavioral patterns in relation to the 
product adoption or purchase such as the frequency 
and timing of usage, the purpose of usage, oppor-
tunities or problems in usage, etc.  Finally, knowing 
the stakeholders’ need mindset will make public 
relations professionals recognize the stakeholders’ 
expectations for the products or services and the 
reasons for using the product or service versus the 
competitors. 

For example, True Corporation Public Company 
Limited claims, “the company is Thailand's only 
fully integrated telecommunications solution pro- 
vider and is a leader in the Bangkok metropolitan 
area (BMA).  And, they provide consumers, both 
small and medium enterprises and corporations, with 
the full range of voice, data, and multimedia solutions 
customized to meet their needs.  They are the largest 
wire line service provider in the BMA, the largest 
Broadband operator in the country and a major player 
in the wireless, cellular, and Internet markets. 
(“About TRUE,” Internet). 

From this message, we can conclude that the 
True Corporation Public Company Limited’s target 
stakeholder profile can be characterized as follows: 
(1) Demographically, the target stakeholders appear 
to be those who are young, single or married, 
probably in the range of 21-35 years of age.  They 
might be individual customers, small, or medium 
enterprise owners.  Typically, they are college, 
white-collar jobs; (2) As for their current usage 
habits, they use wireless, cellular and Internet 
services to meet the needs of the family or business; 
and (3) Their need mindset is that they expect TRUE 
to be dynamic, innovative, service-oriented, and 
giving people the freedom to live different lifestyles--

giving them the power to communicate how they 
like, whenever they like.  

Based on this stakeholders profile, public rela-
tions professionals can identify the bull’s eye-
stakeholders, who are “ideal” for the organization, 
because they have knowledge, values, attitudes, 
practices that are consistent to the organization’s 
policies and missions.  

 
3.  SETTING THE COMPETITIVE FRAME-
WORK FOR COMPETITIVE EDGES 

Setting the competitive framework is a very 
significant step in corporate positioning, because it 
enables the stakeholders to quickly discern which 
industry the organization is in, offering what product 
category, and who are the competitors.  Competitive 
framework can be described as a frame of reference, 
wherein stakeholders use to indicate the uniqueness 
of the organization’s business, products or services, 
in comparison to other competitors in the same 
industry.  Here’s a short checklist on how to frame 
your organization. 

(1) Versus a contiguous category—comparing 
your organization’s products or services to the 
competitor’s products or services that were previously 
in the same market  

(2) Versus your “old” self—comparing the 
organization’s current success or accomplishment with 
its own past performance and indicating its progress.  
This is the oldest approach, but it can still have a 
competitive impact, particularly if your organization 
needs repositioning but remains essentially at parity 
performance to your competition. 

(3) Versus the gold standard—comparing the 
organization’s products or services to the competitors’ 
products or services having a superiority claim. 

(4) Versus the Rat Pack—indicating the short-
comings of your competitors and comparing it to the 
strengths of your organization. 

(5) Versus the Outrageous (with winning 
benefits)—offering a deal or benefits versus the 
competitors with higher concessions or offering a 
deal which stakeholders will never get from other 
competitors  

Bangkok University’s recent corporate advertising 
“More than University” created the competitive frame-
work versus other state and private universities by 
applying both “versus a contiguous category” and 
“versus the Rat Pack.”  The key message presented     
the idea that learning from textbooks alone is not 
enough—which is the shortcoming of most univer-
sities.  Differentiated from other universities, Bangkok 
University positioned itself as a “Cyber institution” 
where students will learn more than other universities 
by experiencing the E-services for education—not 
merely from the textbooks (Biz Week, June 3, 2005).  

Despite the fact the law in Thailand did not 
prohibit comparative advertising in Thailand, public 
relations professional should be concerned on how 
the claims might affect the reputation of the com-



petitors or might create negative consequences to the 
society as a whole.  The Consumer Protection Act   
of 1979 pertinent to advertising indicated clearly   
that the advertising claims should not have the 
following characteristics: 

(1) A claim should not be falsified or exag-
gerated. 

(2) A claim should not misrepresent the essence 
of the products or services by referring to academic 
reports, statistics, or other things that are not truth or 
being exaggerated.  

(3) A claim that directly or indirectly promotes 
public behavior to abuse the law or morals, or lead to 
decadence of the national culture. 

(4) A claim that promotes disunity and dis-
harmony among the population. 

(5) Other claims as announced by the Ministry. 
 

4.  BUILDING BETTER BENEFITS FOR A COM- 
PELLING PAYOFF 

This is the fourth element in developing a 
corporate positioning.  The benefit is the principle 
driver in the stakeholders’ behavior—whether to 
adopt, support, or purchase the brand of your organi-
zation. It is the stakeholders’ payoff for adopting the 
brand of your product or service.  Public relations 
professionals should indicate the competitive benefits, 
which are meaningful to the stakeholders’ minds and 
hearts. 

There are three types of benefits—product, 
customer, and emotional benefits.  

(1) Product benefits are what the product itself 
does. It will focus on the features for each product or 
service.  It probably is the most frequently used 
benefit in doing product positioning for advertising; 

(2) Customer benefits address the rewards 
inherent in the product benefits; and  

(3) Emotional benefits reinforce the beliefs, and 
feelings when using any organization’ product or 
service.  For example, the REACH toothbrush provides 
a good illustration of these three benefits: 

• Product benefits—REACH reaches better 
(than competitive toothbrushes) to clean places other 
brushes can miss. 

• Customer benefits—REACH makes your 
teeth cleaner and healthier  

• Emotional benefits—REACH gives you 
the confidence, that you are doing your best to keep 
your teeth cleaner and healthier (Czerniawski & 
Maloney, 1999) 

If your organization has attributes or features that 
the competitor doesn’t have, use product benefits.        
If your organization has similar attributes or features 
that other competitors have, present the customer 
benefits.  However, if your organization has similar 
product and customer benefits, reinforce the emo-
tional difference one gets from using the product or 
service—that is, the feeling of confidence, loving, 
pride, sincerity, happiness, entertaining, etc.  Public 
relations professionals will play a key role to identify 
the emotional benefits, rather than the advertiser who  
are keen in demonstrating the product or customer 
benefits.  

For example, Beer Chang used emotional benefits 
strategically to compete with the Singha beer brand 
that was the leader in 1989 but was overtaken by 
rival brewer Chang Beer.  Chang Beer entered the 
market with distribution and marketing campaigns. 
Chang Beer used the “chang” name, which is the 
symbol of the nation, to make people feel proud to  
be Thai.  The brand is supported with contemporary 
advertising, which makes people feel to be Thai.  To 
overcome this challenge, the Singha beer brand 
repositioned itself by going away from the traditional 
look, by employing both Thai and regional marketing 
talents that bring in new creative ideas.  They should 
think strategically and look at the brand model 
development of market successes, not just in the beer 
market but also of other product categories (Kwanchai, 
Rungfapaisarn, The Nation, June 3, 2004).  

If your organization has multiple benefits, it 
would be best to summarize these benefits into a 
Benefit Laddering tool.  The introduction of ADSL, 
the newest feature for hi-speed Internet through your 
telephone line offered by TRUE CORPORATION 
PUBLIC COMPANY LIMITED can be illustrated as 
follows (“ADSL,” Internet): 
 

 
 

1. TARGET: 
Demographics: Consumers, small and medium enterprise owners, probably in   
the range of 30-45 years of age 
Usage behaviors: Use wireless, cellular and Internet services to meet the needs 
of all business owners and SMEs customers 
Need mindset: Expect TRUE to be dynamic, innovative, service-oriented, and 
giving full freedom to communicate  

2. PRODUCT BENEFITS: Internet speed 6 Mbps-10 Mbps, full satisfaction in 
sound and image quality 

3. CUSTOMER BENEFITS: Highest quality of technology right inside your home, 
number one in after sale service for 24 hours a day 

4. EMOTIONAL BENEFITS: Be confident with the speed, guarantee evidence in 
high speed access 



5.  PROMOTING CREDIBILITY WITH THE 
REASON-WHY 

“The benefit (or point of difference) part of 
corporate positioning is where the sale is pitched, 
then it is true that the reason-why (or support) part 
where the sale is closed” (Czerniawski & Maloney, 
1999, p. 85).  It is the part that creates the credibility 
and believability of your organization’s product or 
service, by giving them the permission-to-believe in 
the promise of your organization and its product and 
service.  There is a distinction between the reasons-
why and the permission to believe.  The former are 
typically intrinsic to the product itself (either design/ 
formulation-driven or process/manufacturing driven).  
The latter, on the other hand, are typically extrinsic to 
the product—but clearly consistent with its usage 
(endorsements, challenges, claim research).  To 
illustrate the distinction, look at Gatorade: 
 Main benefits: Unsurpassed thirst-refreshment 
and replenishment 
 Reason-why:   Special Isotonic formula 
 Permission to believe:   Endorsement by National 
Basketball Association, National Football League 
(Czerniawski & Maloney, 1999, p. 86). 
 

There are many other ways to create credibility   
or options for the reason-why such as the execution   
of design, formula/ingredient, endorsement, claim 
research, or source.  Don’t be reluctant to go with 
multiple reasons-why in your corporate positioning, 
particularly if you’re offering multiple benefits or 
you’re driving for a competitive edge.  “The key is to 
align the ‘bundle’ of reasons-why into a single-minded 
‘credibility proposition.’  Be sure to list them in rank-
order of importance in your positioning statement, so 
that it’s clear which ones are to work the hardest” 
(Czerniawski & Maloney, 1999, p. 94). 

Public relations professionals play a vital role in 
promoting the permission-to-believe, which aims to 
create recognition and credibility of your organi- 
zation.  For example, in 2004 Bangkok Public Com- 
pany Limited was awarded the Best Foreign Ex-
change Bank in Thailand granted by the Global 
Finance Magazine for the fourth consecutive year.  
Global Finance selects leading foreign exchange 
banks in 70 countries.  Criteria include transaction 
volume, market share, and scope of global coverage, 
customer service, competitive pricing and innovative 
technology.  In addition, in its survey of 78 countries 
and regions, Global Finance chose Bangkok Bank as 
the best bank in Thailand with which corporations 
around the world would most want to do business 
and praised the bank for its strong performance 
results in the past years. 
 
 
 
 
 
 

6.  DEVELOPMING A WINNING PERSONALITY 
THROUGH THE CORPORATE CHARACTER 

This sixth and final element of corporate posi-
tioning is the corporate character.  Competitive frame-
work will tell the classification of the product and the 
actions of the organization; however, the corporate 
character will address who the organization is and 
what is the composite personality of the organization.  
It makes your organization as “humane” as possible. 
Employees are the most important element that 
shapes the corporate character—whether the em-
ployees are energetic, passionate, helpful, or sincere 
qualities—or having the opposite qualities  

The Social learning theory’s assumptions rein-
force the fact that the stakeholders’ thinking, values, 
and learned behaviors are shaped by the person they 
admired as their role model.  An examination on the 
celebrity’s ethos, logos, and pathos are required to 
promote public confidence (Larson, 1998).  Among 
these appeals, the celebrity’s ethos and pathos—such 
as expertise, trustworthiness, and considerations-for-
others—might be the key qualities of a celebrity in 
the Thai cultural context, wherein the seniority 
principle, expressing gratitude, and promoting social 
harmony are the primary cultural values among Thais 
(Suntaree Komin, 1991; Pacharaporn Iamsudha, 2001). 

The corporate character and tone are not the same.   
Generally, the corporate character will reflect the values 
and principles of the organization, which does not 
change easily.  The corporate character is an important 
strategic weapon.  It serves to differentiate brand with 
common features and benefits and provide stake- 
holders an additional reason to choose the organiza-  
tion versus the competitor, because it is more likable, 
attractive, or impressive.  Tone, used often more in 
advertising, and denotes mood, style, or manner of 
expression for a given execution.  Tone is an 
executional element, not a strategic one. It rather 
captures a particular mood or an episodic mood.  The 
tone must support the corporate character.  A person 
whose personality is introvert and conservative       
might be humorous and sociable at certain times.  An 
organization might be characterized by integrity,  
justice, and reliability yet the tone of advertising        
might present friendly and trustworthiness qualities.  
The tone is frequently shaped by different persua-     
sive appeals such as love appeal, humor appeal, fear 
appeal, etc.  Here is a short checklist for creating a 
corporate character. 

• Identify a celebrity who best characterizes 
your organization 

• Define the personality characteristics of the 
chosen celebrity 
 
 
 
 
 
 



• Identify personality characteristics you wish  
to establish for your organization consistent with the 
product features or and attributes 

• Identify a symbol that is culturally and social- 
ly accepted as a good corporate identity to represent 
your organization 

• Choose a jingle or music that can create public 
awareness of the personality characteristics of your 
organization 

• Most importantly, the corporate character 
comes from more than what you say. Stakeholders 
perceive it by everything that you do—i.e. YOUR 
ACTION! 

 
After identifying the key elements of corporate 

positioning, the most important task for public 
relations professionals is to incorporate all these 
elements and put them into the corporate positioning 
statement in the following format: 

 
 
 
 
 
 
 
 
 
 

An illustration for the corporate positioning statement of TRUE Corporation Public Company Limited is as 
follows:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

After having summarized the corporate positioning 
statement, public relations professionals should answer 
the following checklists: 

(1) Is the target shareholder specified by demo-
raphics, usage behavior, or need mindset? Our 
organization’s product or service should satisfy the 
expectation for their functional needs or emotional 
needs. 

(2) Is the competitive framework too broad? 
This essential element identifies the classification of 
your product or service and it serves as a reference 
for the stakeholders to compare with your organiza-
ion versus competitor. 

(3) Are the benefits explicitly described by using 
precise and clear language?  

(4) Does the benefit deliver a meaningful point-
of-difference to the target stakeholders versus the 
competition?  

(5) Is the reason-why aligned with the benefit? 
Clear? Meaningful? Appreciated by the target stake-

olders or not?  Reinforce the extrinsic element, because 
it increases the credibility of your organization. 

(6) Does your corporate character statement 
reflect an image and personality you want to establish 
for your organization in the marketplace?  The words 
you choose for the corporate character should be per- 
sonality characteristics and values. 

Strategic corporate positioning will win the heart 
and mind of stakeholders, if public relations pro-
fessional uses it as a “blueprint” to formulate the 
policies for the 4Ps to reinforce the positioning rather 
than to create an “illusion” among the stakeholders.  
The reason behind is because the corporate positioning 
might contradict with the real policies of the organi-
zation; thus, it is used as “illusive” image building tool 
for the organization.  Formal and informal image 
surveys are required to evaluate the changing needs of 
the stakeholders.  Compare your corporate positioning 
to your competitor’s inferred positioning regularly.  
Collect competitive advertising, packaging, and other  
 

To __________________ (TARGET STAKEHOLDERS) _______________________ 
Is the brand of___________________________________________________________ 
That _________________ (BENEFITS) ______________________________________ 
Because ______________ (REASONS-WHY) _________________________________ 
The corporate character is_________________________________________________ 

To Consumers, small and medium enterprises, _______________________________                           
                      (TARGET STAKEHOLDERS)  
TRUE, is Thailand’s only fully integrated telecommunication solution provider and is a leader in 
the Bangkok Metropolitan (BMA),  
 (COMPETITIVE  FRAMEWORK)  
That provides full range of voice, data, and multimedia solution customized to the needs,  
 (BENEFITS) 
Because we are the largest wire line service provider in the BMA, the largest Broadband operator 
in the country and a major player in the wireless, cellular and Internet markets                            
 (REASONS-WHY) 
The corporate character is dynamic, innovative, passionate, service-oriented, and offering full 
freedom of communication 



printed materials.  Assess your corporate positioning   
by consulting it with your colleagues.  Public relations 
professionals should make regular practice within    
your strategic planning cycle to revisit and update 
each element of corporate positioning versus the   
other competitors in your brand’s category.  Corporate 
positioning is a process of winning the stakeholders’ 
share of mind through strategic communication, by 
putting words into ACTIONS--MANAGED WITH 
YOUR HEART IN THE MIND OF THE STAKE-
HOLDERS!!!  
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