Messages That Matter: Building Consensus for the Positioning Statement
Lack of consensus about the message strategy is one of the most common problems in B2B software and technology marketing. You’ll achieve consensus and alignment by involving as many people as possible as you converge on the ideal positioning statement and support points (to be covered next).
Create a Presentation for Stakeholders
The best way to ensure that members of the management team use your message strategy is to seek their formal approval for each one. Get prepared beginning your presentation that summarizes the steps you went through to converge on the proposed message strategy.
If you are completing the course as an individual, this is an important step to get feedback from stakeholders. If a presentation is not feasible, informally seek feedback from key stakeholders. 
Be prepared for some push back, and diplomatically stand up for what you know is best. Go in with conviction!
	Stakeholder presentation content
	Number of slides

	Introduction/overview including definition of positioning
	2

	3C’s research findings that impacted the proposed message strategy
	3

	Summarize target’s most pressing problems
	1

	The steps you took to converge on the proposed message strategy
	2

	Reveal the proposed message strategy
	1

	Explain why the proposed message strategy meets the Four Criteria
	1

	Perceptual map proves positioning statement differentiates
	1

	Examples of applying the message strategy
	3

	Summary
	1


 
Ask stakeholders what they think
Take the time to get internal buy-in to your positioning strategy, rather than spending hours debating your message every time you create a new marketing piece. Make everyone aware of your desire to get input and feedback from start to finish.
Be prepared to explain how your team converged on the proposed positioning statement - it is unique, important, believable and useable.
Take the time to listen to and consider valid input from as many stakeholders as possible. The inclusive nature breaks down internal resistance some people have to any work other than their own.
	Who to ask what they think
	Reaction, feedback or input

	VP of sales
	 

	Sales team member 1
	 

	Sales team member 2
	 

	Product management (if not on the team)
	 

	Public relations
	 

	Analyst relations
	 

	Support
	 

	Marketing team member 1
	 

	Marketing team member 2
	 

	 
	 


 
Balance conviction with an open mind
The iterative process of converging on the right message strategy is when you walk the fine line between having conviction that your proposed option is the best while always seeking a better alternative. Make it clear to stakeholders that you will consider their input and feedback. And if their ideas miss the mark about what your positioning statement or support points should be, explain why. Your research provides the answers.
Conviction is an important result of a successful positioning initiative. It comes from the structure approach you’ve been through step-by-step. You’ve gathered the critical facts, received extensive input and feedback, and been willing to discover an even better position throughout. Even at the end. It is conviction… with an open mind.

