Positioning vs. Messaging:

OptiBrand /Rx

Creating A Foundation
for Brand Strategy

Pause to reflect on your favorite brand.
When prompted to dissect it, you'll likely
find that you instinctively understand
what they stand for, how they're
perceived, and their commitments to you
as a customer. This is their positioning.
On the other hand, the method through
which they've seamlessly communicated
this to you—that’s their effective
messaging.

In the realm of brand strategy, the terms
“positioning” and “messaging” are

often tossed around interchangeably,
but they serve distinct purposes.
Understanding the subtle, significant
differences between these two concepts
can transform and elevate how you
communicate your brand’s identity and
values to the market.

The Difference
Between Positioning &
Messaging

While both concepts are pivotal to

a brand’s strategy, they often cause
confusion among marketers when it
comes to execution. At its core, brand
positioning is the foundational identity
of your brand—what it fundamentally
stands for. It’s the territory your brand
uniquely occupies in the competitive
landscape, and in your customers’ minds.
Think of it as the bedrock upon which
all of your branding strategies are built;
it's stable, enduring, and defines the
essence of your brand’s promise.

Messaging is the voice of your brand. It's
how you communicate your positioning
to the world. Dynamic and adaptable
messaging is designed to tfransform
your brand’s strategic vision into words
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and images that resonate with your audience. It's the bridge between your brand’s
internal identity and how it's perceived externally.

The distinction lies in their application: positioning is static, providing a consistent
understructure, while messaging is fluid, changing with market trends, customer
feedback, and the competitive environment. Together, they create a robust dialogue
with customers, each enhancing the other to build a coherent brand narrative.

Positioning & Messaging in Pharmaceuticals

In the pharmaceutical industry, the stakes are exceptionally high. The demands

on positioning and messaging are not just amplified but more complex. Effective
pharmaceutical positioning necessitates a nuanced balance between scientific
credibility and emotive resonance. While clinical data provides the foundation for
a product’s credibility, emotive insights help connect with patients and healthcare
providers on a personal level.

The success of pharma brands is not just about clinical efficacy but about whether
the product is trusted and adopted by healthcare providers and patients. Positioning
shapes how the product is perceived, and messaging brings that positioning fo life,
ensuring that it resonates on both rational and emotional levels.

Pharma Positioning and Messaging Examples

Gardasil 9 underwent a strategic shift in its positioning. Initially perceived as a
vaccine to prevent sexually transmitted infections (STls), Gardasil 9 repositioned itself
as a preventive cancer vaccine, targeting HPV-related cancers like cervical, vulvar,
and anal cancers. This repositioning emphasized Gardasil 9’s long-term impact,
framing it as a life-saving intervention rather than just a short-term protective
measure against STls.

The educational messaging surrounding Gardasil 9 played a key role in this
transformation. By targeting both parents and young adults, the messaging stressed
the importance of early vaccination to prevent future health complications.

Gardasil 9’s narrative shifted from STI prevention to cancer prevention, which not
only expanded its market but also heightened its relevance in public health.
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Consider the example of Biktarvy positioned as a comprehensive, once-daily HIV
treatment. By simplifying the treatment regimen into a single-tablet solution, Biktarvy
stood out as a convenient option for patients managing HIV. Its focus on adherence—
critical for long-term health outcomes in HIV treatment—was central to its positioning
as an easy, effective solution.

Biktarvy’s messaging leveraged real patient testimonials to humanize the clinical
benefits of the drug. The tagline “Keep Being You” emphasized the freedom and
normalcy that Biktarvy offers to patients. By focusing on confidence and reliability,
the messaging helped position Biktarvy as a trusted, manageable solution that
empowers patients to live full, confident lives while managing their condition.

How OptiBrand Rx Can Help

In pharmaceuticals, where the margin for error is slim, effective positioning is
essential fo carve out unique spaces in the market, while powerful messaging ensures
that their value resonates with both healthcare providers and patients. Together,
positioning and messaging shape how a product is perceived, trusted, and ultimately
adopted.

At OptiBrand Rx, we specialize in navigating the intricacies of pharmaceutical
positioning and messaging. Our expertise in crafting compliant, compelling
positioning and messaging strategies helps your brand stand out in competitive
markets. Whether you need to refine your positioning or ensure that your messaging
resonates across all your audiences, we're here to help. Visit our website to learn how
we can support your brand’s success, or follow us on LinkedIn for industry insights.

We're ready to raise your brand to the
next level.
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