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Cafe and Food Truck’s Brand Positioning 
For the cafe and the food truck business to reach the target clients, the management needs to plan for the cafe and food truck’s brand positioning. Brand positioning refers to the process in businesses to sell their brands and get the client used to their brand. Therefore, the management should build a market niche using strategies such as promotion, pricing, packaging, etc. The ultimate goal of positioning is to create an impression on the minds of the customers, such that they can distinguish your brand from that of your competitors (Sengupta, 2005). The kind of positioning that a business creates determines whether people will consider using a particular brand.
The business positioning statement should be different t from the cafe and food truck slogan. It should strive to help the management to make decisions which should affect the way customer perceive the brand. An example of a positioning statement for the business may be: “-to present customers with a unique experience of ordering food at an affordable price.” The positioning statement applies to the business. It guides the different stakeholders to work to satisfy the customer so that he or she can like the business brand (Mintzer, 2015). The statement is different from the slogan in that it affects the decisions of the employer and the work of the employees while the slogan is a statement used in marketing. It appeals to the eye and attitude of the customer. Our cafe and food truck slogan may be: “Quality is our Recipe.” The slogan will develop from the insight which the employer and employee get while fulfilling the positioning statement.
For the cafe and food truck business to succeed in the creation of brand positioning, the management should identify the business’s uniqueness by comparing it with other businesses with similar brands (Sengupta, 2005). To determine how customers currently perceive our products and service the management will:
a. Identify all the competitors in the cafe and food truck business. It is suitable for the business to know the exact number of businesses that deal with the same products and service.
b. Learn how each particular competitor positions their brand. It will help our company to come up with positioning strategies which are unique from those used by other businesses. Understand the competitors brand positioning will enable our business to secure a good competitor position in the market (Sengupta, 2005).
c. Create a positioning statement for the brand. The statement should specify the unique value of the cafe and food truck business to the customers. The statement puts into consideration the efforts of other competitors in the food truck industry. Creation of the brand positioning statement conforms to the following essential elements:
i.) The target customer: the statement should contain a summary description of the demographic value of the particular customers the business wants to serve.
ii.) Definition of the market: the management should consider how important the cafe and food truck business is to the customers. Also, the company should look at its competitor position about the number of customers it gets (Weber, 2012).
iii.) The brand promise: the management should investigate and make a judgment whether the cafe and the food truck benefits the target customers.
iv.) The business should ensure the customers have a reason to believe that its services are in line with their brand promise (Weber, 2012).
In conclusion, the business should ensure that it satisfies all the factors significant in the creation of brand positioning. Therefore the planning team needs to come up with decisions that focus on influencing the customers to like the business brand. If the business satisfies the customers need, there is a likelihood that more and more customers will add up, and the business will secure a good position in the competitive market.
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