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This paper questions the conventional model of marketers developing brand positionings through detailed analysis of each competing brand. Instead, it considers how marketers, and consumers, protect their limited cognitive capabilities through focusing on a low number of brands. It shows why there may be a lack of homogeneity both within the brand team, and between the brand team and consumers, regarding key competing brands and positioning dimensions. Effective brand positioning is more likely to be underpinned by consumer research. Surfacing managers’ assumptions may help the brand team to develop their brand more coherently.
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