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BRIEF EXERCISE FOR DEVELOPING A MARKET POSITION STATEMENT 
 
Instructions: 

1. Explain and illustrate the concept of a market position to your Economic Restructuring 
Committee, Promotion Committee, and businesses key to downtown’s market position (group or 
homework exercise). 

2. Have everyone answer the Market Position Questions on the next handout (group or homework 
exercise). 

3. Collect all the Market Position Question answers. 
4. Have a volunteer wordsmith draft a market position statement by drawing inspiration from the 

Market Position Question answers, the downtown vision statement, and any market information 
that is available. 

5. Give everyone who answered the Market Position Questions the opportunity to mark up a copy of 
the draft market position statement (homework). 

6. Have the same volunteer wordsmith combine the edits into a revised market position statement 
(homework). 

7. Have the Economic Restructuring Committee adopt the market position statement (homework). 
 
Definition: Market Position Statement 

A market position statement identifies a district’s current niche based on the primary consumer 
segment served, or on a primary set of goods and services offered. It distinguishes the district’s 
competitive advantage versus options like Wal-Mart, the Internet, but more directly like other commercial 
district destinations within the trade area (an apples to apples comparison). The goal is to be memorable 
and remarkable so consumers consistently choose you over the competition. It must be clear and 
compelling in order to sell downtown’s potential to new businesses and investors. Defining a market 
position statement requires market information; however, there is often an abundance of insightful market 
knowledge already in the minds of downtown business owners and community residents. That wisdom 
can be gleaned through focus groups designed to collect the information necessary to take a first stab at 
drafting a market position statement. 
 
Example: Market Position Statement for Tigerton WI 

“Tigerton provides the basic necessities of life in a warm, friendly manner. Businesses stress 
good customer service, moderate prices, and an adequate selection of goods and services. Low to 
moderate income families and retired residents enjoy the natural beauty of the surrounding area and a fine 
collection of historic residences and commercial buildings. Southwest Shawano County customers living 
within a ten mile radius of Tigerton benefit greatly from its quality health care facilities, schools, 
churches, food services, and entertainment opportunities. Local residents and tourists take advantage of 
the many acres of forested and scenic lands near Tigerton.” 
 
Example: Market Position Statement for Newtown, PA 

“Residents and visitors of Newtown have enjoyed an experience of dining, shopping, and culture 
from colonial days to today. Authentic, historic nuances flow through first class restaurants, downtown 
specialty shops and boutiques, theater and art galleries.” (2004-2007 Report to Stakeholders, Newtown 
Main Streets, www.newtownpa.org) 

 
Example: Market Position Statement for Easton (a lifestyle center in Columbus, Ohio) 

“A great place where creative individuals can choose from an eclectic selection of women’s and 
children’s apparel and accessories, home goods, and personal care products.” (They called this statement 
their Anthropologie) 










