
Welcome
Before we get started

1. Today’s webinar is scheduled to last 1 hour including Q&A

2. Click the CC button for Closed Captions

3. BSL interpretation is available

4. This webinar is being recorded and will be available on 

the website alongside additional resources within 7 days

5. Say hello in the chat (select “Everyone” from the 

dropdown) and ask questions using the Q+A button. You can 

also use the reaction buttons! 



Strategic positioning:
The art of getting noticed 
by the people who matter.

Ollie Couling 

11 September 2025
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Agenda for today’s session.

1. What is market positioning

2. How to find and articulate your winning position?

3. Positioning case studies from across the sector.

4. Q&A – with our guests



Work in the 

creative and 

cultural sector 

in England?

Book your free one-to-one with 

our Tech Champion specialists



What is market 
positioning?



What is a market position?

1. The world you are choosing to play in

2. Your advantage in this world

3. The people you are looking to connect with

4. How you will serve these people better 



☺

£££

£
You

Positioning Matrix – showing ‘You’ in a corner of an axis between price and satisfaction



Unique

A unique position allows you to connect to audiences better 



Valuable
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Targeted

A targeted position allows you to connect to audiences better 



Clear

A clear position allows you to connect to audiences better 



What 

audiences 

want

What 

you do 

best

Market 

competition

Risky

Ideal

The positioning triangle 



Your position is clear 

Your position is valuable

Your position is unique

What makes a strong position?



Reflection



Sentiment…Reliability…Local
Technical…Timely...Newness
Specificity...Location...Access
Trendy…Radical…Availability
Scarcity…Innovation…Status
National...Tradition...Oldness

What Three Words



How to find your 
winning position?



Keep the promise!

Make a promise.



The formula.

For [your target market] whose [target market 

need is], [your name] provides [main benefit that 

differentiates you], because [reason why target 

audience should believe your point of difference].



P
Position

T
Target

S
Segment

The STP framework.



Gulbenkian Art Centre



1. Here is the world we are choosing to play in

Segment.



1. Here is the world we are choosing to play in

2. Here is how we will find an advantage

Segment.



Target.

1. Here is the world we are choosing to play in

2. Here is how we will find an advantage

3. These are the people we are looking to connect with



G

The locations on a map of cinemas in Canterbury.
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A guiding policy.

1. Here is the world we are choosing to play in

2. Here is how we will find an advantage

3. These are the people we are looking to connect with

4. This is how we will serve our audiences better 

5. These are the results that validate our position  



The impact.

The impact since launching Gulbenkian’s new positioning strategy



Gulbenkian’s promise...

For students in Canterbury who’s need is a fun 

and affordable night out, the Gulbenkian Cinema 

provides a diverse program of films and free 

taster events, because it’s a convenient option 

for a group of friends to go to on a weeknight.



Your position is clear 

Your position is valuable

Your position is unique

What makes a strong position?



Positioning case 
studies.



Zosia Poulter

Substrakt

Debbie Spence

MHM
Joe Vaughan

The MERL

Our three guest speakers 



The first case study from Trinity Laban.



Zosia Poulter
Content strategist 
 



How the new position was decided.



The impact of a unified digital presence



The second case study from The Museum of English Rural Life.



Joe Vaughan
Marketing Manager 



The Absolute Unit Tweet.



The impact of the podcast.



The third case study from National Children’s Orchestra.



Debbie Spence
Director 



Processes & tools



The impact of having a new brand identity



Q&A



Zosia Poulter

Substrakt

Debbie Spence

MHM
Joe Vaughan

The MERL

Gue



digitalculturenetwork.org.uk

Digital Culture Network’s website address



Upcoming 
webinars



Get in Touch

digitalnetwork@artscouncil.org.uk

digitalculturenetwork.org.uk

@ace_dcn

Showcase/Digital-Culture-Network

DigitalCultureNetwork

Get in touch



Thanks for coming!
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