Al Prompts for Brand Positioning

English + Arabic + Fictional Brand Example

Purpose of this note: Provide an outline for brand positioning prompts using Al.



MARKETING

TELLS A STORY
DRIVES CONVERSIONS
PROVIDES RESULTS

AIM HIGHER
REACH FURTHER
GET CLOSER TO YOUR GOALS
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English version

Use these prompts to explore positioning for a product, service or personal brand, then translate a selected
direction into communication. Al suggestions are working options to evaluate, not market research.

How to use

Replace the bracketed fields with your information. Write “unknown” where information is missing. Paste
Prompt 1 into a fresh Al chat. Review the options, then use Prompt 2 in the same chat. Evaluate the results using
the review questions.

Prompt 1 Develop positioning options
Act as a brand positioning and messaging strategist. Help me develop positioning options grounded in the
following brief.

Brand name and stage: [name; new or established brand]

Brand type and offer: [product, service or personal brand; what you offer]

Market and geography: [where and how you sell or operate]

Potential audience: [consumer or business customers; decision makers if relevant]
Customer needs and buying context: [known needs or possible use cases; label assumptions]
Features and capabilities: [materials, expertise, process, customisation, delivery or service model]
Price or fee range: [amount and currency, or unknown]

Alternatives and competitors: [known options customers could choose, or unknown]
Evidence: [verified feedback, results, credentials or product facts; state if none]

Constraints: [capacity, availability, lead times or other relevant limits]

Current brand description: [paste existing wording, or write “none”]

If essential information is missing, ask up to five focused questions and wait for my answers before proceeding.
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English prompts continued

Prompt 1 continued
Critique the current description, if supplied, for specificity, differentiation and credibility. Then propose three
distinct positioning directions in a compact table. For each, include:

1. Priority audience and relevant buying or decision context.

2. Customer need and proposed benefit.

3. A clear positioning statement.

4. Supplied facts that support the direction.

5. Potential differentiation from alternatives, labelled unverified unless supported.
6. Assumptions and specific research needed to evaluate the direction.

Do not invent customer feedback, market findings, competitor facts or advantages. Do not assume a feature is
distinctive merely because the brand offers it. Separate supplied facts, interpretations and hypotheses. Avoid

” u

generic claims such as “unique,” “premium” or “for everyone” unless specifically substantiated. Stop after the

table and wait for me to choose a direction.

Prompt 2 Translate positioning into communication
Develop [insert selected direction] as a provisional positioning hypothesis. Use the brief and previous analysis to
produce:

1. One clear core brand message in customer-facing language.

2. Three content themes. For each, give one specific post idea, the evidence or material needed, and how it
supports the positioning.

3. One coherent visual direction covering imagery, composition and relevant applications such as packaging,
website, presentations or social content. Explain how the choices express the positioning.

4. The key customer and competitor questions to resolve before adopting this direction.

Use only supplied facts for factual claims. Label creative recommendations and untested assumptions clearly.
Avoid unsupported promises and generic language. Adapt the output to the brand type and audience. Keep the
response concise. Do not create a logo or name unless requested.

Review before adopting

Does the message reflect what we can deliver? Is the benefit meaningful to the intended audience? What
evidence supports each claim? Could competitors credibly say the same thing? What must we validate with
customers or competitor research?
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Al Brand Positioning ‘Example Prompts’

English version

This fictional handmade home décor brand demonstrates how to explore positioning with Al, then develop
messaging, content and visual direction. The brief is invented for learning purposes; no customer or competitor
research has been conducted.

How to use

Paste Prompt 1 into a fresh Al chat. Review the positioning options. Then paste Prompt 2 into the same chat to
explore the décor refresh direction. Responses may vary; evaluate the reasoning and evidence behind each
recommendation.

Prompt 1 Develop positioning options

Act as a brand positioning and messaging strategist. Use this fictional brand brief:
¢ Handmade wooden home décor in Egypt.

¢ Products: decorative trays, wall pieces and small tabletop accessories.

e Selected products can be personalised with names or dates.

* Prices range from EGP 700 to EGP 1,800.

¢ Production takes 5-7 working days.

e Gift packaging is available.

¢ No customer research has been conducted. Housewarming gifting and refreshing an existing space are
possible buying occasions, not confirmed customer insights.

¢ No competitor research has been conducted.
Our current description is: “Unique, high-quality pieces that bring warmth to every home.”
First, critique this description for specificity, differentiation and credibility.

Then propose three distinct positioning directions grounded in the brief. Include small additions for a décor
refresh as one direction to evaluate, without assuming it is the best option.
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English prompts continued

Prompt 1 continued

Present the directions in a compact table with:

1. Target audience and buying occasion.

2. Customer benefit.

3. Proposed positioning statement.

4. Product facts that support it.

5. Assumptions that need customer or competitor research.

Do not invent customer feedback, market findings or competitive advantages. Personalisation and handmade
production are product attributes; do not assume they are unique in the market. Do not assume prices are
affordable or delivery is fast without evidence. Distinguish supplied facts from interpretations and hypotheses.
Stop after the table and wait for me to select a direction.

Prompt 2 Develop the décor refresh direction

Develop “small additions for a décor refresh” as a provisional positioning hypothesis. Use the supplied brief to
produce:

1. One clear core brand message in customer-facing language.

2. Three content themes, each with one specific post idea, the evidence or visual material needed, and an
explanation of how it supports the positioning.

3. One coherent visual direction covering photography, composition and packaging presentation, with a reason
for each choice.

4. The key customer and competitor questions to resolve before adopting this direction.

Use only supplied product facts for factual claims. Avoid unsupported promises about affordability, durability,

” u

sustainability, quality or product performance. Avoid generic phrases such as “unique,” “premium” or “perfect

for everyone.”

Keep the response concise. Distinguish creative recommendations from validated findings. Do not invent
product dimensions, finishes, customer reviews or competitor comparisons.

Review before adopting

Does the direction make the customer benefit clearer? Do the content and visuals demonstrate that benefit?
Could competitors credibly say the same thing? What customer evidence would support or challenge this
direction?
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DISCLAIMER

This document and its contents are intended for informational and educational purposes only and do not
constitute legal, financial, or business advice. While the strategies and frameworks outlined herein are based on
industry best practices, implementation outcomes may vary depending on individual business contexts and
market conditions.

The author and DXtera are not liable for any direct, indirect, or consequential loss or damage arising from the
use of this framework. Users are encouraged to seek professional advice tailored to their specific circumstances.

All content, designs, and materials in this document are the intellectual property of DXtera and may not be
reproduced, redistributed, or sold without prior written permission.

This framework is provided in good faith, and its use is subject to compliance with applicable laws and
regulations in Egypt and other jurisdictions.

dggunall £

Al 9T 59318 8y)Ladisl JlgaY1 0 Il L St Vg e 8 dadaly diloghan (o, £Y olg iy didwedl 1is da)
i iz a8 bl OF Y] ed ol @ Glagplondl Jadl e dive dd 83191 5 Y19 Wlandliwdl of pgyg -yl of
psiae S @ gandly (St Bl BN

Gl e Azl 1ol 9 88lae a9 8alae Slus 6T e A5 ad9§wn ST Iaiwsos 454 of Catsall Joamiy Y
Sgiall U

Oluogidll o ST Gardad Jud Lol @gdg ) dawlin dapascin Ollisul e Jaamll gredsviu| zuais

91 Lgaio ol gz aud S92 Vg dl i aon A8l dLb gz d3bigizng dianall g Aol 45,Sall & Sla)l 39> psa>
Brema QUS 03] 090 g

LST ‘;;3 doyall_yae doygge ‘3 Le2 Jgronall Z8lg Uy cpilg-all ‘ol_i;)] dolusciwl xyadug (dd Gws HLbYI i ‘aj_ﬁ.;
Lged daluseinl @iy (531 Ago

11



Z Consulting Services

THANK YOU




