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Welcome to The Craft. This is a summary 
focusing on what we see when clients talk 
to us about their enterprises and their need 
to evolve how they talk about themselves 
in the marketplace and to analysts, investors 
and customers.

We’ve been lucky enough to work directly with numerous CEOs 
globally across all types of enterprises – the real big-hitter  
types who get to the point quick!

Headline reasons a CEO needs to evolve the way they tell 
their strategic narrative in the marketplace, include to:

Looking underneath the headline drivers, 
we find there’s a pattern of common areas 
we can focus on further, these include:

• It’s becoming increasingly hard for the senior leadership 
to articulate at a high-level what the business capabilities 
are and why the business is relevant to customers due 
to the fast-moving nature of the customers marketplace 
or equally the speed of the businesses own growth

• Through time the business has evolved the level of value it 
can enable customers to gain, moving up the value chain in 
a way that now presents the business with an opportunity 
and a need to be able to repackage how it communicates 
what it is and what it enables its customer to achieve

• The customers are driving business-centric 
change enabled by technology giving our clients 
business an opportunity to be central and critical 
to their customers if they can engage business 
leaders in strategic partner level conversations

The CEO’s opportunity

Drive deeper understanding 
for analysts, investors and 
shareholders valuing the 
businesses potential and worth

Enabling the business to be 
better equipped to generate 
higher revenue and growth
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CEOs are smart, tenacious and inspiring as a rule 
but even they come across challenges simply due to 
their own organisation and rate of growth at times.

Drilling it down, we typically see a common 
pattern of factors for CEOs, including:

• The business has evolved rapidly, including 
by acquisition, and now standing back it’s not 
as easy as it was to bring sense at a top-level 
what the business capabilities and portfolio 
delivers in a clear way to everyone

• The business is operating in silos in reality very 
successfully but is missing the bigger ticket 
opportunities that could be gained through 
a more overarching positioning in the market

• The business has a diverse range of leaders 
from C-Suite through to Line-of-Business areas 
and getting everyone to face the same direction 
is a time consuming and compromised situation

The CEOs challenge

The rewards can be simply game changing, we’ve worked 
with CEOs that have enabled their businesses to be:

Reclassified to a position of 
higher strategic value in the 
eyes of the market in terms of 
the expertise and capabilities 
offered by the business

Enter new verticals which were 
proved challenging previously

Reach the next tier and 
size of customer base

Expand into new regions Protect and grow their 
footprint with their 
existing customer base

Protect their position 
against competitors 
and to be disruptive and 
differentiate their value
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Here are 5 things leaders can work 
on to help define their business: 

Work on an evidence-based 
approach to define the market 
competitive space leaders want 
the business to focus on going 
forwards in order to secure 
growth. Which audience, which 
part of the competitive market 
place and to which type of 
audience? Creating a relentless 
and granular focus on this as a 
single project removes all the 
noise and forces absolute focus.

Drive to pinpoint where the 
business wants to be in the 
future in terms of defining the 
business, its offer, what that 
offer enables (or what problem it 
solves) and why this is different 
from competitive offerings. 
Do this without compromise.

Create a group of business, 
sales and marketing leaders 
who understand both the 
business and customers to 
add increased focus to this 
work. Keeping the group small 
(5-6 people) is imperative 
for clear decision making, 
maintenance of focus, and to 
reduce drain on resources.

Realize that perfection in such 
work is a myth. There are no 
single USPs, but being 90%+ 
right will be workable and get 
you to market in half the time 
with great reward.

Keep people focused by 
remembering that, ultimately, 
this is 60% about what the 
business will realistically 
become in the next 2-3 years, 
and not just what it is now.
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Over the past 10 years of working with CEOs and business leaders we’ve defined a formula for which we’re happy to share, as it’s 
how you mix the cocktail and the skill of the bartender that ensures the end result is right – not just the list of ingredients!

Bringing in a different perspective

Delivering a 7-8 week initial 
sprint project focused on 
linking the market and customer 
context to the client capabilities 
- big idea to sales conversation.

Apply a rapid 
and robust 

process

Work with 
business, sales,  

product and 
marketing 
leadership

Engaging all senior 
stakeholders upfront to 
deconstruct and rebuild how the 
client can be positioned against 
competitors and rationalising 
what its capabilities are.

Create a 
foundational 
Positioning 
Framework

Creating a foundational 
framework that all 
positioning, messaging 
and future content can be 
developed from pinpointing 
what the client is, does, 
enables and why it is different.

Deliver clear 
practical 
content

Identifying the best method 
and producing key information 
and content required that will 
enable the client to clearly 
communicate externally 
and internally their offer.
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What can a different approach deliver

Increased 
share value 

Increased 
market share

Increased 
interest from 
aquirerers

Faster time 
to market

Greater 
change 
management 
control

More time 
focused on 
core skills

Becoming the 
enabler of a 
customers 
eco-system

Attaining new 
space from 
traditional 
competitors

$ Speed Competitive 
advantage

Creating competitive advantage: Enterprise positioning 6



We are The Craft, a strategic consultancy 
that works with the B2B business, sales 
& marketing leaders that want to develop 
answers to the complex challenges to 
enable rapid growth of their business.

We give clients a precise framework pinpointing their value 
proposition and differentiation from a customers perspective 
– enabling us to strategically position them against their 
competitors and convey precisely what they do, what they 
deliver and what it enables their customers to achieve.

Clients who 
believe in us


