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Positioning Statement

A positioning statement defines the unique space your Early Learning Centre occupies in the minds of local
families — and why they should choose you over every competitor in the 8km catchment. Based on the
competitor audit, digital analysis, SWOT, reputation data, fee benchmarking, and demographic insights
gathered across Sections 1-6, the recommended positioning statement for Your ELC is:

For families in [Your Town] who want more than just childcare, Your ELC is the nature-
inspired, educationally-led early learning community that nurtures every child's curiosity,
confidence, and love of learning — delivered by qualified, passionate educators in a warm,
home-like environment where every family feels genuinely valued.

Positioning Formula Breakdown

For... (target audience) Families in [Your Town] and surrounds seeking premium,
values-led early learning

Who... (problem/need) Want more than custodial childcare — they want education,
community, and genuine care

Your ELC is... (category) A nature-inspired, educationally-led early learning community

That... (key benefit) Nurtures curiosity, confidence, and a love of learning in every
child

Unlike... (competitors) Corporate chains focused on scale, or sessional preschools with

limited hours

Because... (proof) Qualified educators, low ratios, intentional curriculum, and a
genuine community feel

Market Gap Analysis

Drawing on competitor research across all six preceding sections, the following strategic gaps represent
genuine opportunities where Your ELC can establish clear market leadership. Each gap is scored for impact
(the value of owning this space) and ease (how quickly it can be credibly claimed).

Gap / Opportunity Impact Ease Recommended
Action

Nature-based / outdoor learning % % % % % High %%k %k Quick Lead with 'nature-inspired'

leadership in all messaging; document
outdoor learning on social
media weekly

Educational philosophy differentiation = % % % % % High * %k % % Quick Articulate and publish your
(no corporate sameness) curriculum philosophy;
create an 'Our Approach’
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web page
Warm, home-like environment vs. % %% % High 2.0.8.8.8 . Photography and video
institutional feel Immediate content showing cosy,

authentic spaces vs.
clinical competitor centres

Superior Google rating and review % % % % High * % % Medium Implement a structured

volume review request program;
target 100+ Google
reviews within 6 months

Transparent fee and CCS % % * Medium %% %k Quick Add fee/CCS estimator to
communication website; create a 'How
Much Will T Pay?'
downloadable guide
Local community engagement and % % %% High * % % Medium Monthly community
events events; promote on social

media; position as the
community hub

Strong sustainability/eco credentials %k * Medium * %k *x Medium Document sustainability
initiatives; use eco
messaging in enrolment

collateral
Content marketing & thought % % *x Medium * % % Medium Monthly blog posts; email
leadership newsletter; position

educators as local early
learning experts

Messaging Hierarchy

A messaging hierarchy ensures every piece of content — from your website homepage to an Instagram
caption — flows from the same core story. The three-tier structure below moves from your overarching
brand promise down to proof-point messages for specific audience segments.

TIER 1 — Brand Promise (Use everywhere, always)

Where children flourish, families belong, and every day is an
adventure in learning.

Pillar 1: Learn & Pillar 2: Belong & Pillar 3: Trust &
Explore Thrive Transparency
Our nature-inspired curriculum We are more than a childcare Qualified educators, transparent
ignites curiosity and builds strong  centre — we are a warm fees, and open communication
foundations for school and life. community where every child and  you can rely on, every single day.

family is known by name.

Proof points: outdoor learning Proof points: low ratios, Proof points: CCS calculator, fee
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spaces, STEM and literacy

programs, qualified educators,
NQS rating

community events, family
communication app, welcoming
environment

schedules, daily updates, open-
door policy, educator credentials

TIER 3 — Audience-Specific Messages (Tailor to each enrolment

stage or audience)

Audience / Situation Tailored Message

New parents (0—12 months) Start their learning journey surrounded by nature and nurture —

enrol early and secure your place in our waitlist community.

Working families (productivity focus) Peace of mind, every day. Full-day, flexible scheduling with real-

time updates so you can focus on work knowing they're thriving.

Families comparing fees Government CCS subsidies mean quality early education may
cost less than you think. Use our fee estimator and see the real

out-of-pocket cost.

Families leaving a competitor Every child deserves a fresh start. Tour our centre this week —
no obligation — and discover the Your ELC difference for

yourself.

Local community / brand awareness Proudly local. Deeply connected. We invest in [Your Town]'s

children and we'd love your family to be part of our story.

Unique Value Proposition (UVP) Summary

The following UVP matrix maps Your ELC's differentiating strengths against the competitive landscape,
confirming which claims can be made credibly and how to substantiate them.

Your UVP Claim Supported By Competitor Gap | How to
Communicate It

Nature-inspired learning Most corporate Photography, video tours,
environment competitors lack 'Nature Notes' blog series
genuine nature focus

Documented outdoor
programs, mud
kitchens, garden beds

Low ratios, stable
long-term team, family
communication app

Educators who know every
child by name

High staff turnover at
corporate chains

Educator spotlight posts,
testimonials, open-door
policy

Events calendar,
Facebook community

Community-first culture Local events, family

milestones celebrated,

Corporate centres are
transactional, not

community relational group, newsletters
partnerships
Transparent, no-surprise Published fee Competitors lack clear ~ Fee guide download,

pricing schedule, CCS online fee information

estimator on website

CCS calculator,
enrolment FAQ

NQS-rated quality assurance Official NQS rating, Not all competitors NQS badge on website
qualified Director and  publish or promote and all marketing
educators their NQS status materials
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Differentiation Playbook

The differentiation playbook translates your positioning and messaging hierarchy into specific, actionable
steps. Each play is assigned a priority tier, responsible party, and 90-day milestone to ensure momentum
from Day 1.

Play 1 — Own the Nature & Outdoor Learning Story

Priority: IMMEDIATE | Owner: Director + Social Media Manager | Timeline: Start within 30 days

Action Channel Frequency 90-Day Milestone

Document outdoor learning  Instagram, Facebook 3% per week 200+ engaged followers;
sessions with photos/short 10 posts tagged

video #NatureLearning

Add 'Our Nature Website One-off (update Page live; linked from
Philosophy' page to website quarterly) homepage hero section
Create 'Nature Notes' Website Blog + Email Monthly 3 published posts; 50+
educator blog series email subscribers
Photograph all outdoor Website, Brochures, Annual refresh New photography live on
learning environments Google website and Google
professionally Business Profile

Play 2 — Claim the Community & Belonging Narrative

Priority: HIGH | Owner: Director + Admin | Timeline: Start within 60 days

Action Channel Frequency 90-Day Milestone

Monthly community event Facebook, Email, Monthly 3 events held; 10+
(coffee morning, family Signage families attending each
breakfast, cultural

celebration)

Create a private Facebook Facebook Group Ongoing — weekly posts ~ Group created; 40+
community group for members; 3 posts per
current and past families week

Celebrate family milestones  Instagram, Facebook Weekly 12+ milestone posts;
publicly (with permission) 15% higher engagement
Feature local community Website, Social Monthly 2 partnerships
partnerships (businesses, documented and
organisations) promoted

Play 3 — Become the Most Reviewed Centre in the Catchment

Priority: HIGH | Owner: Director + Educators | Timeline: Start within 30 days

Action Channel Frequency 90-Day Milestone
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Implement structured
Google review request
program (email + SMS to
enrolled families)

Respond to ALL existing
reviews (positive and
negative) within 48 hours

Google, Facebook

Add Google review link to All communications
email signature, newsletter

footer, and family app

Create a 'Thank You for
Your Review' post when
milestone numbers hit (50,
75, 100)

Facebook, Instagram

Email / SMS + Google
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Weekly (rotating
families)

Ongoing

Permanent addition

At each milestone

Play 4 — Win the Fee Transparency Battle

30+ new Google reviews
within 90 days

100% review response
rate achieved

Review link visible in all
touchpoints

Social proof amplified at
each milestone

Priority: MEDIUM | Owner: Admin + Website Manager | Timeline: Start within 60 days

Action Channel

Add CCS fee estimator tool
or calculator to website

Website

Create downloadable 'What =~ Website + Email

Will T Pay?' fee guide PDF

Include fee overview in all Email
enrolment enquiry email

responses

Publish comparison of Your = Website Blog

ELC daily fee vs. average
competitor fee

Frequency

One-off (update
annually)

Annual refresh

Every enquiry

Annual update

Play 5 — Establish Educator Expertise & Trust

90-Day Milestone

Calculator live; tracked
via Google Analytics

Guide available; tracked
downloads

Standard template
updated

Blog post live and linked
from fees page

Priority: MEDIUM | Owner: Director + Educators | Timeline: Start within 90 days

Action Channel

Create an 'Meet Our Website
Educators' web page with
photos, qualifications, and

fun facts

Feature one educator per
month in a social 'Educator
Spotlight' post

Instagram, Facebook

Publish educator-authored
blog posts on early learning
topics

Website Blog + Email

Promote NQS rating Website, Social, Print
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One-off (update as team
changes)

Monthly

Monthly

Immediate and ongoing

90-Day Milestone

Page live with all
educator profiles

3 educator spotlight posts
published

3 posts published; 2
media enquiries or shares

NQS badge visible on
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prominently on all homepage, brochures,
marketing materials and and Google profile
website

Competitive Messaging Guidelines

To protect brand integrity and maintain credibility with local families, the following guidelines govern how
competitive differentiation messaging should — and should not — be used across all communications.

DO — Credible, Effective DO NOT — Messaging to Avoid
Positioning

Speak to your genuine strengths with Make claims you cannot substantiate or that competitors can
specific proof points (e.g. 'our 4.9 credibly dispute

Google rating")

Invite comparison by being transparent Name competitors directly in advertising — this appears

about fees, ratios, and curriculum defensive and unprofessional

Use real family testimonials, photos, Use generic stock photography or messaging that could apply to
and educator voices any centre

Own your niche — 'nature-inspired’, Try to be everything to everyone; clarity and focus outperform
'community-led' — with consistency broad claims

Acknowledge and respond to all online Ignore negative reviews or respond defensively — it damages
reviews professionally trust

Update positioning messaging as you Set-and-forget your marketing without reviewing effectiveness
achieve new milestones quarterly

Section Summary & Priority Actions

Section 7 has delivered a complete Gap Analysis and Differentiation framework for Your ELC,
including: a clear positioning statement; a three-tier messaging hierarchy; a UVP matrix; and a five-
play differentiation playbook with 90-day milestones. The key insight from this analysis is that Your
ELC's most defensible and valuable market position is the intersection of nature-inspired learning +
genuine community belonging — a space no corporate competitor in your catchment currently owns.
Moving quickly to claim this space through consistent, evidence-backed messaging will create a
durable competitive advantage.

Launch Play 1 (Nature Story) and Play 3 (Google Reviews)
simultaneously — highest impact, quickest returns

Launch Play 2 (Community) and Play 4 (Fee Transparency) — adds
depth to your positioning

Priority 3 — 60 DAYS

Priority 1 — Finalise and adopt the positioning statement and brand promise across all
IMMEDIATE channels within 30 days
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Priority 4 — 90 DAYS Launch Play 5 (Educator Expertise) and review all play results against
90-day milestones
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