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WHAT IS A POSITIONING STRATEGY?

Part of establishing your organization’s unique identity is defining that for which it stands for. A 
positioning strategy does just that, by combining four foundational statements and ideas: Mission 
Statement, Vision Statement, Values Statement, & Persona Profiles. 

trulyMAD in Houston’s goal is to provide you with creative solutions for how your organization expresses 
itself in these critical areas to help you reach your audience and to provide you with a strategic starting 
point for all of your business interactions. 
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TRULYMAD IN HOUSTON’S POSITIONING STRATEGY OFFERINGS

Mission Statement - Why does TAG exist? 
The “Why” is your mission statement and explains the reason your organization exists in a simple 
and clear fashion. It informs those who may not be familiar with TAG, while serving as a source of 
inspiration for company employees.

Vision Statement - What does TAG do? 
Seeing into the future is TAG’s “What.” Where will TAG be in 5, 10, and 20 years? In what state 
will it exist? This is where you communicate long-term objectives and TAG’s future state of ideal 
operations. 

Values Statement - How does TAG do what it does?
“How” refers to the values TAG exemplifies. TAG’s beliefs and principles structure your organization’s 
culture. Values are the heart and soul of your identity, as they provide emotion to your brand. 

Positioning Statement - Why + How + What
When you know the “Why,” “How,” and “What,” you’re ready to clearly and concisely describe 
what TAG is and how it is to be perceived. This statement serves as an internal tool to align your 
organization’s efforts. 

PERSONA PROFILES - Who does TAG do what it does?
Knowing the best way to engage with those at various levels of the TAG organization is about 
knowing who they are personally. The “Who” deals with the Persona Analysis. It shapes your identity 
in the way it speaks, acts, thinks, and reacts to ensure best practices are followed, regardless of the 
situtation. 



TRULYMAD IN HOUSTON METHODOLOGY

Our Positioning Strategy entails using data from our earlier Discovery & Brand Audits, questionnaires, 
and brandstorming activities to extract more information to create tailored solutions. 

Discovery & Brand Audit
Our brand audit’s purpose was to gather up all of TAG’s written and visual assets as means to see 
where the organization stood with its identity. From here, we discovered areas for improvement in 
TAG’s messaging. 

Questionnaires
Once we discovered TAG’s areas of need, we set forth to create questionnaires that would elicit 
responses to gauge the Why, What, How, & Who as explained earlier in this document. The responses 
produced new data points, which we analyzed for key concepts and words. 

Brandstorming
The brandstorming sessions were meetings, phone calls, and recordings conducted to follow up any 
lingering questions left from the questionnaires. It also gave us the opportunity to revisit any surprising 
answers we received. 
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TRULYMAD IN HOUSTON METHODOLOGY

Evaluation 
TMH’s evaluation methodology is three-fold: Statement Grading, Keyword Scraping & Grouping, and 
a Usability Test. Each of these evaluative processes test TAG’s current identity using a combination of 
metric data, pattern detection, and critical assessment to produce information on what needs exist and 
how they can best be addressed. 

Statement Grading
For TMH’s professional assessment, we’ve created a grading system that each identity statement must 
pass in order to be considered a well-written and truly representative asset.

Keyword Scraping & Aggregation 
From the questionnaire’s and interview transcripts, we combed through hundreds of lines of text to 
locate reoccurring keywords and concepts. We uncovered patterns and were able to assign a rank of 
priority on the topics discussed. 

Usability Test
The Usability Test examines each statement with the intention of seeing whether each statement 
made sense from a contextual point of view in regard to the purpose of the statement as well as the 
grammatical structure in which it was written. 
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MISSION STATEMENT (Why)

TAG’s Current Mission Statement:

Our mission is simple – to obtain adequate funding for our region’s transportation
Infrastructure or secure the authority to fund needed improvements locally.

TMH Analysis - Statement Grading 
A mission statement should aim for five criteria: Substance, Clarity, Emotion, Personality, and 
Longevity

 Substance ( Grade - B ) 
 Mission statement depicts why TAG exists and who they serve. 

 Clarity ( Grade - C ) 
 No clear direction. Is it funding or authority? If TAG has to pick one, which is it? Or do both  
 matter equally? 

 Emotion ( Grade - C ) 
 Language used is not emotive. Difficult to connect or feel motivated by it for those who are 
 not familiar with TAG.

 Personal ( Grade - C ) 
 Plain language use. Lacks character or style. 
 
 Longevity ( Grade - B ) 
 Open enough to embrace change if need be and can be considered future facing. 
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MISSION STATEMENT (Why)

TMH Analysis - Keyword Scraping & Grouping

Below are some of our more notable discoveries:



MISSION STATEMENT (Why)

TMH Analysis - Usability Test

The five W’s
TAG’s mission statement in part is missing its “Who,” “When,” and “How,” and does little to explain 
“Where.” Without staking its claim and clearly defining the range of its operations, it doesn’t 
effectively identify TAG’s operational model, its objectives, or any its aspirations.

Our mission is simple - to obtain adequate funding for our region’s transportation Infrastructure 

or secure the authority to fund needed improvements locally.

Who:  “Who” is this statement refering to? 
   Outside of a contextual setting, the statement 
   isn’t clear as to who ( Clarity ) is doing this work.

What: ...obtain adequate funding....authority
Where: ...our region’s
When: Being set in the present, (Longevity) it does

   lack a sense of urgency (Emotion). 
Why: ...needed improvements locally. 
How: While not always necessary to convey in a mission statement, 

   some insight to how it works is a nice touch ( Substance ).
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MISSION STATEMENT (Why)

TMH Analysis - Usability Test

Word Choice
Most of the words used in the statement are too passive and could use stronger, more actionable 
synonyms.

Our mission is simple - to obtain adequate funding for our region’s transportation Infrastructure 

or secure the authority to fund needed improvements locally.

Simple can become 

Obtain can become
Adequate can become
Or can become
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MISSION STATEMENT (Why)

TMH Mission Statement Proposal
Below, we present two possible options for TAG’s new mission statement. The first option is a 
reworked and optimized version of TAG’s original Mission Statement. The second option is a new, 
alternate version with expanded language. 

TAG’s Current Mission Statement

Our mission is simple - to obtain adequate funding for our region’s transportation 
Infrastructure or secure the authority to fund needed improvements locally.
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MISSION STATEMENT (Why)

TMH Mission Statement Proposal

 

Solution 1: Modified Original

It is the mission of TAG to advocate for the requisite funding and authority from local, 
regional, and federal entities to promote infrastructure and a healthier state of mobility for 
the Greater Houston area as it pertains to transportation.
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MISSION STATEMENT (Why)

TMH Mission Statement Proposal

 

Solution 2: Alternate Expanded

The mission of the Transportation Advocacy Group (TAG) is to guide the development of 
the Houston Region’s transportation infrastructure through a focused effort on supporting 
the creation of a more dynamic, responsive, and efficient state of mobility. By petitioning 
for authority and funding to lead forward-thinking initiatives, TAG positions itself to direct 
the conversation on the projected quality of life challenges that accompany the constant 
growth of the Houston Region. 
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VISION STATEMENT (What)

TAG’s Current Vision Statement

TAG was founded in 2010 to serve the Houston region as a unifying transportation advocacy group 
and as the voice for better mobility at the local, state and federal levels. Better mobility means 
building a foundation of sound and unified transportation infrastructure that promotes economic 
prosperity, growth and an improved quality of life.

The Houston region is an internationally competitive market, and we must work together to solve our 
state’s transportation crisis and ensure our region secures needed funds. For too long, the Houston 
region has remained silent while other cities statewide and nationally have obtained funding 
for major transportation projects. Now is the time to unite the Houston region and advocate for our 
needs.

• Establish a consistent and effective presence in the Houston region, Austin and 
   nationally to secure and ensure long-term funding for our region’s transportation needs
• Advocate for ALL modes of transportation
• Obtain the authority to develop local funding options – we understand that state and
   federal funds alone will never fully meet the infrastructure needs of our region
• Define and support a unified regional transportation plan that includes all mobility 
   modes, is interconnected, reduces congestion and improves safety
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VISION STATEMENT (What)

TMH Analysis - Statement Grading
A vision statement should aim to fulfill these three criteria: Future-Focused, Directional, and 
Uniqueness.

Grading Criteria
 
Future Focused ( Grade - C )
Statement depicts history of TAG. This would be considered an “Extended Mission Statement.”
Most of the content is not future facing.
 
Directional ( Grade - A ) 
Most of the goals can be understood to be attainable but are missing the human element. 
 
Uniqueness ( Grade - C )
Doesn’t state anything about TAG itself or how it’s special or unique. From reading this, there’s no 
compelling reason why I would work with them versus another group/individual. 



VISION STATEMENT (What)

TMH Analysis - Keyword Scraping & Grouping
Below is a listing of words used in our questionnaires, interviews, & brandstorming sessions: 
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VISION STATEMENT (What)

TMH Analysis - Usability Test
First up, let’s take a look at the first two paragraphs: 

TAG was founded in 2010 to serve the Houston region as a unifying transportation 
advocacy group and as the voice or better mobility at the local, state and federal 
levels. Better mobility means building a foundation of sound and unified transportation 
infrastructure that promotes economic prosperity, growth and an improved quality of life.

• Overall, the first paragraph is good as it’s informative and lays out who TAG is. 
• The first sentence should be in the mission statement.

The Houston region is an internationally competitive market, and we must work together 
to solve our state’s transportation crisis and ensure our region secures needed funds. For 
too long, the Houston region has remained silent while other cities statewide and nationally 
have obtained funding for major transportation projects. Now is the time to unify the 
Houston region and advocate for our needs.

• There’s a point of view shift in the writing between the first and second paragraph. 
• “For too long” seems overly dramatic. 
• The call to action in the last sentence is confusing and vague. 
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VISION STATEMENT (What)

TMH Vision Statement Proposal
Below, we present two possible options for TAG’s new Vision Statement: The first option is 
a reworded and optimized version and the second option is a new alternate version with 
expanded language. 

TAG’s Current Vision Statement
TAG was founded in 2010 to serve the Houston region as a unifying transportation advocacy group 
and as the voice for better mobility at the local, state and federal levels. Better mobility means 
building a foundation of sound and unified transportation infrastructure that promotes economic 
prosperity, growth and an improved quality of life.

The Houston region is an internationally competitive market, and we must work together to solve our 
state’s transportation crisis and ensure our region secures needed funds. For too long, the Houston 
region has remained silent while other cities statewide and nationally have obtained funding 
for major transportation projects. Now is the time to unite the Houston region and advocate for our 
needs.

• Establish a consistent and effective presence in the Houston region, Austin and 
   nationally to secure and ensure long-term funding for our region’s transportation needs
• Advocate for ALL modes of transportation
• Obtain the authority to develop local funding options – we understand that state and
   federal funds alone will never fully meet the infrastructure needs of our region
• Define and support a unified regional transportation plan that includes all mobility 
   modes, is interconnected, reduces congestion and improves safety
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VISION STATEMENT (What)

Solution 1: Modified Original

In order to better serve the Houston Region as a unifying transportation advocacy group 
and to position TAG as the leading voice of healthier mobility at the local, state, and 
federal levels, our objectives are:
 
 • Ensuring both long-term and short-term funding needs are met for mobility in the 
    Houston Region.
 • Successfully petition for authority for private infrastructure development.
 • Establish a unified operating system to direct all methods of regional  
    transportation, thereby reducing congestion and increasing efficiency.
 • Organize the state of transportation infrastructure in the Houston Region to ensure 
    continued relevancy to the successful growth of the area, as well as adaptability to 
    the variety of challenges that will be presented. 
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VISION STATEMENT (What)

Solution 2: Alternate Expanded

In the next 10 years’ time, with the rise of automated transportation and the expected 
boom of the Houston Region, the area will require a diverse portfolio of mobility solutions. 
It is the objective of the Transportation Advocacy Group to communicate, fund, and guide 
projects to ensure that the region’s infrastructure scales accordingly. 

TAG will:
 • Bring industry leaders, concerned citizens, and other active parties together to sit 
    at the same table, work under the same roof, and strive for the same goals, 
              assuring that the message for which TAG advocates is representative. 
 • Establish TAG as a unified operating authority and voice to direct all methods of 
    regional transportation, thereby reducing congestion and increasing efficiency.
 • Ensure long and short-term funding needs are met for sustained mobility in the 
              Houston Region.
 • Oversee the planning and creation of the Houston Region’s 21st Century State of     
              Mobility.
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VALUES STATEMENT (How)

TAG’s Values Statement
At this time, TAG does not have organizational values or a values statement..

TMH Analysis
Due to the absence of TAG’s Value Statement, we were unable to use our evaluation process for 
a critique. Our assessment includes the creation of a new set of values and an original values 
statement. 

TMH Values Statement Proposal

From the comprehensive analysis conducted through survey and industry research, we believe the 
following six (6) values to be at the core of TAG’s organizational structure. We recommend picking no 
less than four (4) to display externally as well as internally in guiding your organization’s priorities in 
the years to come:

24



VALUES STATEMENT (How)

Values One - Three

• Preserving Quality of Life
 
 At the core of everything TAG advocates, promotes, and endorses, is a commitment to   
 Preserving Quality of Life. This value encompasses every party affected by living, working, 
 and interacting with the Houston Region’s transportation infrastructure. By producing   
 tangible results with respect to congestion, efficiency, and adaptability, TAG helps not only
 an industry, but an entire community.

• Transportation Leadership
 
 Transportation Leadership, to TAG, represents an ideal state of development in which vision,  
 communication, and authority are vested in a centralized, governing body that can properly 
 facilitate communication between all relevant parties.

• Enabling the State of Mobility
 
 Enabling the State of Mobility, for TAG, means assuming a leadership position for Houston 
 Region transportation projects and petitions to certify that they are consciously vetted 
 and undertaken. Ensuring that proposals are considered, weighed, and measured will make 
 for the strongest solutions and recommendations.
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VALUES STATEMENT (How)

Values Three - Six

• Building for the Future
 
 As the challenges that come from a booming metropolitan area arise, TAG is committed to 
 Building for the Future, addressing current areas of concern while remaining forward-thinking 
 to ensure that the scope and magnitude of current areas of need never overtake the vision 
 for the Houston Region.

• Leading Improvement
 
 Projects that demand private and public sector cooperation require an organization that can 
 bridge the divide between the two and speak with a united voice. Leading improvement is a 
 core value of TAG, as it looks forward to working with all interested parties for future 
 projects.

• Preserving Professional Diversity
 
 The leadership members of TAG represent vast swaths of professional and personal
 backgrounds, and together ensure that TAG is able to convey a united, diverse message. 
 Moving forward, TAG wants to preserve that defining characteristic, and allow it to 
 continue to inform decision-making.
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POSITIONING STATEMENT (Why+What+How)

TAG’s Positioning Statement
At this time TAG does not have an organizational Positioning statement.

TMH Analysis
Due to the absence of TAG’s Positioning Statement absence, we were unable to use 
our evaluation process for a critique. Our assessment would include the creation of a 
Positioning Statement. 

Your positioning statement should be a concise detailing of your target market that paints 
a picture of how your market is to percieve your organization. Again, this is mainly used as 
internal asset to help guide marketing for brand identifying purposes.  

TMH Positioning Statement Proposal

To provide a robust state of mobility, TAG provides the Houston Region with leadership and 
vision unmatched among other transportation agencies in Texas. We do this by facilitating 
communication with all relevant parties, anticipating and preparing for impending 
challenges, building for the future, and leading with transparency.
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POSITIONING STATEMENT (Why+What+How)

TAG’s Positioning Statement

 

TMH Positioning Statement Solution

To provide a robust state of mobility, TAG provides the Houston Region with leadership and 
vision unmatched among other transportation agencies in Texas. We do this by facilitating 
communication with all relevant parties, anticipating and preparing for impending 
challenges, building for the future, and leading with transparency.
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PERSONA ANALYSIS (Who)

In our research and work with TAG, we are using a Persona Analysis approach to make sense of 
the target audience across the board from a stakeholder perspective. We believe there are two 
dimensions that matter in viewing the landscape of organizations and entities that engage with TAG 
in various capacities:

Size of Organization
This defines the size and reach of the organizations that engage with TAG. Here we consider from a 
high level the size of their organization from regions served, revenue, number of employees, etc.

Identity with Transportation/Mobility
This is a qualitative dimension that categorizes organizations by how much they identify with 
Transportation/Mobility given the work that they do.

Moving forward, we’ll use the these two areas to measure private and public organizations. 
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PERSONA ANALYSIS (Who)

Persona Analysis Model
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PERSONA ANALYSIS (Who)

Private & Public Organizations & Stakeholders
In order of importance

1 Believers: 
These are the big organizations that strongly identify with transportation and mobility. 
 •  Examples of Private organizations:
  AECOM, Webber Construction, and Williams Brothers.
 • Examples of Public organizations:
  Houston Metro, Port Authority, TxDOT, Gulf Coast Rail District, and HCTRA
2 Small Faithful: 
These are small organizations that do substantial work in the field of  transportation & mobility.
 • Examples of Private organizations: 
  Dannenbaum Engineering, Jones Carter, Cobb Findley, etc
 • Examples of Public organizations:
  Houston B-Cycle, Bike Houston, Scenic Houston, Houston Tomorrow,
  and Energy Corridor Management District.
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PERSONA ANALYSIS (Who)

3 Hopefuls:
These are big private organizations that don’t strictly identify with transportation & mobility but 
transportation & mobility do play an important role in their services & products.
 • Examples of Private organizations:
  SESCO Cement, KBR, Memorial Hermann, etc
 • Examples of Public organizations:
  Greater Houston Partnership, West Houston Association, 
  and the Houston Association of Realtors.

4 The Rest: 
This is where all the rest of the small, private organizations that have little to do with transportation 
and mobility reside.

Conclusion 

This gives us a great way to prioritize and categorize organizations that engage with TAG. Now that 
we know the organizations that are of value to TAG, we can use this framework to draw up a more 
granular approach at an individual person level to hone our approach in branding and strategizing 
website development, content management across channels and more with specific targets in mind.
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WHAT’S NEXT

Review Period
We’ll create a report that lists out our work and the numerous iterations of 
proposed solutions for your review. With your feedback, we’ll move to finalize 
each asset until completion.  

Final Deliverable Package
Once completed, we’ll gather all final assets and compile them in a Positioning 
Strategy Guide for future referencing.  
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Thank you for choosing 

trulyMAD in Houston

1(888) 929-6766
tms@trulymad.com

file:
http://

