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Creating a Personal Identity Positioning
Statement

Designed for career changers, consultants, managers, and early-mid career professionals who want to communicate their value with
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Why Your Positioning Statement Changes
Everything

Most professionals are remarkably good at what they do — yet remarkably bad at explaining it. When someone asks "So, what do you
do?" the answer tends to be a job title, a company name, or a vague description that leaves the listener no clearer on why you matter.
Thisisn't a confidence problem. It's a clarity problem.

A Personal Identity Positioning Statement (PIPS) is a single, strategically crafted statement — typically two to four sentences — that
defines who you are professionally, what you uniquely bring to the table, who you serve best, and the outcome you reliably deliver. It is
not an elevator pitch. Itis not a bio. It is the foundational belief statement that powers every professional interaction you have: job

interviews, networking conversations, LinkedIn profiles, client proposals, and performance reviews.

This template was designed for one type of professional: someone who is excellent at their work but struggling to translate that
excellence into language that opens doors. Whether you're pivoting careers, climbing within your current field, or building a consulting

practice, the absence of a clear positioning statement costs you opportunities every single week.

How to Use This Template

e Read-through: Absorb the framework in one sitting
e Worksheet mode: Complete each fill-in section as you go
e Reference: Return to refine as your career evolves

e Share: Use with a mentor, coach, or peer for feedback
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The PIPS Formula: Four Building Blocks

Before you write a single word of your positioning statement, you need to understand its architecture. The most effective personal
positioning statements are not written — they are engineered. They are built from four discrete components, each serving a specific

strategic purpose. Think of these as load-bearing walls: remove any one of them and the statement collapses into vagueness.

<&

Identity Differentiation
Who you are professionally — your role archetype, not just your What makes your approach, experience, or perspective
title distinctly yours

o

Audience Outcome
Who you serve best — the specific people or organizations you The measurable or meaningful result you reliably deliver for
create value for that audience

The power of this formula lies in its specificity. Notice that "Identity" is not your job title — it is your professional archetype. A financial
analyst might identify as a translator between data complexity and executive decision-making. A project manager might identify as a
builder of order in ambiguous environments. These framings are magnetic because they communicate value before credentials ever

enter the conversation.

® . Designer's Note: Each of the four components will be explored in its own dedicated step with a fill-in worksheet. Complete

them sequentially for best results — the components build on each other.
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Define Your Professional Identity

Your professional identity is not your job title. Titles are organizational labels — they tell people where you sit on an org chart, not what
you actually do or why it matters. Your professional identity is your role archetype: the pattern of how you show up, what problems you
are drawn to, and what you are consistently trusted to solve. Identifying this is the hardest part of the entire process — and the most
liberating.

Three Questions to Unlock Your Identity " Worksheet: Your Identity Draft

h :
What do people always come to me for? Complete these sentences

Not what your job description says — what colleagues, clients, when'things get complicated, people comertoime

or managers actually seek you out to handle. This reveals your becauselamgoodat___

perceivedidentity, which is often more powerful than your The work that energizes me most is

intended one.
My professional superpower, in plain language, is ___

What work do I do that feels effortless but
impresses others?

This intersection — your flow state that produces outsized
results — is usually the core of your differentiated identity.

What seems obvious to you often astonishes others.

What is the thread connecting my best
professional moments?

Look across your last five to ten years. The common
throughline — the type of challenge, the type of impact — is
your identity fingerprint.

If | had to describe my professional "type" in 3 words:

) )

Draft Identity Statement:

"l am a professional who ___

("4 Identity Archetypes Reference: The Builder (creates systems from scratch), The Connector (bridges people, ideas, and

opportunities), The Analyst (makes sense of complexity), The Catalyst (drives change and momentum), The Translator

(converts technical to human), The Steward (protects, sustains, and elevates). Which resonates most?
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Articulate Your Differentiation

Differentiation is the element most professionals skip — and its absence is exactly why so many positioning statements sound identical.
"Experienced marketing professional with a passion for results" tells a listener almost nothing. Thousands of people could say those
exact words. Differentiation is the specific combination of experience, perspective, methodology, or background that makes your

approach to work distinctly, verifiably yours.

Powerful differentiation often lives at the intersection of two or more worlds. A nurse who transitions into healthcare technology sales is
not "a salesperson” — she is someone who can speak to both clinical reality and product capability simultaneously. A teacher who moves
into corporate learning and development is not just an instructional designer — she is someone who has managed 30 students at once
and knows how adult attention works under pressure. These intersections are not weaknesses or weird résumé gaps. They are your most

compelling assets.

S Y (1]

Cross-Domain Experience Unique Methodology Lived Perspective
You've worked across industries, functions,  You've developed a specific way of You bring a vantage point — cultural,
or contexts that most peers haven't. This approaching problems — a process, a generational, functional — that gives you

breadth creates pattern recognition others  framework, a sequence — that consistently  insight competitors genuinely cannot

lack. produces better outcomes than standard replicate or manufacture.
practice.
/" Worksheet: Your Differentiation I Differentiation Traps to Avoid
Reflect and write: e Claiming "passion" as a differentiator (everyone is

passionate)
My background is unusual because ___
e Listing credentials instead of capabilities

The way | approach [core skill] is different because __ e Describing outputs (what you made) instead of impact (what

Something I've done that most people in my field haven't: changed)

* Beingso broad that anyone could claim the same thing
The combination of ___and ___in my background is rare.
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Identify Your Ideal Audience

The instinct when writing a positioning statement is to keep the audience broad — to appeal to everyone, to avoid leaving anyone out.
This instinct is professionally fatal. A statement written for everyone resonates with no one. The tighter and more specific your audience
definition, the more powerfully your statement speaks to the right people — and the more efficiently it filters out misaligned

opportunities, saving you time and protecting your energy.

Your audience is not a demographic. It is a description of the specific context, challenge, and mindset of the person or organization that
benefits most from your particular way of working. A recruiter at a 500-person tech company is a different audience than a founder at a
12-person startup — even if both are technically hiring managers. Understanding the difference in their needs, language, and priorities is

what allows you to speak directly to one of them in a way that feels personal and precise.

LENS 1: LENS 2: LENS 3:
ORGANIZATIONAL PROBLEM STATE MINDSET
CONTEXT

&
NGO

>
503
N

Startup vs enterprise, What challenge are How they think about
industry, stage of they facing right now solutions, risk
growth. that you solve? tolerance, what they
value.
" Worksheet: Define Your Audience Audience Specificity Ladder

The type of organization | do my best work with: ___

The specific challenge they're facing when they need me most:

2
The decision-maker or collaborator | work most effectively with

My audience values ___ above all else in a professional Broad

issomeonewho

relationship.
"Companies that need marketing help"

Audience Summary in one sentence:

"I work best with [who] who are [context/challenge]." 2 Focused

"B2B SaaS companies scaling past Series A"

Precise

"Series A B2B SaaS founders who have product-market
fit but no repeatable sales motion yet"
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Define the Outcome You Deliver

Every positioning statement lives or dies on its outcome clause. Identity tells people who you are. Differentiation tells them why you're
distinctive. Audience tells them if they're the right fit. But outcome tells them why they should care — and caring is what converts a
conversation into an opportunity. The outcome you articulate must be specific enough to be credible, meaningful enough to be

motivating, and honest enough to be defensible.

Strong outcomes operate on two levels simultaneously: the functional level (the measurable, tangible result — revenue increased, time
saved, processes streamlined, teams stabilized) and the emotional level (what the person actually feels when they've achieved that
result — confidence, clarity, freedom, momentum). The most powerful positioning statements gesture at both without being verbose
about either.

Functional Outcomes Emotional Outcomes Strategic Outcomes

These are measurable, verifiable These are the felt experiences your These are the longer-range

results: work produces: implications of your work:

e Revenue or cost metrics (grew e Clarity where there was confusion e Positioning for market leadership
pipeline by 40%) e Confidence where there was doubt e Enabling scale or expansion

* Time or efficiency gains (reduced e Momentum where there was e Building capabilities that outlast
onboarding from 6 weeks to 3) stagnation your tenure

* Structuralimprovements (built the e Trust where there was uncertainty e Unlocking opportunities that

team from 2 to 18) weren't visible before

e Risk reduction (zero compliance

incidents over 3 years)

7" Worksheet: Your Outcome Statement

The most consistent result my clients/employers get from working with meis ___
After working with me, people typically feel ___
The strategic benefit | contribute beyond day-to-day deliverablesis ___

If I had to finish this sentence: "l help [audience] go from ___to___."
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Putting It All Together: Writing Your PIPS

You now have the four building blocks. This section is where you assemble them into a living, breathing positioning statement that you
can actually use. The goal is not a perfect sentence on the first attempt — it is a working draft that you can stress-test, refine, and evolve.

Most professionals will go through three to five drafts before landing on a statement they feel genuinely proud to say out loud.

Test Refine Deploy

Sharpen language,
remove jargon,
increase specificity

Draft

Combine four
building blocks into
rough sentences

Use consistently on
LinkedIn, bio, and
conversations

Say it aloud three
times and check
clarity

The assembly process is iterative, not linear. Most professionals find that their first draft is too long, their second draft is too vague, and

their third draft starts to feel genuinely true. That progression is not failure — it is the process working exactly as intended.

The PIPS Formula Shorter Variant (For LinkedIn Headline Variant
Template Networking) "[Identity Archetype] | Helping

"l am a [Identity Archetype] with a "I help [Audience] [Outcome] by [Audience] [Outcome] | [2-3 word
background in [Differentiation [Differentiation]. My background in Differentiation]"

Element]. | work with [Audience [Identity Element] gives me a

Description] to [Outcome — perspective most [peers/competitors]

functional and/or emotional]. My don't have."

approach is distinctive because
[Differentiation — methodology or

perspective]."

[J " Your Draft Space: Write your full PIPS draft here before testing it: "lam ___. | work with ___to___. My approach s
distinctive because ___." Read it aloud three times. Does it sound like you? Does it make someone want to know more? If yes to

both — you're close.
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Three Professionals, Three Positioning

Statements

Abstract frameworks become real when you see them applied. The following case examples show how three different professionals —

each at a different career stage and facing a different challenge — used the PIPS formula to create positioning statements that opened

concrete opportunities. Study the structure of each statement, not just the content. Notice how each one satisfies all four components

without feeling formulaic or stiff.

&

Common Mistakes + Fixes

Mistake

Too generic

Title-dependent

No audience

Outcome missing

Too long

~/ The Mid-Career
Climber

Background: 6 years in operations,

seeking a director-level role

Their PIPS: "I'm an operations leader
who builds the systems that let
companies scale without chaos. | work
with Series B and C companies where
growth has outpaced process —
turning reactive firefighting cultures
into proactive, metrics-driven
organizations. My background spans
both startup and enterprise, so | build
for where the company is going, not

where it's been."

What opened: Promoted internally
within 4 months of using this language
in performance and stakeholder

conversations

Example

"Results-driven professional with strong

communication skills"

"Senior Marketing Manager at XYZ Corp"

"I help companies grow their revenue"

"I work in change management and

organizational design"

A six-sentence statement read from a

phone screen
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Fix

Replace adjectives with specific

evidence or context

Lead with what you do, not where

you sit

Name the specific type of company

and their current challenge

Add what changes for people after

you've done the work

Target 2-3 sentences for written;

20-30 seconds spoken
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Your Strategic Clarity Checklist & Next Steps

You now have everything you need to build, refine, and deploy a Personal Identity Positioning Statement that works in the real world. The
framework is simple, but the work of self-articulation is not — and completing it puts you ahead of the overwhelming majority of
professionals who settle for vague language and wonder why great opportunities don't find them. Use this checklist to confirm you've

built something solid, then take the deployment actions below.

PIPS Completion Checklist
[J !dentified your professional identity archetype (not just your
title)

[J Articulated at least one genuine differentiator (cross-

domain, methodology, or perspective)

[J Named a specific audience with a specific challenge — not

"all companies"

[J Defined a functional outcome with at least a gesture toward

the emotional one
Written a full draft using the formula template

Read the draft aloud at least three times

O 00

Tested the statement on one trusted colleague or mentor for
feedback

[J Created a shortened networking version (2-3 sentences

max)
[J Created a LinkedIn headline variant

[J Scheduled a 30-day review to refine based on real-world

response

The professionals who get the best opportunities are rarely the most qualified in the room. They are the ones who can most
clearly articulate why their particular combination of experience, perspective, and approach is exactly what this moment

requires. Your positioning statement is that articulation. Build it. Own it. Say it like you mean it.

4 3 30

Building Blocks Format Variants Days to Mastery
Identity, Differentiation, Audience, Full statement, networking version, and Deploy, gather feedback, and refine once —
Outcome — the non-negotiable LinkedIn headline — one framework, three most professionals nail their statement
components of every effective PIPS deployable formats within one month of active use
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