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1) Join the expressions with their meanings:

	Battle of wits
	used to say that people or groups have shown which side they intend to support in an argument or contest that is going to begin

	Battle of wills
	two people or groups face each other directly in order to decide the result of a disagreement

	The battle lines are drawn
	when each side is very determined to win

	Half the battle
	effort made to live or exist, often despite difficulty or danger

	Battle against (e.g. her long battle against cancer)
	a shout that soldiers used to give in battle to encourage their own army or to frighten the enemy

	Head-to-head battle
	the most important or difficult part of achieving something

	Running battle
	a determined effort that somebody makes to solve a difficult problem or succeed in a difficult situation

	Battle for survival
	when each side uses their ability to think quickly to try to win

	Uphill battle
	mental problems caused by being in a war for a long period of time

	Battle cry
	lasting a long time; continuous



	Pitched battle
	an argument or a struggle that is difficult to win and takes a lot of effort over a long period of time

	Battle fatigue
	a fight that involves a large number of people


Positioning: the battle for your mind 

(Al Ries and Jack Trout)

Positioning is a concept that has changed the nature of advertising. A concept so simple people have difficulty understanding how powerful it is. Positioning starts with a product. A piece of merchandise, a service, a company, an institution, or even a person. Perhaps yourself.
But positioning is not what you do to a product. Positioning is what you do to the mind of the prospect. That is, you position the product in the mind of the prospect. Not that positioning doesn’t involve change. It does. But changes made in the name, the price and the package are really not changes in the product at all. They are basically cosmetic changes done for the purpose of securing a worthwhile position in the prospect’s mind. Positioning is also the first body of thought that comes to grips with the problems of getting heard in our over communicated society. 

The mind, as a defense against the volume of today’s communications, screens and rejects much of the information offered to it. In general, the mind accepts only that which matches prior knowledge or experience. Millions of dollars have been wasted trying to change minds with advertising. Once a mind is made up, it’s almost impossible to change it. The average person can tolerate being told something which he or she knows nothing about. But the average person cannot tolerate being told he or she is wrong. Mind-changing is the road to advertising disaster. 

The easy way to get into a person’s mind is to be first. You can demonstrate the validity of this principle by asking yourself a few simple questions:

What’s the name of the first person to fly solo across the North Atlantic? Charles Lindberg, right?

Now what’s the name of the second person to fly solo across the North Atlantic? Not so easy to answer, is it?

What’s the name of the first person to walk on the moon? Neil Armstrong, of course.

What’s the name of the second?

And what if your name is not Charles or Neil? What if someone else got into your prospect’s mind first? If you didn’t get into your prospect mind first, then you have a positioning problem. In today’s marketplace the competitor’s position is just as important as your own. Sometimes more important. An early success in the positioning era was the famous Avis campaign. The Avis campaign will go down in marketing history as a classic example of establishing the “against” position. In the case of Avis, this was a position against the leader. “Avis is only nº2 in rent-a-cars, (Herts being nº1), so why go with us? We try harder”.  This is the hard way into a person’s mind. And it works!

2) You are the writer! 

Cohesion is the glue that holds a piece of writing together. In other words, if a paper is cohesive, it sticks together from sentence to sentence and from paragraph to paragraph. Cohesive devices certainly include transitional words and phrases, such as therefore, furthermore, or for instance, that clarify for readers the relationships among ideas in a piece of writing. However, transitions aren't enough to make writing cohesive. Repetition of key words and use of reference words (like this, these, those, such, and that) are also needed for cohesion. When a repetition is too obvious, a synonym of the word you wish to repeat can be used. This strategy is called 'elegant variation.'

Each student will work with one paragraph. Re-write the paragraph in order to make it more cohesive. Change at least the underlined phrases in each paragraph. Compare your work with a partner and then decide on a final version of the text. 
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