TL;DR Before writing a headline, study the choice the customer is
already making. Look at the brands they might compare, the worries
they repeat in public, and the details each website makes easy or
hard to imagine. Then turn that into a clearer promise, better proof,
and small tests.

Start with the buying situation

Positioning starts before the page headline. It starts with a real person trying to
make a decision.

This article uses a public research exercise around Mobel Story as the example.
It is based on public websites, public discussions, public social signals, and public
review-style signals only. It does not use Mobel Story sales numbers, website
analytics, private customer interviews, or internal company data. It is a method
article, not a public client case study.

For the kids room furniture example, the decision was not simply "buy a bed".
The parent might be thinking:

Will the bed fit beside the wardrobe?

Can the drawer open fully in a small HDB room?

Is the ladder safe for this child's age?

Will the room still look good beside the rest of the home?

Will the desk, rug, shelf, and storage still work two years later?
Who delivers and assembles it if the setup is heavy?

Those questions are more useful than a broad market label like "children's
furniture". They show what the page needs to answer.

If you skip this step, the funnel usually becomes vague. The ad says one thing,
the website says another, and the sales conversation has to fix the confusion.

Related funnel foundation:

https://instavar.com/blog/funnel-
tactics/Short\_Form\ Funnel\ Blueprint\ From\ Hook\ to\ Checkout
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https://mobelstory.com/
https://instavar.com/blog/funnel-tactics/Short%5C_Form%5C_Funnel%5C_Blueprint%5C_From%5C_Hook%5C_to%5C_Checkout
https://instavar.com/blog/funnel-tactics/Short%5C_Form%5C_Funnel%5C_Blueprint%5C_From%5C_Hook%5C_to%5C_Checkout

Map alternatives the buyer might actually
consider

Do not start with a narrow competitor list. Start with the choices a buyer might
realistically place beside each other.

For a child's room, a Singapore parent might compare:

¢ a familiar whole-home option like IKEA;

e agrown-up furniture brand like Castlery;

e modular kids furniture like FLEXA;

¢ online kids furniture stores;

e decor-led kids brands;

e ergonomic study furniture;

e space-saving custom furniture;

¢ |ocal showrooms that can help with delivery and assembly.

This matters because a parent is not always comparing brands from the same
shelf in the market. A parent can put IKEA, Castlery, a kids furniture specialist, a
custom space-saving brand, and a study-desk shop into the same mental
shortlist. Each one answers a different worry.

IKEA can answer "will this be easy and affordable?" Castlery can answer "will the
room still fit the rest of my home?" A specialist kids furniture brand can answer
"will this bed, desk, storage, and room setup still work as my child grows?" A
custom space-saving brand can answer "can this fit my awkward room?" An
ergonomic desk brand can answer "will this study corner support homework
years?"

That is why "alternatives" is often a better word than "competitors". It keeps the
research focused on how the buyer sees the choice.

What the alternatives looked like in this example

The useful question was not "which brands can Mobel Story beat?" It was "what
choices might a parent consider when buying furniture for a child's room?"

That wider view made the landscape easier to understand. The point was not
that all these businesses sell the same thing. The point was that a parent could
compare them while trying to solve one room:



e |KEA Singapore felt like the familiar, practical default. A parent can picture
browsing, checking prices, and choosing something easy to justify.

e Castlery Singapore felt like the polished wider home reference. It helps a
shopper imagine the adult living room, dining room, and bedroom looking
put together.

¢ |benma made the small-room problem visible with modular beds and
room-fit language.

e Piccolo House felt like a broad kids and nursery shop where a parent can
browse bunk beds, loft beds, and Montessori options quickly.

e FortyTwo put the shopper in fast comparison mode, with many products
and prices to scan.

e Deer Industries made the room feel warmer through decor, bedding, toys,
books, and smaller finishing pieces.

e Ergoworks pulled the parent toward the study corner, posture, desk height,
and homework years.

e Spaceman made space limits concrete through loft beds, bunk beds, and
foldaway furniture.

e FLEXA Singapore made adaptability easy to understand as a full children's
furniture system.

Placed beside those alternatives, Mobel Story's clearer role was not "more
furniture". It was helping a parent think through the whole child room: bed, rug,
storage, study corner, room size, delivery, assembly, and what changes as the
child grows.

Read each website like a shopper

Open each site and ask what a shopper can picture within the first few minutes.
For kids room furniture, useful details include:

e the size of the room shown in photos;

e whether the bed height is clear;

e whether drawers, ladders, guards, desks, rugs, and shelves are shown
together;

e whether prices and configurations are easy to understand;

e whether delivery and assembly are visible;

e whether the page helps a parent decide by child age;

e whether the room looks warm enough for a child and calm enough for the
home.
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https://www.ikea.com/sg/en/
https://www.castlery.com/sg
https://www.ibenma.com.sg/
https://www.piccolo-house.com/
https://www.fortytwo.sg/kids/furniture
https://deerindustries.com/
https://ergoworks.com.sg/collections/kids-study-desk
https://www.spaceman.com/collections/kids-beds
https://www.flexa-sg.com/products

The research should capture what each brand makes easy to imagine.

IKEA makes the parent imagine a familiar, practical, lower-friction shopping trip.
Castlery makes the home feel styled and grown-up. A modular kids brand makes
the bed system feel adaptable. A showroom-led specialist can make the parent
imagine asking questions, checking measurements, and avoiding a wrong
purchase.

These are not just brand descriptions. They tell you what each brand owns in the
buyer's mind.

Read forums for repeated worries

Forum research is useful when it turns vague assumptions into repeated
concerns.

For a child's room, public parent discussions tend to make the research more
practical. People talk about room size, renovation timing, safety, storage, study
space, and whether a layout still works as the child grows.

Do not turn one comment into a market truth. Use forum posts as warning
lights:

e What worries appear more than once?

e What details do parents ask for before buying?

e What do they regret after renovation or furniture purchases?

e What would make them feel safer before visiting a showroom or sending a
WhatsApp message?

This keeps the positioning grounded in ordinary decisions, not polished brand
language.

Separate evidence from inference

A useful research note should say what was observed and what was inferred.
Observed evidence can include:

e public product pages;
e public delivery, installation, warranty, showroom, and contact information;
e public social posts;



e public forum discussions;
¢ public review-style signals;
e public pages from brands a parent might compare.

Inference is the interpretation layered on top:

which buyer worry appears important;

which alternative feels strongest;

which positioning gap may be useful;

which website section or content test could make the choice easier.

This distinction matters. It stops the article from pretending to have private
customer data, sales data, analytics, or interviews when the work is based on
public research.

Turn the useful gap into positioning

The strongest positioning line should help the customer picture a better choice.
For a kids room furniture specialist, a useful direction might be:

Adaptable furniture for a child's room as they grow.
That line is useful only if the page makes it concrete.

The website should show:

the same room at different child ages;

a bed changing from toddler use to school-age use;

a rug, shelf, desk, and storage working as one room;

e measurements for Singapore homes;

delivery and assembly explained plainly;

e ashowroom or WhatsApp path for parents who need help choosing.

Now the positioning is not just a slogan. It tells the business what to show, what
to photograph, what to write, and what to test.

Turn parent worries into page sections

The research becomes useful when it changes what a parent sees next.

For example:
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Parent worry What the page can show Small test to run
"Will this fit my ~ Room measurements, drawer  Add one HDB-size room
HDB room?" clearance, and bed height. example above the fold.

Film a short showroom
walkthrough around bed
safety.

"Is this safe for ~ Guard rails, ladder angle, stairs,
my child's age?" mattress height, and age.

The same room at toddler,

"Will it still work Test a carousel showing one

primary school, and tween

in two years?"
stages.

setup changing over time.

. Bed, rug, shelf, desk, and ,
Will the room Test a page section called
storage shown as one calm

still look good?" "Build the whole room".
room.

Showroom help, WhatsApp Ask for child age and room
questions, delivery, and size in the WhatsApp
assembly. prompt.

"Who helps if |
choose wrongly?"

This is the bridge from research to funnel work. The public comments and

website walkthroughs do not become a report that sits in a folder. They become

the first screen, the photo list, the proof section, the video ideas, and the
questions a sales conversation should answer.

Connect positioning to the funnel

Positioning is upstream of the funnel. It decides what each funnel step should
say.

Funnel step What positioning changes
Hook Lead with the parent worry or room decision.

Landing page Make the first screen feel like the next sentence.

Proof Show measurements, rooms, delivery, and setup.
CTA Offer a room-fit question, visit, or WhatsApp.
Nurture Answer safety, age, space, and assembly concerns.

This is why positioning belongs inside funnel work. A clearer promise changes
the content, page, proof, and follow-up.

For message match after the positioning is clear:



e https://instavar.com/blog/funnel-
tactics/Landing\_Page\ Message\ Match\ for\ Short\ Form\ Traffic

Run small tests before a full rebrand

The first move does not need to be a full rebrand.
Small tests are enough:

1. Rewrite the first screen of one page around the clearest buyer decision.

2. Add one section that compares child ages, room sizes, or setups.

3. Film one short walkthrough showing how a parent chooses the right setup.

4. Create one WhatsApp prompt that asks for child age, room size, and the
piece the parent is considering.

5. Track which questions people ask after seeing the page or video.

Small tests are useful because they show whether the positioning helps buyers
ask better questions.

A simple research checklist

Use this checklist before writing the next positioning line:

. Name the buying situation in plain language.

. List the alternatives the buyer might actually consider.

. Read each website like a shopper with money and doubts.

. Capture repeated worries from forums, reviews, comments, and social
posts.

5. Mark every claim as observed evidence or inference.

6. Write the positioning line only after the choice is clear.

7. Turn the line into page sections, photos, videos, CTAs, and small tests.

A wWw N =

The same checklist can work outside furniture. A cafe can study when people
need a place to suggest in a group chat. A tuition centre can study what parents
compare before trusting a teacher. A clinic can study what makes someone
choose one first appointment over another. The examples change, but the
discipline is the same: start with the decision, study the alternatives, then make
the next step easier to picture.
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https://instavar.com/blog/funnel-tactics/Landing%5C_Page%5C_Message%5C_Match%5C_for%5C_Short%5C_Form%5C_Traffic
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Call to action

If you want help turning public customer research and buyer-view alternatives
into a clearer page, content plan, or positioning test, start here:

e https://instavar.com/blog/funnel-tactics

Last updated 4 Jun 2026. Drafted a public-research method using kids room furniture
in Singapore as the example, without treating the founder research note as a public
client case study.
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