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This document has been designed to give you Information and Inspiration to help you create a Unique Selling Proposition for your business, product or service.



Becoming The Obvious Choice In A Sea Of Competition


There is no choice; YOU MUST READ THIS ENTIRE DOCUMENT. Take notes, underline key points, highlight any BFO’s (Blinding Flash of the Obvious) and then most important of all TAKE ACTION. The future of your business may depend on it.


Don’t tell them what you do. Tell them what you do for them.


As a business owner, service provider or even medical professional, one of the biggest challenges you will face is telling others what you do. The challenge comes from the fact that most people are only interested if what you do fits what they need or want. Otherwise they are not interested. You must tell the listener how your product or service can benefit him, and how you can do it better than others who do what you do.

Differentiation, niche marketing, and positioning. These and other related business buzzwords have no doubt crossed every business owner and marketing director’s ears in recent years.

But what do these words really mean to you in your business? Usually they mean that a business will attempt to sell a product or service that is somehow different than the competition’s to a certain, specific target market. In theory, this is a great idea. If you could just reach that one segment of the market with your great, new, innovative product…

Welcome to reality. If your company is innovative enough to develop a truly unique product or service that is earning you a profit, the following inevitably happens: competition springs up from nowhere to imitate your product or service, undersell your price, and steal your market share. It’s immutable.

So, as your next line of defense, you choose to position yourself as the quality leader within your field. Or as the low price leader. Or as the service king. You soon find yourself in a battle with four other companies – all claiming to have the largest selection, lowest prices, highest quality or best service. 

A marketing free-for-all usually ensues. Each competitor tries in vain to shout with the loudest voice that his business is superior. Headlines get bigger, radio ads get more obnoxious, advertising agencies get richer. More significantly, customers begin to discount any claim made by any of the companies.
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Is niche marketing the way to go then? Obviously, different is better than “me too.” The question isn’t whether or not to be different, but rather how to communicate those differences in a way that your customers will believe and embrace them. Your Real Opportunity for Innovation Lies in the Marketing.



Here’s What Marketing Really Is…

You need to realize three things about business to understand marketing. These three things are always true, regardless of what industry you’re in: 1) All businesses do just one thing: They Woo Customers – Period. 2) All customers want just one thing: The Best Deal – Period. 3) Your marketing should do just one thing: Articulate Why You’re The Best Deal – Period. You can build confidence if you articulate your advantage.

This is not a complicated thing. If you dispute any of the three points, please call me to discuss it at once. I don’t want to be wrong about such simple stuff. But if this is such simple stuff…then why do most businesses have so much trouble executing a decent marketing plan? I say it’s because, in general, we are lazy communicators.

See if this scenario sounds familiar. When you get home from work, your spouse asks you how your day was. What do you usually say? Fine, okay, I’m tired, great, it stunk. Do these words actually communicate anything? What about when you see someone you know at the store and you ask, “Whatcha doin’?” (as if you really care or can’t tell by looking) and he answers, “Fine,” which is actually the answer to the other question he was expecting, which is “How ya doin’?” We are a society of lazy communicators…we are on communication autopilot. Don’t think, just talk.

These communication habits spill over into marketing and advertising all the time. Show me 99% of all marketing material created and I’ll show you a huge jumble of hyperbole, fluff, platitudes, and yawnably unbelievable, black hole nothing words. Words like cheapest, professionalism, service, quality, speedy, convenient, and best. These words do absolutely nothing to communicate why you’re the best deal. NOTHING. Claude Hopkins, the greatest advertising man in history, summed it up: “Platitudes and generalities roll off the human understanding like water from a duck. They leave no impression whatsoever.”

Firstly, let’s look at what some Marketing experts have called an ASA 
(Articulated Sales Argument)

The most powerful tool you can use to stand head and shoulders above your competition is the Articulated Sales Argument (ASA). Your ASA is the singular, unique benefit that your customers can expect to receive when they favor your business instead of your competitor’s – stated in specific, graphically illustrated terms. 

In a nutshell, the ASA is the argument you build, the case you design, and the reasons you give why a prospect should do business with you. Your ASA should distinguish your business from all the competitors. It will make you the obvious choice and lead prospects to the conclusion, "I would have to be an absolute fool to do business with anyone but you…regardless of price."

You may have associated the ASA to current business buzzwords like "niche marketing" or "unique selling proposition." The difference is we are not only going to introduce you to the concept, we are going to help you implement the underlying principle in a systematic way in your business.
An ASA Will Raise Your Business Above The NOISE


Take a look in the yellow pages and you will find pages of ads for nearly every given product or service. Each ad seems to shout the same thing: "best, cheapest, honest, friendly service" and many other empty words. We call this condition NOISE and it is one of the primary reasons for the Confidence Gap. This condition is not exclusive to the yellow pages, it is in every aspect of marketing and advertising. How then can a prospect determine which, if any, of the offers is the greatest deal? Generally speaking, they cannot. The result is a prospect calling the first few ads then going with the lowest price.

You may be aware that in your industry lowest price does not always reflect the best deal. You can probably name a competitor or two that offer a lower price than you. You can probably also identify how buying from your competition would result in less value for the same money spent. The most important question is does your marketing make your value clear to the prospect?
Build a Case For Your Product Or Service Like An Attorney Would

Envision your marketing situation as a court case - your prospects are the jury, you are the defendant and you must prove to them without a doubt that your product or service is the most practical alternative amidst all the competition. Now remember: this is a life or death situation. Under these circumstances, are you going to settle with a defense that says, "we're better, we're cheaper, we're professional or we've got better service"? Of course not! You are going to probe your jury to know what they will be sympathetic to and respond to. You are going to give substantial, quantifiable evidence to back yourself up.

Once you have gathered this information about your business or developed your ASA, selling becomes incredibly easy. You will have the entire framework for any marketing and media you will ever need to create for your business. In effect, you have defined the "Inside Reality" or the "something good to say." Once you have this clearly defined, you are ready to work on the "Outside Perception" or "saying it well."

Here’s an example of an ASA in action.

An air conditioning repair company in Las Vegas harnessed the power of the ASA and tripled the size of its business in less than a year. Before developing and implementing an ASA, the company had been guilty of running “me too” advertising. Their yellow pages ad (where 90% of their business came from) had the company name plastered across the top in huge letters. Bullet points let everyone know that they provided 24-hour service, they serviced most major brands, they had 22 years of experience, etc.

Because everyone else’s ad said essentially the same thing and since their ad was relatively large, they were able to build a respectable business in spite of their “me too” approach. Each year, they were able to generate enough revenue to do the following:
1) Add a new truck or two to their fleet.
2) Keep their repairmen busy most of the time.
3) Generate a small profit for the owners.
4) Continue to run the advertisement.

What more could small business owners ask for? A lot more! The first step in developing their ASA was to determine what customers wanted most from an air conditioning repair company. In the 8 month long Las Vegas summer even a couple of hours without an air conditioner is sheer misery. Customer surveys confirmed their notion – fast service was to be the premise for their ASA.

But everyone else already claimed to have fast service. Some companies even put FAST SERVICE in big headlines at the top of their ads. It wasn’t as if nobody else had ever figured out that being fast was important. The funny thing was that nobody else had ever figured out a way to say it in a way that would allow them to stand head and shoulders above the competition.

The next year they ran a half page ad as usual (no additional expense), but changed the wording to say, “Because we have 58 repairmen on call 24 hours a day to man our 27 service trucks, we can guarantee that your home or business will be cool within 2 hours of your call – or there’s no charge for the repair.” And that was just the headline!

The rest of the ad went on to explain that if the crews were too busy to fix the unit right then or if the repair would take longer than 2 hours, portable units would be brought in to cool the house at no extra charge until the repair was completed. Bottom line, the customer would be cool in a hurry – period.

The company put a lot of faith in their new ASA based on previous test results – they actually only had 17 repair trucks and about 40 technicians when they first placed the ad. They were counting on the ad to generate enough business to afford them the additional trucks and personnel. The number of calls the ad generated quadrupled in less than one month after the new book came out. More importantly, they were able to convert 50% of the calls into jobs – up from 38% before. Gross revenues soared and new trucks were bought to keep up with demand. The end of the year profit for the owners was higher than they thought they would ever see. 

Their integration of the ASA “fast service” was the key element in the company’s turnaround. Obviously, other factors contributed as well, like the company’s underlying dedication to fulfilling the “big promise” of fast service. But the point is a simple headline stating the ASA “fast service” increased their bottom line by over 400% with no additional advertising cost.

What’s Your ASA?

The ASA really is the keystone of all your marketing. Everything else depends on it. 

Another name for ASA is the Unique Selling Proposition or USP

Every day, you're inundated with more than 1,500 advertising messages. If you're like most people, you're spending huge amounts of energy just trying to block out those messages. 
Now, turn this issue around and ask yourself: "How do I get my message across when most people are trying hard to dismiss it?" The answer is in your USP — your Unique Selling Proposition.
The concept of "USP" is credited to Rosser Reeves, chairman of the Ted Bates & Co. advertising agency in the 1950s. He was one of the first to develop a technique for communicating in an overcrowded marketplace. His definition of what makes a USP holds true today:
· All advertising must make a proposition to the customer: Buy this, and you will receive a specified benefit.
· The proposition must be unique; something competitors cannot claim, or have not chosen to emphasize in their promotions.
· The proposition must be so compelling that it motivates individuals to act.
Bottom of Form
The concept of USP has evolved since Reeves' groundbreaking work, but it remains a foundation of successful marketing. USP is nearly synonymous with positioning, and is integrally related to branding strategy. These concepts share a common focus — making a specific offering unique and desirable to a specific audience.
 A unique selling proposition (USP) is a succinct, memorable message that identifies the unique benefits that are derived from using your product or service as opposed to a competitor’s. A USP should be used as a strong and consistent part of an advertising campaign. It can be painted on the company’s cars or trucks, printed on the letterhead, and used in the packaging copy. It becomes, essentially, a positioning statement—a declaration of your company’s unique standing within the marketplace as defined by your product’s benefits. 
Often a USP is a quick and snappy condensation of the company’s strategy. This is especially true when a company offers one type of product or service. But even more so than most strategies, USPs tend to focus on one or two of the most powerful and easily communicated benefits derived from using a product or service. 
The USP might focus on price, quality, dependability, breadth or depth of the product or service line, technical edge, fashion, customization, specialization, or nature of service. 
Your unique selling proposition is the core of your marketing message. It tells suspects, prospects and customers about the value you provide in a clear, concise format. It is not a job description – “I wash windows” but a statement of purpose with a benefit  – “I improve your view of the world outside your window.” 
To build long-term product recognition, a business owner/advertiser or marketing agency should focus on getting consumers to remember one succinct and consistent message regarding its product. To expect consumers to remember a continually changing or drawn-out message is a near-futile hope. 
It is particularly important that a USP immediately convey one of the strongest competitive advantages of using your product. Otherwise you are simply engaging in trade association-type advertising or, in other words, promoting all products within your marketplace or industry. 
Marketers should strive to create a significant perception of difference between their product and the offerings of competitors. This becomes particularly important, and of course a more difficult job, when competitive products or services have virtually identical features that offer like benefits. Developing a USP that accomplishes this task is called product differentiation. 
[bookmark: _GoBack]For example, a perfume manufacturer could use the product name, packaging, and advertising to create a certain distinct mood or feeling about each of its product lines. It can carefully target each line to a specific audience. 
Think of Shalimar—“The Gardens of Shalimar have inspired thousands of lovers. And one perfume.” Or Liz Claiborne’s Vivid—“A spirit that will not be denied.” 
Similarly, a cola bottler or brewer of beer may use a USP to identify its product with a fun and appealing lifestyle that creates a positive product differentiation. 
Great examples of effective product differentiation include Wal-Mart’s “Always the low price,” FedEx’s “Absolutely, positively overnight,” UPS's “We run the tightest ship in the shipping business,” Stouffer’s “Nothing comes closer to home,” or Midas Muffler’s “Guaranteed for as long as you own your car.” 
Here’s an example of an effective USP from a well known company - the biggest in their field - in an extremely competitive industry. This company became the biggest in their field entirely because of their USP. The company is Domino’s Pizza. Consider Domino’s USP:

"Fresh, hot pizza delivered to your door in 30 minutes or less, guaranteed!"
This USP built Domino’s into a pizza empire!
Let’s look at what made Domino’s USP successful? 
First, it specifically answers the question of why should I do business with them. The answer, of course is, call them if I want fresh, hot pizza delivered to my door in 30 minutes, guaranteed. 
Secondly, this USP is very specific and meaningful. It doesn’t say "it’ll be there soon." Or, "it will be delicious." It says only that you will get fresh, hot pizza delivered in 30 minutes, guaranteed! 
You can imitate Domino’s Pizza’s USP to create a USP for your own business. You just need to think about how your business answers the question listed above. 
Another aspect of an effective USP is that when you tell someone your USP, it should prompt the following response:
"Really? How do you do that?"
Say you’re at a party and someone asks you what you do. Instead of telling them your title or what you do, tell them your USP. If you tell them, "I’m an automotive recycler," that person is merely going to nod and smile.
On the other hand . . . lets say your USP is:
"I save business owners thousands of dollars each year by _____________." 
Or…
"I give ________ that shows any business how they are almost always blowing thousands of dollars a year on _________."
Or… 
"I am a ________expert who shows companies how to add extra profits to their bottom line by teaching them how to save money on their __________ costs."
Or…
"In 15 minutes, I show people how to save hundreds, even thousands of dollars on _______ they regularly overpay for." 
Or… "I show businesses who spend $x,xxx a year on ________ how to protect themselves from being overcharged." 
With these USPs, there’s a good chance a prospect will ask you, "Really, how do you do that?" You then tell them about how your business can save them money. 
Why it works 
USP works because of a simple fact of cognitive behavior. One of the ways the human mind handles the barrage of advertising it receives is to pick something to believe, then hold that notion until forced to change. Snap judgments become permanent beliefs, since it is uncomfortable and difficult to change convictions once formed. The mind tends to filter out new information that doesn't support already held beliefs. This attribute of the mind, called "anchoring," explains why USP is an effective strategy.
Areas to consider when developing YOUR USP/ASA
Target Market/Specific Group
To understand what will be compelling to your target market, you must know what these consumers value. Study what they buy, and how they make their purchase decisions. Consider your potential customers in terms of their demographics, lifestyle and purchase characteristics.
Your goal is to match the benefit you promote to the needs and issues customers care about.
The best USP statements are personalized to the group or individual you are addressing. For example, when speaking to a doctor, I would say 
“I help medical professionals find more profitable candidates for their elective procedures.” 
When speaking to a diverse group (such as the chamber of commerce) I would be more general: 
“Ace Communications designs hair-on- fire marketing programs that help you attract more clients and earn more money.” 
Knowing your target market will also enable you to communicate better with them. So let’s get specific. Here are some guidelines: Page 127 Instant Leads Bradley J. Sugars
Age: How old are they?
Sex: Are they male, female or both?
Income: How much do they earn?
Where do they live: Are they local, or do they come from miles around to deal with you?
Competitors
Since it's often better to be first than best, it's important to know what beliefs the target market now holds about you and about your competitors. What might research tell you? Remember that competition can come from direct or indirect sources. For example, while all publishers of how-to books are direct competitors to the Dummies books, indirect competition also comes into play from how-to courses and seminars.
It is difficult and expensive to challenge a competitor for a position already occupied, because of the "anchoring" phenomenon. When you know your competitors' positions, you can choose to avoid direct challenges and instead carve out your own niche, where you can be both first and best.
Study your competition. Search online for potential competitors. Pick the top 5 to 10 and try to determine their USP. Most will not have a clear USP, for these look for some of the features or services that they stress.
Now look for the gap in their products or services. What area of the market is not being serviced? 
Positioning
Better to be first. The easiest way into a person's memory is to be first. In the mind, second is not a unique position — it's merely the start of "the rest of the pack." The mind can remember some levels beyond "first" and "other," but divisions quickly become fuzzy among the also-rans.
Because of the "anchoring" tendency, being first is better, even if being first is not logically important. Consider the explosion of self-help books with titles like "XYZ for Dummies," "Complete Idiot's Guide to XYZ," "Beginner's XYZ," and so on. 
The first entrant, the "Dummies" series, now holds more than two-thirds of the market for self-help books. The other publishers were later entrants, and so they struggle to gain a share of the remaining market.
There is no logical reason to believe a "Dummies" book contains more useful advice for novices than other books intended for the same audience. Still, two out of three of us cast our lot with the "Dummies."
Developing your USP is the art of choosing and communicating a dimension in which you can make a compelling claim to be first — and therefore, in the marvelously illogical mind, best.
But what is "positioning" and how can you use it? Some examples:
SONY has been first at innovation. They want to be first in whatever’s next in technology. 
K-Mart is the cheapest store, they won’t be undersold. Low price and full lines are their battlefields for your mind. 
"What’s the best battlefield (Strategic Position) for you to take?" 
You must understand that any decision to buy from, or use a company’s services, first takes place in the mind of the customer. If your company, products, or services are not in their mind, they probably won’t use you. You basically, "aren’t there" without a position.
Some of the most common examples of positioning are service, speed of delivery, latest technologies, guarantees, and lowest price. 
Your company has probably already carved out a niche for itself. But, if you’re like most business owners, you probably haven’t identified what your niche is. Usually it’s the salespeople and customers who know the niche better than the owners do. 
When it comes down to it, customers are the ones who really know a company’s niche best. You can use the 80/20 rule to do some research about your company. The 80/20 rule is that 80% of a company’s profit comes from 20% of their customers. Find out who the "20%" of your best customers are. Find out why they are doing business with you instead of someone else. This will tell you where your real niche or core competency is. If you think you do one thing and your best customers think you do another thing, you need to make a decision. What causes this difference in perception? Did your marketing do a better job of advertising your weaknesses than your strengths? Did you accidentally advertise what you do least instead of best? 
If from your results you think you’re marketing the wrong USP and losing business because your market has the wrong perception of you, then change it! 
These are not minor decisions for you and your company to make. These can be "make-it or break-it" decisions. The good thing is you can survey your market. Track the results of sales and make necessary changes. These decisions are critical to building a HIGH-PROFIT business. 
You have to communicate any changes to your market. A well stated USP is the way to accomplish this.
Getting Into The Minds Of Your Prospects
So, how do you get into your prospects’ minds?
You find or create your own position and communicate it over and over again to the right target market. 
Here is something you must keep in mind when marketing your company, (almost no one does): 
You have to be perceived by the public as being different from your competition! 
Your prospects have to see you as having something different, something special that sets you apart from the others in your industry. Otherwise, there’s no reason for them to call you. They may call your competition or they may decide not to call anyone at all. 
To the general public everybody in your industry may seem all the same. You know that’s not true. Good positioning finds and communicates what’s different about you. What sets you apart from others that do the same work as you do. Determine what makes you unique, what your differences are, so the uninformed public will know how they will benefit by doing business with you. 
Now, the next thing in determining your strategic position is to discover and communicate the following things: 
· Who you are 
· What you do 
· Why you’re different 
· How you can benefit your prospects 
There should be a lot of differences between you and others doing the same kind of work. If there aren’t then you’re not paying close enough attention or you need to invent some unique things that others don’t do.
Some examples might be:
· Open weekends and evenings 
· Special financing options 
· New breakthrough equipment
· No premium for after-hours work 
· Family owned for 25 years 
· Specializing in ___________ 
· Great guarantees 
· Something for FREE (that perhaps the rest of the industry charges for)
Benefits
Before a purchase is likely to happen, a magical act of transformation must take place: Features must be turned into benefits. A feature is anything you have designed into the product or service. A benefit is what the customer gets out of it. A feature may be useful, but it is not of compelling interest in and of itself. A benefit is a solution to a problem, a fulfillment of a desire.
Take a camping lantern with a head-mounting strap. You designed the head-mounting strap into the product; that's a feature. The customer gets hands-free operation of the lantern; that's a benefit.
Even if you can't find a completely unique feature to promote, search for one that other competitors have overlooked. When you find it, you've got the "U" for your USP.
Tell your prospect how you can ease his pain. This presupposes that you understand the problems of your target market, and have a solution. 
Some people get this backward, and create a solution in search of a problem (or create a problem in search of more problems!). 
People will not use you unless they are going to get some kind of benefit. You have to clearly and succinctly tell and show them how they will benefit by doing business with you. 
Benefits do not include things like:
· We really care 
· Locally owned and operated 
· Friendly service 
These things don’t really say what you’ll do for someone. They are vague and unspecific.
Some examples of benefits might be:
· We guarantee to save money on your ________ costs 
· Deadline promises kept or we pay you — guaranteed 
· We guarantee you’ll get same day quotes
After you come up with as many benefits as possible, ask some of your customers what benefits they have gotten from your relationship.
In trying to list the benefits of doing business with their company, many owners end up with a list of features instead of benefits. Just remember a feature is an item or facet of your product or service. A benefit is what that feature will DO for someone. 
You need to see what people get out of buying your products or services. What do they end up with when it’s all said and done? Do you ever get compliments/comments from your customers? How can you translate those into benefits? Keep your focus. Really see things from the eyes of your customers. You not only have to listen to what they say about you being unique and how you uniquely solve their problems, but you should also use the language they would use to describe that uniqueness. 
It is vitally important that you know the benefits you can give prospects and to be able to communicate this to them. When you speak to prospects or customers you must speak in customer language. You must have the view point of the consumer and talk in terms the consumer understands. Think of it this way. If your best customer were to tell someone else why they do business with you, what would they say? 
Differentiate
How is your business (and you) better and different than who you compete with? 
What does this mean? I want you to list all the ways that you think you are better than others in your industry. What do you feel your strengths are? Very few can be good at all things and if you were, no one would believe you anyway. But for now, list all the ways you think you are better. Keep in mind here you are going to want to tell your prospects how you are different from others in your profession without bad-mouthing or slamming the other guy. 
If you start saying, "and I’ve done this and I’ve done that and I’ve done the next thing ... I can do all these things for you," pretty soon you’re the jack of all trades. Jack of all trades and expert of none is what your market will think.
Look at if from your public’s view point: 
· Are there ways you give better service than others? 
· Are you more experienced in certain areas? 
· Are you more personal?
· Do you have better guarantees or better payment options? 
· Do you have better equipment?
You might think that it’s too much work to create your USP. Believe me, it’s not if you want a profitable business. The only reason your public is uninformed about the benefits of doing business with you is because YOU haven’t informed them. 
Most USPs fall into one of 10 main categories. 
These 10 categories are:
1. Low Price
Guaranteeing the lowest price has been used as a USP for many online merchants. Unfortunately many who have chosen this for a USP are no longer in business. Doing business online does have some cost and overhead advantages over off-line business and most online customers do expect some of these savings to be passed on in the form of discounts. 
However, cutting profit margins too deeply is rarely healthy for a business or market. If your company is small, you run the risk of setting off a price war or angering the larger players in your market, who due to economies of scale, can afford to match or beat your prices short term to force you out of the market, long term.
There are of course many examples of businesses that have adopted this USP and survived or even prospered. The philosophy is low margins but high volume. The best example of successful implementation of this USP is Wal-Mart. 
Wal-Mart’s USP statement is short, sweet and to the point.
Wal-Mart – “Always Low Prices. Always”
2. High Quality
The high quality USP is based on a high margin, lower volume philosophy. This USP is often found hand in hand with other USPs such as “Superior Service” and “Strongest Guarantee”. 
One brand that immediately comes to mind when you think about quality is Rolex. While there are actually watches that cost more than a Rolex, the general public immediately recognizes a Rolex as a high quality timepiece. 
Rolex also has a short USP statement that communicates volumes.
Rolex – “Quality Takes Time”
3. Superior Service
In today’s marketplace unless you want to position yourself simply as a “Lowest Price” commodity, you have to add value. Providing superior customer service is a wonderful way to add value as well as develop long-term customer loyalty. 
Good customer service should be and is expected. What I am talking about here is the “above and beyond” type of customer service. I frequently consol my clients to go beyond just satisfying their customers. You have to AMAZE them.
A good example of a company that has adopted “Superior Service” as their USP is RackspaceManaged Hosting. In a very crowded market of “Lowest Price” competitors, Rackspace has managed to differentiate itself very successfully by focusing on giving extra mile service. I host several of my higher traffic sites on Rackspace dedicated servers and have found their staff to be knowledgeable and helpful.
Rackspace sums up their USP statement in two words.
Rackspace – “Fanatical Support”
4. Size/Selection
Being the “biggest” in your market or providing the largest selection of items in your niche can be a powerfully effective USP. 
The classic example of this is Amazon.com. 
Were they the first online bookstore? While many people think that they were, there were actually several companies selling books online before Amazon.com. Are they the lowest price? Nope. While their prices on books are low, if you look around enough you can find them cheaper elsewhere online. So what made Amazon.com blow away other companies that entered the market sooner or had thousands of retail stores? Selection. For years Amazon’s USP was “Earths Biggest Bookstore.”
Even though they were not the first and today they have intense competition from all of the “brick and mortar” stores such as Barnes and Noble, Borders and B. Dalton, who have set up their own websites, Amazon.com still leads the pack in online bookselling because they clearly differentiated themselves early on by being “Earths Biggest Bookstore.” This clear USP was the reason for their rapid growth and early success.
While they have changed their current USP to be a bit diluted and broad, Amazon.com’s original USP was clear and focused. 
Amazon.com – “Earths Biggest Bookstore.”
5. Convenience
The “convenience” USP is based on centering your business around your customers needs. By removing as many obstacles to ordering, receiving or using your product or service as possible, you are placing the customers convenience at the centre of your business model.
A good example of the “Convenience” USP is Schwan’s. This company has been delivering frozen food items to customer’s homes for over 50 years. They have kept up with technological changes by adding the convenience of online ordering and multiple payment options.
Schwan’s USP statement sums up their commitment to customer ease and convenience.
Schwan’s – “Shopping should be easy. Cooking should be fun.”
6. Knowledgeable Advice, Recognized Authority
This USP works well for professionals and other skill or service based organizations. This USP says “I am the top in my field. You can trust my knowledge and experience.”
You have probably seen the wild infomercials for Mathew Lesko’s “Government Grants and Giveaways” book. Mr. Lesko, through his wild and crazy antics has positioned himself as a leading authority on taking advantage of government waste and special interest programs.
His USP statement makes his claim to be the leading expert in his specialty.
Matthew Lesko – “America's Leading Expert on Free Government Money.”
7. Customization/Most Options
Giving your customers more options or custom building your products to their individual specifications works well for a USP, when compared to your “mass market” competitors.

One company that made a name for itself by using customization as it’s USP is Ping Golf Clubs. Ping was the first company to custom fit golf clubs to the swing of each individual player. This was a revolutionary concept in the 1960’s. This unique approach to club building has made Ping one of the most recognized and respected names in golf.
Ping’s USP statement reflects their commitment to custom fitting their products to their customers needs.
Ping – “The leaders in custom fit, custom built golf clubs.”
8. Speed
The speed at which your product or service is delivered can be a powerful USP in today’s fast paced environment. Offering Overnight or 2nd Day Air shipping as a standard service in a niche or market that is used to standard ground shipping can give you a strong competitive advantage. It was not too long ago that the standard for shipping in mail order was 4 to 6 weeks. (Remember those days?)
Federal Express revolutionized the industry when it began guaranteeing overnight delivery of packages.
The FedEx USP statement explains exactly why to use their service.
FedEx – “When It Absolutely Has To Be There Overnight.”
9. Originality, First in Marketplace
Sometimes your product is so new and unique that the product itself is the USP. Unfortunately in today’s competitive environment this type of USP is short lived. Before too long a competitor will emerge with a knock-off or copy of your product. 
However, until then promote the newness and uniqueness of your product as the USP. When the competition heats up switch your USP focus to being the “original” or “first”. Being the original or first mover in the market is a USP that nobody can duplicate.
An online example of this is OilOnline.com. Since they were established in 1995 dozens of other sites have popped up targeting the oil industry, however OilOnline.com has maintained its dominant position in this market by using its claim to being the first site to target this niche. 
OilOnline.com’s USP statement emphasizes their “first mover” status in their niche.
OilOnline.com – “The Original Online Source for the Oil Industry.”

10. Strongest Guarantee
Most customers assume that a company will stand behind their product or service, but a clear, strong guarantee turns the assumed into the assured. But with the level of competition out there today, you need to make your guarantee stand out from the crowd. This is an area that you can differentiate yourself from your competition. Make your guarantee so strong that when compared to your competition’s, your customer would be crazy to go elsewhere.
Craftsman tools are a prime example of this USP. Craftsman claims that, “If any Craftsman hand tool fails to provide complete satisfaction, return it for free repair or replacement. Period. The first Craftsman hand tool we sold back in 1927 is still under warranty today.” Now that’s a strong guarantee.
Like all well thought out USPs, the Craftsman USP statement leaves no doubt what their main advantage is.
Craftsman Tools – “Hand tools so tough, they're guaranteed forever.”
More home grown examples to keep you focused.
Hungry Jacks “the burgers are better at Hungry Jacks”
Dick Smith Power House “It starts with Low prices and just gets better”
KMART “Cutting the cost of living”
Bunnings “Lowest Prices are just the beginning” Tell me, what’s their Guarantee…….
Pedders Suspension “Expert service and advice you can trust and No Bull”
Avis “We’re No 2 we try harder”
Mitre 10/10 on everything 
Challenged? 
Consider these strategies for uncovering your unique benefit, your USP, your ASA.
1. Against a competitor or category. Remember the rental car giants Avis vs. Hertz? Avis' "We're No. 2. We try harder" turned a disadvantage into a memorable emphasis on service. When soft-drink leaders Coke and Seven-Up butted heads, Seven-Up promoted its "Un-cola" status to set itself apart from the whole category of cola beverages.

2. Reposition the competition. Make your competition the villain, rather than the benchmark of good performance. When Tylenol took on conventional aspirin, it did so with ads that proclaimed, "Aspirin can irritate the stomach lining.... Fortunately, there is Tylenol."

3. Focus on the problem. All photocopiers do pretty much the same thing — make copies. But the latest technological enhancement is an internal modem that can place a service call, even if the copier is unattended when it breaks down. Dealers for the enhanced copier stand out from their competitors by focusing on the problem of downtime.

4. Better value. When other products deliver the same benefit as your offering, then something other than product features must set yours apart as the better value. Your convenient location, or extended warranty, or free home delivery, or lower price point may be your USP.

5. Users and usage. If the "80/20" rule of thumb holds true, it's likely that 80% of your business comes from the 20% who are your best customers. What are these people like? Dramatize their loyalty to your offering, and you will attract others like them. Consider using a high-profile spokesperson from this group of loyalists to get your message across.

6. Examine you own business. Sit down and brainstorm with your staff possible USP concepts. Don’t judge the ideas, just write them down. To stimulate thought and ideas ask the following questions:
· What do we do the best? 
· What do we do better than our competition? 
· What awards have we won? 
· What have our customers said about us? 
· What praise do we often get from our customers? 
· What endorsements for celebrities or well know organizations do we have? What endorsements could we get? 
· What does our product or services do better than anyone else? 
· How is our business model different from our competition? How could it be different? 
· What market category or niche is not being served by our industry? 
· What is unique about your business or brand vs. direct competitors? You'll probably find a whole list of things that set you apart; the next questions will help you decide which of these to focus on. 
· Which of these factors are most important to the buyers and end users of your business or brand? 
· Which of these factors are not easily imitated by competitors? 
· Which of these factors can be easily communicated and understood by buyers or end users? 
· Can you construct a memorable message (USP) of these unique, meaningful qualities about your business or brand? 
· Finally, how will you communicate this message (USP) to buyers and end users? Marketing tools to communicate USPs include media advertising, promotion programs (e.g., direct mail), packaging, and sales personnel. 
It is also helpful at this stage to interview and survey your current and past customers. Ask them why they bought from you rather than your competition? What are they looking for in a provider of your product or service? What is important to them when making a buying decision? What feature or benefits do they value most or would like to see added to your product or service?
7. Use the USP Questionnaire provided to you by your Business Coach (A very obvious choice)



NOW’s the time for ACTION
Actions USP questionnaire is an excellent way to start the creative juices flowing. It gives you a launching pad and it provides a simple process of revealing the hidden potential every business has, their Unique Selling Proposition.
Or you can begin to write down and crystallize your ideas. Don’t worry about length at first, just write down the key points of your USP concept. Focus on the benefits to your customer of each concept. Develop a list of 5 to 10 possible USPs.
Show this list to your staff, friends, family and current customers. Get their input and suggestions and use these suggestions and comments to narrow your USP concept down to a single main differentiating concept.
Once you have settled on the most unique and compelling feature of your product or business, begin to distill it down to one paragraph that clearly communicates and sums up why your customers should buy from you. This paragraph can be used on your website or in your marketing materials where you have more room to explain the unique benefits that you bring to your customers. However, it is still too long to be used as a tag-line or slogan.
You still need to distill your USP down to one or two focused sentences that clearly and concisely communicate the benefits of your USP to your customers. This statement should leave no question in your customers mind about what you do and how you are different than your competition.
This USP statement will become your tagline or slogan. This process will take some time and your USP statement may require several revisions before you are comfortable with the final draft.
Integrate your USP statement into everything you do. Put it on every page of your website, on your letterhead, in all of your advertising and marketing. Communicate it to your employees, managers and staff. Let it infuse into your corporate culture. Every time you talk to your customers, employees or suppliers you should mention this USP. You cannot just give lip service to your USP, you have to live it and breath it! It must become a part of you.
Every product, business or service has (or can have) a USP that makes it stand out from the competition. It is up to you to discover or create this element of uniqueness. Differentiate yourself, your business and your products from your competition and watch the sales pour in!
Let’s make this Absolutely Clear. There are some major benefits to spending quality time and energy in developing your USP/ASA….naturally INCREASED PROFITS is one of them.
Focus: Keeps your team pointed in the right direction and focuses your group on delivering the promise.
Advantage: Tells your customer what the specific advantage your organization has over the competition.
Image: Creates a persuasive image for your customer of what you will do for them.
Reason: Gives a distinctive reason for the customer to buy from you.
Differentiates: Your business in the eyes of your current and potential customers or clients. 
Still finding it a challenge, then maybe your USP is one of the following:
· You offer the cheapest price for the product or service you're selling, than any other company.
· You offer a higher quality product or service than any of your competitors.
· You offer the widest choice or selection of products than anyone else.
· You provide more customer service, assistance or education, before, during and after the sale than any of your competitors.
· You offer more bonus products, services or premiums than anyone else.
· You offer the fastest delivery time for your products than any of your competitors.
· You offer a longer period of guarantee or warranty than any of your competitors.
In case you think that I have been some what repetitive in this document, you’re absolutely correct. And just to make sure you have understood the importance of developing a USP/ASA for your business, product or service, I have added just a little more information and inspiration.
 "Your USP is Like A Maverick 'Pick-Up Line' That Will Have Customers Favoring You Over Everyone Else"
Remember that a USP is a marketing concept invented by Rosser Reeves in the 1960's. Reeves, who wrote Reality in Advertising, came to the conclusion that the only way to make customers come to you was to create an advertising message about your product that contained the following three characteristics:
1. Each advertisement must make a proposition to the consumer. Not just words, not just product puffery, not just show-window advertising. Each advertisement must say to each reader: "Buy this product, and you will get this specific benefit." 

2. The proposition must be one that the competitor either cannot, or does not offer. It must be unique--either a uniqueness of the brand or a claim not otherwise made in that particular field of advertising.

3. The proposition must be so strong that it can move the mass millions, i.e. pull over new customers to your product.
Reeves used this idea to create unique selling propositions for many consumer products such as Anacin ("The pain relievers doctors recommend most"), M&M candies ("They melt in your mouth, not in your hands"), Colgate ("Cleans your breath while it cleans your teeth"), and Wonder Bread ("Helps build bodies in eight ways"). With the USP, he built those products and companies into billion dollar giants. 
The strategy of creating and then sticking to a USP is as powerful today as it was then, and is still used by savvy marketers to build million dollar and billion dollar firms. If you have the right type of USP for your product or service, that type of outcome is not out of reach.



Since that time, the idea of the USP, also known as a unique buying advantage, has slowly expanded beyond its original bounds. Borrowing some of the findings of Doug Hall, we now also know that successful USPs should have the following characteristics:
	1. A Big, Overt Promise of BENEFITS for customers who buy the product or service 
1. A REAL REASON to BELIEVE that the benefits claim is credible and that customers can TRUST that those promised benefits will actually be delivered 
1. A DRAMATIC DIFFERENCE to those promised benefits that makes the offering unique and distinguishes the product or service apart from its competitors 
1. It should be short, simple, memorable, attention getting, persuasive, motivating and compelling just by its WORDING alone 
1. The USP should be an ECONOMICALLY FEASIBLE idea that can sustain a business for at least 5 years or more 
1. It should absolutely penetrate the business, by operational design and outward appearance, to lend overall guidance to the idea of customer service and managerial alignment throughout a firm 



Federal Express created one of the most famous USPs of all time when it said: "When it absolutely, positively has to be there overnight." When Fred Smith founded Federal Express, there was no such thing as an airfreight package delivery service that could reliably deliver packages overnight in a consistent fashion. Everyone knows FedEx now, but the business of Federal Express is not so much the package delivery business as it is the business of delivering peace of mind. FedEx's customers fear late delivery, so FedEx composed a unique selling proposition that focused on delivering the peace of mind that the package would get there on time.
FedEx grew into the international, multibillion dollar giant it is today because of both its business design and its simple USP that it trumpeted over and over again in its advertising: "When it absolutely, positively has to be there overnight." FedEx so organized its business structure and strategies, hiring, training, tracking capabilities, management rewards, uniforms, corporate communications, delivery methods and facilities ALL around the single promise of making overnight deliveries without fail. FedEx became focused on delivering upon that USP which they had determined was the most attractive one for the package delivery market. FedEx is organized (aligned) around that promised benefit.
Anyone can readily recognize that this USP promises the benefit of overnight delivery for customers. But the real genius of this USP escapes most people, which is the fact that it subtly offers a real credibility for that promise through the words, "positively, absolutely." Without those words, Federal Express's service promise would lose its punch and believability. Those two words telegraph that this company means what it says … it means business … you WILL get your package delivered tomorrow.
Domino's Pizza, on the other hand, also grew into a super successful national franchise despite having literally thousands of local competitors all across the country - largely because of a simple business model and a simple USP that also greatly differentiated it from all its competitors. Domino's promised the pizza customer an experience that was rare in the pizza home delivery market. Its USP was "Hot, fresh pizza delivered in 30 minutes or less, guaranteed." 
Let's say that one again: "Hot, fresh pizza delivered in 30 minutes or less, guaranteed." 
Before Dominos Pizza, your chances of ordering and then promptly receiving a "fresh and hot" pizza were "slim to none" since it usually arrived cold, late, and sticking to the top of its box. Definitely there was room for better pizza service. Dominos knew this, so they came out with their famous unique selling proposition - a true customer buying advantage - and they went national by sticking to their word. If you didn't get your hot pizza on time, you didn't have to pay and so the company organized itself around the promise of fast delivery. 
Because most people already knew what pizza tasted like, Dominos didn't promise a tasty pizza or lots of tomato sauce or extra toppings. Dominos stuck to impressing you with one major promise … fast, reliable delivery of a hot pizza. 
What was the believability factor to get over the pizza credibility hump? To make its USP believable and entice customers to give them a try, Dominos offered a guarantee. They promised that if your pizza didn't arrive at your door within 30 minutes, you'd get it for free. That one factor differentiated it from everyone else and enabled it to cream all its competition. Other pizza companies now focus on different USPs (Papa John's trumpets, "Better ingredients, better pizza) while Little Caesars promises two pizzas for the price of one), but you can see how powerful a simple idea can be in creating billion dollar monsters. 
Yes, USPs can take you to become a millionaire and then billionaire, if you hit it right!
What are you waiting for… begin the journey of more sales and increased profits TODAY.
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