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I . Definition of a USP 

a. USP Definition Ð  

i. Answers the consumer question: Why do I do business with you instead of 

your competitors? 

ii. A USP is not: a slogan or a cutesy phrase. Forget words like value, quality 

leading or newest. 

iii. Questions you need to ask: 

1. 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.  

2. Which of these factors are most important to the buyers and end 

users of your business or brand?  

3. Which of these factors do competitors not easily imitate?  

4. Which of these factors can be easily communicated and understood 

by buyers or end users?  

5. Can you construct a memorable message (USP) of these unique, 

meaningful qualities about your business or brand?  

6. Finally, how will you communicate this message to buyers and end 

users? 

iv. Defined: A marketing message that clearly communicates your  

building companyÕs distinctive and compelling selling point. 

 

b. Proposition Godiva is for giving, HersheyÕs is for eating. 

i. Must be desirable/compelling Ð Do you know your market? 

ii. Must be believable Ð Avoid superlatives, sweeping generalities and gross 

exaggerations. 

iii. Must be effective Ð Right message to the right buyer. 

 

c. Unique Ð I t must be yours and yours alone. 

i. Your proposition must be memorable. Ð  

1. Use opportunities to be the first 

2. Pull out specific featuresÉ  

ii. Your proposition must be distinctively yours. 
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d. Selling Ð That is what we get up in the morning for. 

i. Your proposition must SELL! 

ii. Sell benefits, not features. Ð Benefits are what the consumer gets when 

they use your product. Features are the aspects of your product or service 

that add or take away value to the consumer. 

 

e. Why does a USP help my building company? 

i. Anchoring/positioning 

ii. Reticular activating system 

 

I I . Applying your USP to your  marketing efforts 
 

a. Advertising 

i. USP Examples 

1. BMW Ð ÒThe Ultimate Driving MachineÓ 

2. Volvo Ð ÒSafetyÓ They are possibly going to loose this one. 

3. Dominoes Ð ÒFresh, hot Pizza delivered in 30 minutes or less, 

guaranteedÓ 

4. Snickers Ð ÒThe candy bar to fill you up.Ó 
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ii. Headlines and Graphics - Write your headline until it powerfully 

denominates your most marketable benefit. The headline is the most 

important part of every ad. It should always be created with the USP 

clearly in mind and whenever possible it should link powerfully to the 

primary graphic. 

iii. Subheads and body copy - Use a sub-head to restate your most marketable 

benefit(s). Always write copy and edit out versus editing in. Make your 

body copy informative.  DonÕt be afraid of long copy if itÕs well written.  

Be truthful.   

b. Direct Mailing – Direct mail obstacles such as the 911 scares have made 

postcards the most affordable and successful direct mail tools. 

i. Headlines and Graphics Ð Place your headline on the front and restate on 

the back of post cards. 

 
ii. Subheads and body copy - Use a sub-head to restate your most marketable 

benefit(s). 

iii. Call-to-action - You need to tell your prospective customers what to do 

next. Call today. Visit our model this weekend. Check out our web site. If 

there are time limits, tell them. 

c. Point-of-purchase displays and signage 

i. Concise communication 

ii. DonÕt loose track of size limitations and opportunities 

d. Selling Dialogue 

i. Know the talk 

iii. Talk the talk 

 
 

 
 
 


