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Definition of a USP
a. USP Definition B
i. Answerstheconsumer question: Why do | do busness with you ingead of
your competitors?
ii. AUSPisnot adogan or acutesy phrase. Forget wordslike value, qudity
leading or newest.
iii. Questionsyou need to ask:
1. Wha isunique abou your busness or brandvs. direct competitors?
You'll probably findawhdeligt of thingsthat set you apart; the next
guestionswill help you decide which of these to focus on.
2. Which of these factors are mog important to the buyers and end
users of your busness 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 condruct amemorable message (USP) of these unique,
meaningful quaities abou your busness or brand?
6. Findly, how will you communicate this messageto buyes andend
users?
iv. Defined: A marketing messagethat clearly communicates your

building company® distinctive and compelling sdlling point.

b. Proposdtion Godivaisfor giving, Hershey@isfor eating.
i. Mug bedesirable/compdling®Do you know your market?
ii. Mug bebdievable DAvoid supelatives, sweeping generdities and gross
exaggeaations

iii. Mug beeffective DRight messageto theright buyer.

c. Uniqueblt must be yoursand yoursalone.
i. Yourpropostion mug be memorable. b
1. Useoppatunitiesto bethefirst
2. Pull outspecific featuresE

ii. Your propostion mug bedistinctively yours.



d. Sdling bThatiswhat we ge up in the morning for.

i. Yourpropostionmug SELL!

ii. Sell benfits, nat features. DBenefits are wha the consumer gets when

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

tha add or take away valueto the consumer.

e. Why doesa USP help my building company?

i. Anchoring/postioning

ii. Reticular activating system

II. Applying your USP to your marketing efforts

a. Advetising

i. USP Examples

1.
2.
3.

BMW B he Ultimate Driving Machined

Volvo B CBafetyOThey are possibly going to looe this one
Dominoes D OFresh, hot Pizza ddivered in 30 minutes or less,
guaanteedO

Snickers DOrhe candy bar to fill you up.O



ii. Headlines and Graphics - Write your headlineuntil it powerfully
denominaes your mog marketable bendfit. The headlineisthe mos
important part of every ad. It should aways be created with the USP
clearly in mind and whenever possible it should link powerfully to the
primary graphic.

iii. Subheadsand body copy - Use a sub-head to restate your most marketable
bendit(s). Always write copy and edit outversusediting in. Make your
body copy informative. Don®beafraid of longcopy if it 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 BPlace your headlineon thefrontand restate on
theback of pod cards

ii. Subheadsand bodycopy - Use a sub-head to restate your most marketable
bendit(s).

iii. Call-to-action- You need to tell your progpective cusomers wha to do
next. Call today. Visit or modd this weekend. Check out our web site. If

there are time limits, tell them.
c. Point-of-purchase displays and signage

1. Concise communication

ii. Don®loose track of size limitationsand oppotunities
d. Selling Dialogue

1. Know the talk

iii. Talk the talk



