Technique #2 — |dentify And Integrate Y our USA (Unique Selling Advantage)

Your Unigue Selling Advantageisthat one distinct gppealing idea that sets your
bus ness gpart from every other “me too” type competitor. It disinguishes your particul ar
bus nessin apositive manner from your competi tion.

To identify your USA, you want to begin by establishing a statement of benefits
for your business. The satement of benefitsisalig of al the various grengths that you
or your product or service might possess. From thislist, sel ect threeto five mgor
grengths and formul ate them into a cohesive USA (Unique Selling A dvantage) based
upon those characteristics that realy motivate your prospects to become customers of
your business.

It should include items that refl ect either the operation of your business or the
guality of your busnessor service. It can include location, surroundings, price, val ue,
product knowledge, actual buying experience from your company, €etc.

It’ sredly that 9 ngle, unique benefit, essence, appea or promise that your
company makes to your prospects. One that no other competitor offers

Most businesses (99%) cannot really articul ate in one to two crisp, concise, clear
paragraphs the USA of their product or service of their business. Of those who can, only
severd even have one. The rest are trying i neffectively to be dl things to all people.

You need to have that crisp, niche driven USA., It should be one unique, attractive
s ling advantage that you' re best suited to deliver to your prospect.

Depending on the drength, and maybe the bi ggest marketing void in your areafor
an unfulfilled niche, your USA may be one of the following.

You could sell your product or service for less.

You could specify the exact amount and ell it for less than any other company.
Many appliance storesdo this like Best Buy and Circuit City. They give you a guarantee
that they have thelowed price.

You can sell a higher quality product or service than anyone else. Y ou may
charge more. Explain to them that you're giving alot morevalue. Thisisamore
preferabl e method.

You could provide more customer service or educati on before, during and after
the sale than anyone € se does a a comparable or lower price.

You might offer price guarantees or twice theleve of assurance protection or
warranty than your next closest competitor.



You might offer exceptiona bonus products, services, premiumsor g ft
certificates than anyone else.

You might offer a larger selection or more choi ces and options than anyone e se.

You might have a service department that is 20 times the s ze of your competitors
90 the customer only has to wait one hour before you can service them or they might
show up within 30 minutes. Unlikeif you have cable, likein our area, they say they're
goi ng to show up and you' re waiting three weeks before they get there. (Of course, I'm
exaggerating).

You might have atrade-in program that maybe another company doesn’t offer.

You might have a specific age group that you service, like the Generation X' ers,
for example.

The number of possible USA’s isredly infinite.
Y ou can have more than one and market to more than one group.

You really have to decide what your main USA is, what it has been or what it
shoul d be before you readly begin to reconstruct your entire marketing mission. Y ou can
weave the USA into everything that you do.

You want to be certain that you can actually fulfill whatever this big USA
promise isyou decide on. It doesn’t do any good to promote your fabulous sel ecti on of
products or servicesif you only have two versions of an item.

Before | actualy recommend some USAS, | want to describe something that is
prevaent in mog bud nesses

You can ask abusiness owner to clearly articulate in one paragraph or less his/her
USA. Most of them don’'t have an answer.

An “elevator speech” isif you get on an elevator and someone asks you what you
do, you should be able to tell them concisely and clearly what it is before you get to your
specified floor. They should be asking you, “ Redly? How do you do that?’

It’ sreally no surprise that most businesses lack aUSA. It’s no surprise that they
barely get by. Their failure rateishigh and their owners are apathetic. They get only a
small share of the potential business.

Other than having agreat | ocation, why are they going to get peopleto come to
their busi ness? If they don't offer an gppealing promise or unique feature or specia
service?



Look at McDonads. They' resitting on a corner ot with agreet location, but
another hotdog or hamburger joint might aso have a great location. Why do people go to
McDond dsversus the corner hotdog place which may even have better food? Because
McDona dsoffersall the other great advantages. Y ou know what you' re going to get.
The restrooms are spotless, etc.

Do you want to go to afirm or company that’s just there? Or one that redly has
some type of unique benefit? Whether it’ sincredible prices or seections?

Would you rather go to a company that offers you the broadest selection in the
country? Or onewith every item marked up half the margin the competitor’ sdo? Or one
that sel|s the Rolls Royce of the industry?

You gain an advantage by offering a big, unique, appealing product. Y ou want to
focuson that gap, rea need or unfulfilled part of your market.

You want to integrate that USA into every part of marketing your business such
asdisplay ads, Y dlow Pages, direct ads, salespersons.

Let me give you some examples Y ou want to put your USA into your headlines.
You might have aheadline of an ad that says:

“We always have 120 different doodads in on less than 15 9zes and 12 colors and
in price ranges from $50-$1,000.”

“We have 10 ti mes the selections, 2 times the color choice, 3 times the |l ocations,
etc.”

You can then take this further into your advertising or your sal es |etters. Y ou can
[y

“Most heating and air conditioning contractors handle just 1 or 2 lines of air
conditioning. ABC Heating and Air handl es the 10 beg <elling name brands. Plus, we are
an authori zed ingal er and service center for these other 5 brands. Why should you accept
anythingl essthan whatever choice you want to make...”, etc.

I’'m going to give you some short and specific examples of USAs that you can use
depending on what you' re offering. In other words, if your USA isthat you discount
price, then you might use something like:

“The average mark-up in the doodad industry is 30%. Oursis 15%.”

Now, if you have aUSA that isoriented for service, you might try:



“When you buy a doodad from any other company in town, you get a limited no-
warranty. When you buy the same doodad from us, you get alifetime unlimited warranty
with service guaranteed within 4 hours and al oaner doodad and we make housecalls.”

You can have a USA that focuses on qudity or is sometimes called “Snob
Appeal.” An exampl e of this might be:

“Only 1,200 doodads are produced annually.”

“In other words, you need to get one of these because there’ s only so many of
them.”

“900 of them day in Austrdiawhere they are created, and of those remaining just
300 cometo theUS. Sowe Il offer these to our customers as long asthey last.”

That’s aquality and Snob Appea USA.

Onelast thing, your Unique Sdling Advantageis vitd to your marketing
foundation. Y ou must clearly identify and arti culate your company’'s USA. Once you
undersand the marketing missionary phil osophy, you will discover al areas of your
bus nessinvolve marketing while many of the srategies of putting together a marketing
mission arerealy what would be cons dered traditional marketing arees.



