The Marketing Trifecta
Marketing Works best when you Match your Message to your Market & Use the Correct Media

—_—
Media

18 Steps to consider when developing your USP
1) What do you do great?
2) How it will benefit your target market?
3) It Clearly identifies your target market
4) Opportunity Gap: What void in the marketplace can you fulfill?
5) Should be short and easy to relay
6) Once someone hears it, will it begin a conversation?
7) A great guarantee
8) Delivers speed
9) Believable
10) A big promise
11) What do people hate that you can fix?
12) Price advantage
13) How it’s paid for as an Advantage?
14) What do your customers experience?
15) Sales process advantage
16) Niche
17) Personality
18) All of the above



Examples

Domino's Pizza
"Fresh hot pizza delivered to your door within 30- minutes... GUARANTEED"

For a Chiropractor
"I help people eliminate back pain, neck pain, chronic headaches or stress related pain, often instantly
and quickly and develop personal health regimens for greater energy and longer life"

Used Car Dealer
“Finally A Used Car Warranty With NO Fine Print”

FedEx
"When it absolutely ... positively ... has to be there"

BGS Marketing
"How YOU can cut all of the fat and waste out of your hard-earned advertising budget"

Glazer-Kennedy Insider's Circle
This is "The PLACE" where entrepreneurs seeking fast and dramatic growth and greater control,
independence and security come together

Additional Points for coming up with a GREAT USP

e |tis hard work to develop a great one

e Requires a great deal of thought

e |t should be thought from the Customer’s perspective

e Requires a great deal of research (customers, co-workers, competition)

e It can/could change and you will need to revisit it from time to time

e  When properly accomplished it provides you with a huge competitive advantage



