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Discover THE most important and 

challenging Question you will ever 

answer about your business. 

It needs answered about the business as whole. It needs answered 

repeatedly and frequently, each time you advertise, promote, put forth 

an offer, and attempt communicating with prospects. 

Its answer is called a 'USP' - Unique Selling Proposition, designed to be 

concise and differentiate you from all competition. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WHY SHOULD I" --- YOUR 

PROSPECT --- "CHOOSE TO DO 

BUSINESS WITH YOU INSTEAD 

OF ANY AND EVERY 

OTHER OPTION?" 
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Examples of classic USPs include: 

 

 

 

 

 

 

 

 

 

 

 

 

"It melts in your 

mouth, not in your 

hands." (M&M) 

"Good to the last drop." 

(Maxwell House) 

"You deserve a break 

today." (McDonald's) 



www.atlantamarketingcenter.com  •  Brad@atlantamarketingcenter.com  •  Phone: 770-531-9500 

But how do you know whether your USP is any good ... and whether it will stand 

up in the marketplace?  

In his 1960 book "Reality in Advertising," Rosser Reeves introduced the notion of 

a USP ... and he said that, to be successful, a USP must satisfy three criteria.  

To quote Reeves directly:  

1. Each advertisement must make a proposition to the consumer. Each 

advertisement must say to the reader: "Buy this product, and you will get 

this specific benefit."  

2. The proposition must be one that the competition either cannot, or does 

not, offer. It must be unique - either a uniqueness of brand or a claim not 

otherwise made in that particular field.  

3. The proposition must be so strong that it can move the mass millions, i.e., 

pull over new customers to your product.  

Never mind that many USPs today seem to violate these three guidelines. There 

are exceptions to all rules, of course. And you could get lucky by just "winging it."  

But why take the risk? Your greatest odds of success come from adhering to 

Reeves's guidelines and making sure your USP is as strong as it can be.  

See whether your USP meets all three guidelines:  

1. "Each advertisement must make a proposition to the consumer. Each 

advertisement must say to the reader: 'Buy this product, and you will get 

this specific benefit."  

Strong USPs has a benefit, either direct or 

implied. Weak ones don't.  

State Farm's "Like a good neighbor, State Farm is 

there" has a benefit: if you have a problem and 

are insured by State Farm, they will review and 

pay your claim promptly, giving you the money 
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you need sooner.  

Nike's "Just do it" has no benefit. Therefore, it fails the test.  

2. "The proposition must be one that the competition either cannot, or does 

not, offer. It must be unique - either a uniqueness of brand or a claim not 

otherwise made in that particular field."  

Here's where the "unique" in "unique selling 

proposition" comes in.  

To differentiate yourself from the competition, it's not 

enough just to offer a benefit; you have to offer 

something that your competition either cannot or 

does not.  

 As the first chocolate to feature a hard shell coating, M&M achieved their unique 

positioning with "melts in your mouth, not in your hand" - something only they 

could claim.  

Yes, other hard-coated candies followed. But by then, M&M already "owned" the 

position. What would these candies say? "We ALSO melt in your mouth, not in 

your hand"?  

Note that Reeves says the claim does not have to be a unique feature your 

competition cannot offer....  

It can also be something your competition DOES not offer ... "a claim not 

otherwise made" in that field.  

The classic example is the story in Claude Hopkins Scientific Advertising of the ad 

campaign for a beer.  

The ad agency copywriter noticed that the bottles were washed in live steam, and 

commented to the brewery master, who replied, "That's nothing; everyone does 

that."  
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"But the beer-drinking public does not know that!" countered the copywriter, 

who went on to write a successful campaign based on the idea, "Beer so pure, the 

bottles are washed in live steam!"  

3. "The proposition must be so strong that it can move the mass millions, 

i.e., pull over new customers to your product."  

A common mistake in promoting technology 

is to build some minor, insignificant 

difference into the product, and then tell the 

prospect that only you have it.  

Since the difference is in fact minor and insignificant, the market's reaction is 

likely to be: "Yes, you have it. But who cares?"  

 Make sure the difference you are promoting ... the "unique" in unique selling 

proposition ... delivers a benefit or performance difference that the reader really 

cares about - one that creates a significant advantage over other products in the 

category.  

For instance, a copywriter touring a piano factory noticed that a metal bar was 

installed in each piano.  

The factory foreman explained, "Wood warps over time. The bar stabilizes the 

piano to prevent warping. That way, this piano will sound the same 20 years from 

now the same as it does the day it is first played."  

That unique feature, the stabilizer bar, coupled with a powerful benefit - 

preservation of sound quality - became the basis for a successful ad campaign. 
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Advise To Increase Your Success When You're Articulating Your 

Persuasively Compelling Electrifying 'USP' 

1. Make the list of the things that your business offers and does Great! I 

recommend you solicit from your customers, employees and others what 

they think you do great. 

2. Write from your customer's perspective. What are they going to see or hear 

that's a huge benefit to them? Where they only want to do business with 

you and only with you. 

3. When stated your target audience will clearly say this is for me. This 

business is specifically is talking to me. 

4. What in your industry is the most important thing you can fix for the 

customer or prospect? What do people hate to have to deal with that you 

can fix. Talk to customers and find out what they didn't like and you solved 

for them. 

5. On average it should be 20 to 40 words in length. 

6. When you state it will somebody say I want to hear more? How do I find 

out more about that? It clearly describes you and peaks their interest. 

7. Now maybe in your industry you wouldn't offer a guarantee. You do not 

have to have one. Most USP's don't have one but many do. When you have 

a guarantee it gives you a significant advantage over your competitors. 

8. Can your USP create speed? People love to buy speed because in this 

economy they need to get things done fast. When you can deliver benefits 

quicker than a competitor you are at a greater advantage. 

9. Is what you say believable. The USP has to make the person say "I believe 

that this could happen based on what the person is saying to me." 

10. Can you make a big promise in your USP? When you think about a promise 

it could be an offer you make to get a new patient, client, or customer in 

your business. Whatever that promises would be then you translate that 

into you USP. 

11. This actually leaps back to Opportunity GAP. Think about what all the 

people hate about doing business in your industry or service and how you 
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fix that problem. This is one of the key components that people have 

created great USP's? 

12. Now again this doesn't mean you have to have it in your USP. If you have a 

significant price advantage over your competitors you should use it in your 

USP. If you don't then there is nothing wrong with ignoring it. 

13. How your customers, clients or prospects will pay for your products or 

services. If paid for in a way that is a big advantage over your competitors 

in your industry. Maybe you can offer real low financing or 6 months to pay 

with no interest. 

14. Is the experience of doing business with you that so extraordinary that they 

will tell their business associates and friends about you. Then translate it 

into your USP. Ex: Disney experience. They handle so many people each day 

and still provide a great experience. 

15. Once someone decides to buy from you is the sales process so 

extraordinary that it should be included in your USP? Fast, easy, enjoyable 

to do business with you. 

16. One of the smartest things to be included in your USP. It is an ultra- 

shortcut for your USP. You are specifically targeting a group of industries or 

people that will want to know more. Ex: An attorney who's practice is 

eldercare. Working with clients that have loved ones with Alzheimer's. He 

provides the peace of mind services and gives him an incredible advantage 

over other attorneys who don't specialize in these services. Go back to the 

scenario of the cocktail party when he states his USP it could cause other 

people to want to learn more. 

17. This can go many different ways and ties into the customer experience. You 

could tie it into you because you have a very distinct personality. As Dan 

Kennedy calls himself: Professor of Harsh Reality which basically describes 

his personality. 

18. When you look at the list review it and say to yourself how many of these 

can I incorporate into the development of my USP. 
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Chiropractor: “After three office visits, 

you’ll wake up pain free, or your next 

visit is free.” 

Will this pass the test of a USP? Yes, 

notice the big promise and the speed. It 

could easily bring up conversation to want to learn more. 

Used Car: “Bummer to Bummer 90 day warranty 

when you buy your new car…an excessive offer!” 

This is an example of using a guarantee which all 

buyers feel uneasy about when buying a used car. 

Dominos: “Fresh Hot Pizza in 30-Minutes or 

Less…Guaranteed!” 

Speed and a guarantee. They didn't promise 

gourmet pizza but fresh hot pizza in 30 min 

guaranteed. 

FedEx: “When it absolutely, positively 

has to be there overnight.” 

When it absolutely, positively has to 

be there overnight – it’s not about 

price we are willing to pay a premium 

if we need to get it there overnight 

and fast.  
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