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1.  Customer L is t  & Cash Flow Surge Let ter

2. Turn e Sirtgle Product Or Service Into A Choice Of
Basie/Deluxe

3.  Turn e Single l ta i l ing That  Works In to A Sequence

4.  Raise Pr ices Or Fees

5. t ' lai l  Of f ers to active Customers l Iore Of ten

6.  Make More Use Of  Test i rnonia ls

7 . Target Elper-Responsives

B .  U p s e l l s

9 .  "The  S lack  Ad ius te r "

10.  Combinat ions

r' 1. cAsH FLow snRGE

l4ost businesses have l ists of past/present customers l i teral ly
wait i lg to be "re-energized" with a trul-y great offer-  In ny own
bus inesses  and in  cL ien ts '  I ' ve  tu rned a  few thousand to  20 ,000 or
s o  n a m e s  i n t o  S 5 0 , 0 0 0 . 0 0  t o  $ 5 0 0 , 0 0 0 . 0 0  i n  c a s h  w i t h  a  s i n g l e
mai l ing ,  in  a  mat te r  o f  days .  You can too-  There 's  a  g rea t  example
of this kind of a let ter in MAGNETfC HARIGTING. But,  actual ly,  the
l-etter f rom which you bought POWER POINIS is another example of
this kind of let ter.  In i ts case, i t  was tested and proven f i rst
w j - th  our  bes t  cus tomers ,  then ro l led  ou t  to  our  "b ig  l i s t " .

r '  2. srNGLE pRoDUcr rNTo BAsrc -elr  DELUXE

ExampJ-e: Iast year I  consulted with a cl j -ent on a renewal campaign
for his 12-month, tape-a-month product.  By turning hi-s program
into "Basic" and adding a new' higher pr iced'  higher margi l
"DeIuXe" vefsion, we fenewed about the Same number of cuStomers aS



in prior years but bumped over 30t to Deluxe, delivering nearly a

50t  increase in  net  pr6t i t= .  In  the fast  food business,  th is  is

lh .  "Super-Size"  you? meal  fcr  just  an ext ra X$.  At  the movie

theater ,  i t 's  the-"bump" f rom a Heoium nr ink to  a Large for  just  a

do. l - ]ar  more,  wi th  f ree ref i l ls .  Etc .

r' 3 . s rNGLE lfArl,rNc ro sEouENcE

vjrtual ly any single mail ing that is profi table r+i l l  yield profi ts

f ron a second and th i rd  (or  more)  fo l low-up sequence.

pro fess iona ls ,  marke ters ,  cornpan ies  a l l  tend  to  wa i t  too  long and

be over ly  fear fu l  o f  ra is r -ng  iees /pr ices .  ey  * ,he  t ime you do  i t ,

i t  could have already been done. Consider opt ions l ike
;graad.fathering" in 

-old 
customers at one level- ,  charging new

customers more giving present customers a "wi ldow of
^ h n ^ - r - r r n i + r , ' ,  f n  t - . ) r l v  h o f o r e  t h e  i n c f e a s e  ( a l l o t h e f  W a y  t C  C f e a t e  a
\ /P I /v r  uur r !  u_ f

c a s h  f l o w  s u r g e ) .

RAISE PRICES OR FEES

r' I\AIL TO CUSTOMERS MOBE---O.EEE!

TARGET EIPER-RESPONSTVES

5 .

I 'm as  gu i l t y  as  anybody,  I  supPose,  a t  under -u t i l i z ing  cus tomers '

desire,-wi l l i -ngn"" j  and capu.ci ty to consune_. Look how frequent ly

i i re  ma3or  ca ta ioguers  de l i ver  ca ta logs  to . the i r  cus tomers l  Most

businesses can d6uble the frequency of nai t ing good soLo offers '

r '  G. TNcREAsE usE oF TEsrrMoNrALs

There is no more por,rerf  uI  a tooI.  Use them in ads, let ters '

b rochures ,  on  bus ] -ness  cards ,  in  on-ho ld  phone roessages ' -  Create

recorded message eawesdrop I ines ,  aud io  tapes .  And bu i ld  up  the

bu lk .  The more ,  the  be t te r .  Take any  ex is t } ' ' g ,  success fu l .d i rec t -

ma i l  package,  add more  and be t te r  tes t imon ia ls ,  and there 's  a

better than 50t chance you'11 measureably and signi f icant ly

increase resPonse-

Every cl ientele has within i t  a group/percentage,of "hyper-

responsl-wes* with an almost insai iable-capacity for consumption'

u o s t m a r k e t e r s l - e a v e m u c h o f t h i s u n - n i n e d ' , t o s u c h a d e g r e e t h a t
these customert- ; ; ;  

" t -o"y11g 
very 

" : ig?:* le 
and sim' i Iar goods

and services from r iany provrd6rs'  By designing more offers and



going more freguently to this group, you cannot help but boost
prof i ts .

r '  8.  uPsELLs

I f  you/your  c l ient  does not  have a "phone upsel } "  (o f  the
day/week/month) for every cal l ,  j-nstal l ing this is guaranteed to
pay dividends. With new customers placing orders , 20* to 3Ot wiII
say yes to  a good upsel l  -  a t  v i r tua l ly  no cost  o f  sa l_e.

r' g. THE sLAcK ADJUsTER

A high price/ very high rnargin, "bi9 t icket" sale/i ten. Every
business should have one,  because every bus iness has some
customers r+ho wil l  buy i t .  Creating such an item can often
inc rease  a  bus iness 'bo t tom l i ne  p ro f i t s  by  303 ,  50 t  o r  more .

r '  10.  coMBrNATroNs

Rarely do f  consul- t  with a bus j -ness where there aren' t  untapped
opportunit ies to employ at least several  of  these strategies, in
many cases ,  in  an  " in tegra ted"  way.

( c )  D S K / 1 9 9 7 .



' 'POWER POINTS' '
U S P . C H E C K I S T

Here are 20 of my best Idea Generators for the development of a
powerful Unj-gue SelI ing Proposit ion.

1.  Name
2. Conpetit ive Posit ioning
3.  Exc lus ive Niche
4.  af f in i ty
5.  E idden Benef i t
5. Problem o\^mership/Exclusivity
7. Method of l larketing or Distr ibution
B. Continuity
9. Menbership

10.  Serv ice Di f ference
11.  Added Value
12 . Premirrmq /Gift-with-Purchase
13.  Packaging Di f ference
1 4 .  S i - z e
15 .  Exper t i se
1 5 .  P r i c e
L] . Payrent Terms
L8.  Guarantee
1 a f'al otrri {-r.-r

20. Conrbination

co co 1 . NAI.{E ce ce

What 's  in  a name? I t  could be everyth ing.  Businesses l ike "Night
Owl Auto Repair" or "Overnight nindery Services" smartl-y telegraph
rhe USP; thlt they do what i frey do at night, overnight-.Recently,
a big financial s6rvices firm Las been heavily advertisi-ng their

"No-6oc Mortgage", but I think "zeto Paperwork l ' lortga9?" r.
' ,paperless M5#gdge", or "No Red Tape Hortgage" night be. better-

ft ' i  not always-p5ssible to put your USp into a name or to 1et

your narne be loui use, but it's worth thiaking about'

co co 2  .  COMPETIT IVE POSIT IONING co  co

The idea here is to craft a USP "against" your competit ion' Tom

ll"""qn-" did i t  by focusing on guaianteed, fast deliwery' In q1

area, sre hav" 
" 

.lt dealeribip io a snall town, about a lwo hour

drive from pnoenix, that adveitises heavily in Phoeni-x with the

"d.r ive a l i t t te, =u',r.  a lot" id;;;  s;yalg in"y don't have big city

overhead, fancy showrooms, etc' to pay for, so you can buy a car

from them tor i f ,"";; ;A= oi doltars ieis than fron a big city

dealer .



c9 c9 3.  EXCLUSIVE NICEE co co

A1 Ries advises: i f  you can't dominate a niche, create a niche you
can dominate - and that 's smart advi-ce. one of the reasons most
marketers have USP problems is that they are too broad and
unfocused in their markets, product I ines, services.

special ization, especial ly special ization by narket, automaticarly
creates USP power. Joe Weider buil t  an enpire by packaging and
marketing weight loss and nutrition products exclusively for body
bui lders.  rn  many cases,  there 's  noth ing d i f ferent  in  h is  producls
from products sold to the general public in any health food store.
But he created USP bv restr ict inq himself to a small- niche.

c3 co  4 ,  AFFINI IY  ce  ce

This is a very, very powerful strategy. For example, a volunteer
f ireuran who is a car salesman puts together an auto leasing
program for f j-remen, and does direct-nail  as "From One Fireman To
Another " - while there may actually be nothing unique about
the pr ices,  terns,  e tc . ,  i t  has a pat ina of  un iqueness because of
his aff inity with his market.

co ce 5.  EIDDEN BENEFIT co co

I f  you can' t  bui ld a USP around your obvious benef i ts,  maybe you
can do i t  with a "hidden benef i t" .  For example, the hidden benef i t
of nany nutritional products formulated to provide energy surges
(heavy ,  fo r  o9s . ,  in  n iac in ,  B-v i ta rn- ins ,  g inseng,  e tc . )  i s
he igh tened sexua l  des i re  and s tamina,  wh ich  Ied  to  one o f  the
most popular nutr i t ion products of 1996, na:ned "SEX IN A BOTTLE. "

co  co  5 .  PROBLEM OWNERSETP/EXCLUSIVITY cO CO

Can you take exclusive ownership of a problem and create a USP
around that? IC Mernber Joe Pol ish of Piranha Market ing taught his
cl j -ents in the carpet cleaning industry to ut i l ize "dust r t r i tes" as
their  problem - hj-s Poster for use at home and garden shows, fot
example, shows a photo of a giant dust ni te next to a baby, and
a s k s  t h e  g u e s t i o n  " W h o ' s  C r a w l i n g  o n  W h o ? " . . . . s o  t h e  c l e a n e r ' s  U S P
uiight be something liJ<e this: "We Rid Your Carpets Of The Dirt You
See AND The Eea l th  Danqers  You Can ' t  See. "

C3 CO 7. METEOD OF MARKETING CO CO

Can your USP gain po!/er from your ovrn marketing or distribution?
Many businesses galned this in the early days of "nobi le
buSinesSes",  when that v/as a novelty,  and in some f ields i t  st i l l



Js. conpanies that deliver gourmet food to your door vi i  redex
Iike omaha steaks and Earry a David extract usp power from that
process.

The words "Not Avail-abl-e rn stores" have given any number of
products added usP Power. rc Member Rory Fatt built an entire
business around the USP of delivering fresh frozen, gounnet meals
to the hone,  to  s tock the ref r igerator .  psychic  r r iends Eot l ine
led psychic services out of the small cottages onto fV, and
created a giant, popular industry by delivering the service via
t h a  n h n n o

Decades ago, the "Book of The t"tonth cIub" revolutionj-zed the
process of sel l ing books, by courbining Membership and a continuity
program, in thej-r case, autonatic monthly shiprnents and bi l1ing.
over the years, the X-of-The-Month concept na! expanded to a wioe
variety of products, including panty-of- ine-uonth and Fruit-of-
The-Month. Many of trry cl ients in the speaking, seninar and
publishing businesses have various forms of a "tape of the month',
progran. Then, there are mernbership busi:resses, l ike AARp and
Nat ional  Associat ion Of  Sel f -Employed (which actual Iy ,
predominate ly  se l l -  insurance) ,  P layers '  Cl_ub (a t ravel  a
restaurant discount club l jnked to ganbling destinations), etc-
Because a 's ign i f icant  chunk of  the populat ion has ' ,be1ongingi , '  as
one:. lof i ts top motivations, these concepts can be used to "bundIe"
certain products and services and give them greater appeal.

c9 co 8.  CONTINUI IY  ce  ce
9.  MEI {BERSNTP-

co  ce  10 .  SERVI  CE DIFFERENCE ce co

You can give a product USP Power by attachj-ng serwj-ce; for
example, tol I - f ree help l ines, a web si te with problem solvJ,ng
information and demonstrat ions, a user newsletter.  Or consider
Kinkos, the copy center chaj l  known for being open 24 hours a day.
I f  you  can ' t  add va lue  v ia  serv ice ,  you  migh t  look  fo r  o therways
to add vaIue. For exaniple, this year Players Club added a "bonus
membership" j l  a discount golf  c1ub, providing discounts on greens
fees at hundreds of c lubs nat ionwide. Anerican Express emphasizes
i ts added value services, including help in foreign countr ies with
everything from gett ing a doctor to gett ing lost t ravelers checks
replaced. IC l{enber Marty Grunder of Grunder Landscaping has his
woikers paint nailbox posts at no cost and without saying anyLhing
to the customer -  and that t iny l i t t le "extra" creates huge value
in word-of -mouth advertis j,ng.

Eow can we incorporate these ideas into a USP? Take a look at the
attached article from a recent NO BS MARKETING LETTER re. Daewoo
l, lotors, and inagine this as a USP: 'Why buy just a car,  when for



Iess,  you can have 36 months
transportation? "

of guaranteed no-problems

CO CO 72.  PREUIUMS/GIFT-WTTE-PURCEASE CO C}

You night view this is as a s j-rnpler, one-t ire-shot version of #'s
10. and 11. rn our area, we have a windshield replacement conpany
that  adver t ises very successfu l ly  wi th  a GI{p dr iven USp i .e . :
"We'11- Give You A Year Of Free Dinners At XyZ Restaurant And pav
up To s100 Of  Your  rnsurance Deduct ih le .  "

co co 1.3.  PACKAGING DIFFERENCE ce co

When you have an ordinary product,  you can make i t  (at  least
temporari ly extraordinary) via packaging di f ferences. proctor c
Ganbl-e is a master at this,  with frequent packaging changes in
detergent  boxes  (square ,  squat ,  round,  w i th  pour  spouts )  and
too thpas te  d ispensers  ( tubes ,  pumps) .  l ' l e tadent  c rea ted  a  d ispenser
f h a t  n r r l ' l q  t a t a t i - h n : q f o  f r n m  6 n 6  c i A a  n n . r . { - l ' r t . r r e h  n o ' l  f r n m  + h o  n { - h o ru . r u e  t r u f  I r  u v v L r r y q J  U g  L M I  U l l g  J f U E I  l l l v u L l l w d J r r  y s r  ! r v u  L l r E  -

and swir ls  i t  toqether  onto the toothbrush.  These are a l l
" cc rsme t i c "  na r .  l ga i i nq  d i f f e renCeS.  The re  a fe  a l -SO "S t fgc tp ra l ". r*" .
n : n l - : a i  n n  A i  + + d r a n . a <  q r r n h  : q  7 1 r l + i i  n r '  . . | -  h e  F n r * r r n r  n n o r i . i  a  E r i t t a n i C a

y  q 4 ! l L ! L r r v U J  
/  J q v : i  q o  

H q U u l l r Y  
u r . g  l l l L j U - v V U q + s  ! ! {

ON A CD-ROM.

co co t4. SIZE co co

The Pr ice  C lub 's  se l l - ing  o f  g ian t  s ized  produc ts  a t  d iscounts  i s
such a wel l  known USP that comedians, incl-uding Leno, Letterman,
MilLer,  et  al-  make jokes about i t .  Ttre world 's smal lest cel1
p h o n e ,  t h e  l a r g e s t  i n t e r i o r  s p a c e  f o r  a  c a r  i n  i t s  c l , a s s . . . . a l 1
s ize-based USP's .  The nex t  t jme you ' re  in  Anahe jm,  You go t ta  go
eat at Bel le Is le,  I  think the oldest restaurant in Anahejr ,
famous for ---  we11, wait  unt i l  you see the size of whatever you
order !  (Br ing  a  camera .  )

co co 15 EXPERTISE ce  co

lly speaking colleague Brj-an Tracy says he has invested more than
20,000 hours  research ing  the  sub jec t  o f  personaf  success .  I  ta lk
about having consulted in f68 di f ferent categories of business and
industry- These are ways of "guant i fy ing" expert ise. Whether you
sel l  a product or a service, Iocal ly or nat ional ly,  your own
expert ise or the expert ise of your staff  nray be the key to your
USi. Some years bacft, for a practice management firm, I wrote this
head i - ine ,  i1 r052 Years  Of  Prac t ice-Bu i ld ing  Exper ience '  Yours '  On

Cal I ,  As  Need.ed . "  (The 1 ,062 number  was the  to ta l  o f  the  en t i re

s t a f f ' s  y e a r s  o f  e x p e r i e n c e . )
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] . 5 .  P R I C E c e @

PAYMENT TERMS

Many USP's have been bui l t  on pr ice,  inc lud ing Wal-Mart 's .  "Budget
Rent A Car" and "Dollar Rent A Car" are names chosen to imply a
posi t ion of  low pr ice or  lower  pr ice.  A major  Cal i forn ia
supelrnarket chain advert ises "Iowest prices guaranteed. " uotel-
6 's  USP: "A c lean,  comfor tab le room for  the lowest  pr ice of  any
national.chaj-n." At the other end of the spectrum, JaY Abrahan has
made hj-s outrageously high fees part of his USP. Another way to
fooI around with price is with payment terms ' The "rent-to-own"
industry has done this bri l I j -antIy.

ce ca> 18 . GUARAIITEE co co

I t 's  long been hard for  me to beat  the UsP-Guarantee of  Nancy
Kwan's  Pear l  Cream: ' ' i f  your  f r iends don ' t  actual ly  accuse you of
having had a face l i f t ,  return the empty jar for a ful l  refund. "*
The original Dominos USP was guarantee driven.

* I t ' s  s o  g o o d ,  I ' t r t  a m a z e d  m o r e  P e o p l e  d o n ' t  s w i p e  i t - . - - -

O If your fr iends don't actually accuse you of having
bought alL new carPets

O If your fr iends aren't asking you what ' fountain of
youth '  you 've d iscovered

O If your sales manager and your col leagues areD't askj-ng
you for your newly discovered "secret" in just 21
davs.  .  .  .

co co 19.  CELEBRf TY ce co

Ordi:rary products become special when they are linked to

celebrilies . Read about Thighnaster in ury book 'Eow To l[ake

Mil l ion With Your Ideas'  .  Look at the enornous success of

Guthy-Renker,s vj-ctor ia pr jncipal sk!-n care products.

co co 20 '  coMBrNATroN(s)  co co

when you find a way to cornbine two, three or more of these 19

iaeas' in a single f iSp, You create extraordinary marketing
Ieverage.

1Ar-t:cle repriat next Page.)



Art icJe Repr in t  f ron Auqust  1997
NO BS MARKETING NEWSLETTER

Excerpted f ron co lurnn on "Market ing News"

AUTO NDUSTRY BETTER WATCH
OLTT FOR KOREA'S DAEWOO MOTORS.

Vfhen you Sell a "Commodity", your challenge is to find away to change the
rules of the game so you appear different from competitors - even if you
all sell fundamentatly the same product. In other words, if you canNOT
alter uct to sain a u must aLter so ins else ie.

marketing, distribution, packaged services, added value, etc. So here
comes tb.ese Daewoo guys......(1) no dealers or dealer showrooms;factory
reps selling cars out of Wal-Marts aad K-Mans. (2) 'Puppy dog selli:rg': up
to 3 month test drives. (3) Packaged added value: 3 years'free
maintenance, stern to stern, insiu.ling tires and batteries; free pick-up a:r.d
delivery aad,/or courtesy car when servicing is required; 3 years'free
iiabiliry arrd collision insurance; mobile phone as standard equipment with
free connection. (4) Strong guarantee:30 days or 1,000 miles
satisfaction/refund guarantee. All this, by the way, with a car that looks
like a Lexus for $20,000.00.

( c )  L 9 9 7 I D S K


