
3 STEPS TO 
AN EFFECTIVE

USP 
AN ACTIONABLE GUIDE FOR BUSINESSES 
STRUGGLING TO  DIFFERENTIATE THEMSELVES 



INTRODUCTION

Many people struggle to create their company's USP... 

The USP is the Unique selling point or Unique Selling proposition and it is a key element 
behind every brand. 
It is the defined areas that you excel at, over your competitors.
If you can’t define your USP you will have a hard time convincing your prospective clients to 
choose you.

“If you don’t distinguish yourself from the crowd, 
you will just be the crowd.” 

Rebecca Mark

The reason why people find it so difficult is that many businesses are similar from the 
outside. You have to sit down and think about what makes you different from your 
competitors. Why should anyone buy your product or service from you rather than your 
competitor.

WORKING OUT YOUR USP...
FOCUS ON YOUR STRENGTHS:

Are you more experienced in your field than your competition?

Do you have a better process? 

Do you make it is easier for your clients to get the benefit of what you offer?

Do you have more credibility?

Is your product or service better or safer than others?

See some examples...
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Evian Water

Resulting strapline used in marketing:

USP: · Sourced from natural springs, its very natural and pure.

· Is perceived to be “a fountain a youth”.

· Directed to the more “health conscious” people.

NEEDS / ISSUES:  They need to be educated about the purity of Evian water and that that 
bottled water is better for ones health than tap water.

THE STRAPLINE: · The focus of the Strapline is to portray how pure and natural its       
   water quality is.

· There is a heavy focus on how the water keeps the customers young   
  and healthy.

· Evian, Live Young.
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NEEDS / ISSUES: Air travel is generally expensive and time consuming to arrange 

Ryanair

Resulting strapline used in marketing:

USP: · Value for money

· Easy booking

THE STRAPLINE: · Short sentences, simple words

· Focusses on the simplicty of the booking process as well as the value for 
money aspect

· Low fares, made simple.
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DON’T HAVE A USP YET?

If you still not able to �nd an area that sets you apart from your completion, 
you can invent a new way to di�erentiate yourself. 
This is a viable route to create a USP ,but you have to be able to back up your 
claims.

Do not claim claim to be something that you are not, or are not 
able to follow through.

The Domino’s Pizza case

Domino’s pizza wanted to gain the edge over their competition so 
they decided to beat the competition on speed - they created a 
strapline - “You get fresh, hot pizza delivered to your door in 30 
minutes or less or it's free. ”

They were not able to live up to this when the urgency created 
some unavoidable car accidents.

This overpromising and underdelivering did might have got them 
publicity in the short term but might not have helped keep those 
customers away from the competition when they failed to deliver 
(excuse the pun).

So how do you create or define your USP?
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Working out your USP is a 3 step process:

1    Understand your target market and their needs:

Too often an entrepreneur might create a product or service based 
on a perceived need that has more to do with himself than the 
potential users of what he has to offer. That is why this stage is 
crucial. The key is to think about what type of people buy from you 
and what their needs or issues are.

Fill in the table with needs and issues that different type of clients might have 

Type of client Need/Issue 1 Need/Issue 2 Need/Issue 3
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USP/Claim 1

USP/Claim 2

USP/Claim 3

USP/Claim 4

Competitor 1 Competitor 2 Competitor 3
You  (how do 

you compare )

USP/Claim 5

USP/Claim 6

2    Identify your competition:

As good as you are, you will inevitably have someone who is in a 
similar space to you and prospective clients will be comparing you to 
them. That is why it is important to see the areas in which they 
excel and differentiate yourself.
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3    Know your industry:

There is no one who knows your business better than you , only 
you know how you can improve and create a unique service that 
benefits your clients.

Look through the list that you have identified from the first 2 points 
and think what will make your clients really want to choose you 
over your competitors.

My USP is (you can list more then one):

1)__________________________________________________________________

____________________________________________________________________

2)__________________________________________________________________

____________________________________________________________________

3)__________________________________________________________________

____________________________________________________________________

Once you have your USP, use it in your marketing. Also look after it 
and preserve it. You might find that a competitor improves an area 
that you are using as your USP. In that situation invest time and effort 
to improve it further. If you defend your USP you will be recognised as 
that and rewarded with customer and brand loyalty.

© Copyright VMAL Ltd 2020



Are you at the stage of launching a new brand?
Is the process frustrating and you feel you are not reaching your 
goals?

Do you need more help in finding out your USP, creating a marketing 
or advertising campaign?

Darren Strom is a brand and marketing advisor with over 20 years of 
experience. He also writes marketing columns in 2 national newspa-
pers. 
Darren runs a vibrant and creative web and branding with a dynamic 
team of designers, developers and marketing specialists.

Whatever your need, if it involves improving your business we 
can usually find a way to help!   

Give us a ring 020 8133 3527    Send us an email info@vmal.co.uk

        Pop in for a chat 1117e Finchley Road, NW11 0QB, London

Looking forward to meeting 
you in person!

Darren Strom


