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Basics
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Get the Basics Right




Unique Selling Proposition
» Fed Ex |

=» Microsoft : Unique | &
5elling % €

» Staples =

= Nyquil Y

» TOMS

=» Bombas -

» DeBeers Why choose you instead

» Zingerman'’s ~ of your Competitors?
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What is your USP?




Your USP

» Who is your customere
=» \What do you do¢

» SO what?¢

If you can't explain it
to a 6-year old, you
don't know it yourself.

» \BERT EINSTEIN
Know tle products you are promoting so

ou could explain it to a 6-year old...

» BST Consequences
» BST Opportunities Gained

» Narrow each to 3-5

@MATTMCWILLIAMS2

What do you call someone who went to WCCe
Employed.
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Growth Strategies

Offerings
Current New
Current Market Product
Intensification Development
Markets
Growth
Strategies
New

Market
Development

Diversification
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What is a sales messagee

2 Sentences

=» Why would | buy what you are selling?
» Value/benefit provided to your customer
» “QOur customers hire us to provide

» Why should | buy it from you<
» Why your offering is better than those of your competitors (Differentiator)

» “They hire us, rather than somebody else because

Foundation of all your
sales & marketing efforts



AIDA Model Diagram

ATTENTION (AWARENESS)

Creating brand awareness or affiliation with your product or
service

INTEREST OF THE CUSTOMER

Generating interest in the benefits of your product or
service, and sufficient interest to encourage the buyer to
start to research further

DESIRE

For your product or service through an "emotional
connection’, showing your brand personality. Move the
consumer from 'liking' it to ‘'wanting it'

ACTION

Move the buyer to interacting with your company and taking
the next step ie. downloading a brochure, making the phone
call, joining your newsletter, or engaging in live chat etc.




Action

= Marketing Emails

®» Form letter
®» Response rate usually below 5%
® Pointer fo free content/info
» Sales Emails
» Personal message to individual

» Response rate (if done right) could be as high as 90%

®» Response

» Flevaftor Pitches
= Conversational
» Meeting

» Cold-Calling

» Brief conversation/set up follow up meeting




AIDA for Sales Promotion

ACTION

Articles

Advertisements
Webinars/Podcasts

Paid Search/Landing Pages

Web Content
Newsletters

Social Media/Blogs
E-Mail Campaigns

White Papers
E-Books
Brochures
Microsites

Case Studies
Testimonials
Data Sheets
E-Learning



Tips for Successtul Messages

» Use AIDA

» Know your audience

» Gef fo the point & be specific

» Start with the greatest benefit/result
= Talk in their language — Plain English
» Create win-win opportunities

®» Take baby steps

» Tell the fruth
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USP anda CX

Free College Day
April 7, 2018
Cheryl S. Byrne, Phd
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