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Mighty Myth #1: Size matters

Isn’t success defined by how we effectively
compete?

- ]
Defining Mighty

e Distinctive unique selling proposition (U.S.P)
® \/alue-driven process

e Consistent and relevant message
® The right business metrics

e An effective new business strategy
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Mighty Myth #2: Design is commodified

Isn’t differentiation defined by your U.S.P.?

Why is a value proposition so
important?

Supports a consumer value proposition, the
foundation of a U.S.P.

* It’s the tangible balance between what the customer is willing
to pay versus the benefit of your services

* [t answers a clearly defined need that customers value

* [t's the “Job” your product or service needs to accomplish




What unique need do you provide as a
foundation for your U.S.P.?
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Defining needs

It’s not just What it does Expgrgﬂgzl
about Unique
definin g Experience
needs, it's SUCCesS
ADOUE e
finding the Manageﬁésn‘:
“one” that is

unique and Solution

compelling

Design Whatitis
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Defining unique needs

A clearly defined unique emotive
need is the foundation for a
distinctive value proposition

* What needs do you provide your customers that are
emotive in nature?

* Which are category drivers and which are not being
met by any of your customers?

* How would you rate the various consumer needs
based on which is the most emotive?
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Defining unique needs

What unique need is being fulfilled?

* Discount retailer?

¢ A large international company?

¢ Wide selection and offering?

¢ |s convenient and provides the lowest prices?
Or

¢ [t gives ordinary folks the chance to buy the same
things as rich people?
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Defining unique needs

What unique need is being fulfilled?

¢ Heating and cooling products?

* A large national company?

* Variety and choice of products?

* Strong reputation and recognition?

Or

* |t’s a responsive, fast solution to when my furnace
dies on me and it’s -40 below ?
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Defining needs

What unique need is being fulfilled?

* Hot and cold beverages?

* Provides a sense of energy?

¢ A Canadian company with a premium offering?
¢ A convenient place to meet someone?

Or

* |t's a neighborhood oasis for people who want to relax
and indulge themselves?
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How do | define my unique selling
proposition (USP)?
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Knowing yourself

Defining what makes you special?

® Conduct a SWOT analysis, an easy tool to help
you identify and evaluate your Strengths,
Weaknesses, Opportunities and Threats.

® [t’s a framework for creating an unbiased view of
your organization’s internal strengths and
weaknesses versus the external opportunities and
threats which could hamper success.

® |t's not a list of what should be done. It is a tool to
help you identify what distinguishes you from
others providing similar products or services.
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Knowing yourself

Strengths Weaknesses Opportunities Threats
* These are tangible and ¢ These are limitations or ¢ These are major external s  |dentify the unique
?ntgngible positive factors deficiencies within your factors that could abilities of your
inside your company. company. provide the organization competitor
with a competitive
*  They are advantages or +  They are missing resources advantage. e Sort out what abilities
distinctive competencies the or competencies which your competitors have

company has that sets it might hinder performance. ~ *  They are factors the that are unique and

apart from its competitors. company could exploit to what you cannot
As you develop the list, become more provide
¢ Most important, they are consider the organization’s successful.

factors that are within your and the customer’s
control. perspective.

¥ g ¥ ¥

What are your strengths that sets you apart from your competitors?
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Company Brand Pillars

Company pillars What does your organization do

well that benefits the customers?

* What do you do well that sets you
apart from competitors?

v

Two to three most
compelling

(What unique qualities does your
organization have? Is it price,
quality, variety, quality, service,
etc.)
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Value Proposition

What is the various functional and
emotive needs of your
customers?

* What are the customer’s timeless needs being

provided by your Company? (The “what your company does fol
me”)

List all of the needs

* What is the customer’s timeless challenge to

v OVErcome? (What unique challenge does the customer need to
overcome? Is it price, quality, variety, quality, service, etc.)
The most compelling
* What is the self-image of the core customer? (the
single trait that makes a customer feel unique & valuable, & that requires
reinforcement)
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Value Proposition

Group the job’s
attributes based on :

What is the job you need to
provide to align with the
Benefits customer’s ideal need?
*Values

® What are the key brand benefits provided by your

company? (Providing this distinctive benefit to support the
customer’s attempt to fulfill the timeless need)

*Personality

v

The most compeliing ® What is your key differentiator? (Based on the list of

brand assets, what is the key differentiator that provides
distinction as part of your competitive context?)
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Articulating your company position

A positioning statement is a short statement that defines the benefits you offer to your
customers that is clear and compelling.

e Who is your core target group

e What is your service’s primary benefit (value proposition)
®  Who are your competitors

e What makes your product unique (U.S.P.)

v

[Company Name] provides [product or services]
For [your core target group]
So they can [product’s primary benefit].
Unlike [the product alternative]
We [key differentiator]
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Articulating your company mission

The mission statement should be a clear and succinct representation of the
enterprise's purpose for existence.

e\What are the organization’s goals?

*\Who are the stakeholders that need to be considered?

eHow will they reach these goals?

*\Where does the organization need to put their focus and energies?

eHow does this link to the value proposition?

v

[Company Name] will be recognized as [what] in [which industry category]. We will
offer our customers [what kind of service/product and corresponding benefits] and will
insure [what for the investor].
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Articulating your company vision

Corporate vision is a short, succinct, and inspiring statement of what the
organization intends to become and to achieve at some point in the future, often
stated in competitive terms.

* What is the organizations intentions that are broad, all-inclusive and forward-
thinking?

* What is the image that a business must have of its goals before it sets out to reach
them?

v

[Company Name] will be [what characteristics that are aspirational] in [what time
period]
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Defining your U.S.P.

The most compelling

customer need What is your unique selling

proposition”?

+ e Combining the most compelling customer need
Your unique job ability and matching this with your unique job ability

® What is the essence of the benefit that connects
the consumer’s self-image with your point-of-
— difference?

Your U.S.P. o Ultimately, is it a more concise description of the
value proposition?
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