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WHY YOU MUST CREATE A COMPELLING USP

If someone asked you what made you different from all the other real estate agents in your marketplace - in

other words, why should they choose you to buy or sell a home versus all other options? What would you
say to them?

e Could you give them a compelling and convincing answer in 60 seconds or less?
e Would what you say elicit a response from them like, "Wow, how do you do that?"

Chances are your answer to both these questions is no, because the fact of the matter is, most real
estate agents don't know what a USP (Unique Selling Proposition) is, let alone have one.
Sometimes, even if agents have a USP that they communicate in one-on-one situations (such as a
listing presentation), they don't communicate it effectively to the masses in their marketing efforts.
And yet, if you don't promote a compelling USP, you're not setting yourself apart from all of the other
realtors in your marketplace.

Your USP tells the world who you are and what you do. It articulates clearly and concisely
what benefit a prospect will derive from doing business with you instead of your competitors.
You should be able to articulate your USP clearly in 60 seconds or less. Astonishingly, most realtors
couldn't begin to clearly explain their USP at all, and if you can't articulate it, it's highly unlikely that
your customers and prospects will be able to understand it.

The problem is that most realtors have never sat down and asked themselves these important
questions:

What distinguishes my company or business from my competitors?

Do my homes sell faster? For more money?

Do my buyers save money or time?

Am | more expensive, less expensive?

Do | have a better system to attract customers?

Am | more aggressive in my marketing programs and strategies?

Do I render more service? Give better value? Give a better guarantee? Make it easier to do
business with me?

¢ What makes me different?

When it comes right down to it, most real estate agents don't have a USP at all. When | review the
ads of most realtors, | invariably come across the same problems:

1. There is no unique selling proposition, or
2. There is a wandering statement that most frequently focuses on vague self-promoting
generalities such as:

we're #1

we give the best service

we have the lowest prices
we're the biggest -- the best
and so on
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This is what | call 'Self Image Advertising'. The fact is, every company says the same old things and
somehow expects them to be compelling...
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These same vague, broad promises are empty, meaningless, unsubstantiated, unbelievable and
completely lacking in credibility. Yet still, everyone says them. Would you really expect anyone to
claim that they give the worst service or offer the worst value?

In direct contrast to this, your USP must be benefit-driven. It must be meaningful, relevant and
valuable to your prospects. Without these ingredients, your message will most likely fall on deaf
ears. It won't be seen or heard. It will wind up getting "zapped" just like the thousands of other
messages the average person is exposed to every single week.

Think About it From Your Customer's Perspective

An effective ad must be written from the prospect's standpoint, NOT the agent’s standpoint. When
you write an ad, INSTEAD of asking yourself: "What can | tell them about ME?" . . . you SHOULD be
asking:

"What can | offer prospects that THEY want or need?"

All you have to do is scan your local real estate agent Facebook pages to see that THE AVERAGE
AGENT DOESN'T HAVE A CLUE about differentiating themselves. Everyone's saying the same
bland old things, or nothing at all. Most Real Estate agents waste their money on ineffective ads that
produce little or no results other than possibly pacifying their sellers' demands by advertising their
property.

Your Prospects Don't Care About You as Much as You Care About Them

Think of it this way. You probably have a pretty clear picture of your marketplace and the agents who
compete against you. You scour every ad. Your ears are tuned to hear what's going on in the
market. You solicit feedback on yourself and your competitors. You live and breathe your real estate
business. In short, because you are so close to your business, you've entirely lost your objectivity -
your perspective.

Well, let me tell you something very important. Your prospects couldn't care less. When your
prospects decide to hire a real estate agent, the sea of choices looks just like that - a sea - a vast
ocean of choices with no directional markers to steer his or her path to your door.

You know you're there. You know exactly who is operating inside this big body of water - who's
fighting for position just underneath the surface. But how can your prospects possibly find you if you
don't put up a marker to show them where you are and - most importantly - why they should use you.

You may think you've got a marker up because of all the money you're pouring into advertising. But
if the message you're spending money on looks just the same as the message that all other real
estate agents are using, you really haven't put up a marker at all. All that you and the other agents in
your town have down is raised the water level.

Are you the #1 agent in your town, your company, your state or province? Well, take it from a
customer (and I've asked the same question of hundreds of customers) - So What?! . . . And what
this really means is: "So - what does this mean for me? What's in it for me?"

What's in it For Me?

Try to take a step back and look through a customer's eyes. Every agent in your local paper is #1 for
something. Don't fool yourself into thinking that your prospects will take the time and energy to
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analyze all these #1 claims to figure out which one means the most. Believe me - they won't bother.
And why should they? You're supposed to be telling them why they should do business with you -
what's in it for them.

"Enough about you . . . Let's hear about me . . ." - Cynthia Heimel

HOW TO CREATE A COMPELLING USP

Now that we've talked about what you should NOT do in your advertising, I'm going to explain to you
what you SHOULD do.

As I've explained, your USP tells the world who you are and specifically what you do. It articulates
clearly and concisely what benefits a prospect will derive from doing business with you. It answers
the question:

"Why should | do business with you above all other options, including doing
nothing or whatever I'm doing now." - Dan Kennedy

Your USP is quite basically the essence of your entire business concept; that unique advantage that
distinguishes your business from all your competitors. The issues and questions you must address
to determine what your unique advantage is are as follows:

e Determine what your customers want

e Find out which of these needs you can fill

e Find a way to clearly state to your customers that you are the source to fill those needs - this
is your USP

6 CRITERIA YOUR USP MUST INCORPORATE

Here are some general rules of thumb to keep in mind when creating your USP:

1. Be Unique . . . Offer something that is truly different

2. Be Specific . . . It's always better to be very precise and specific. The more precise and
exact a statement is, the more believable it becomes. People generally won't challenge - or
even doubt - precise numbers because they assume that this precision was calculated by
some kind of reliable mathematical or statistical method. Instead of naturally rounding off
your statistics and saying that your homes sell for 2% more than the real estate board
average, be precise and say they sell for 2.36% more.

3. Be Relevant . .. This means that you have to offer a benefit that means something to your
prospect. You have to connect with them at some deeply felt level.

4. Be Believable . .. Don't offer something that is so hard to swallow that you fail to be taken
seriously

5. Be Focused ... Don't try to be all things to all people. But equally, don't target your
message to too small a group (you have to be able to earn a sustainable income), and don't
forget to keep your eye on the future (your USP may have to evolve with changes in the
market)

6. Be Concise ... You do NOT want a paragraph of copy. Instead, you want a single - easy to
understand - thought. You must articulate - in a few words - the precise advantage you have
over your competition
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Go Serve Big!

When you put others first, you will never be second!
Your Home Sold Guaranteed Realty of Florida
www.FloridaRichAgent.com
www.FloridaYHSGR.com
Success@FloridaYHSGR.com

[888-449-YHSG |

—Whati Need To Do On A Daily Basis To
Make A Million Dollars++++

| -1 Want More Quick Tips |

—Why You Must Need A Unique Selling
Proposition
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