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Perception Is the Reality—People Buy Differences 

They Perceive and Unique Core 

Differentiators 

This information is designed to give you insight into why people choose one business 
over another, or one product or service over another.  
 
For the moment, you’ll find out just how important it is to truly differentiate your 
business in the eyes of your potential customers.  
 
And you’ll find out what a ‘Unique Core Differentiator’ is and how important this 
could be to your business. Important because it’s a critical tool to help your potential 
customers clearly understand the differences between your business and your 
competitors—in an instant.  

What are people really looking for? 

Imagine…you’re hungry. You’re walking down Market Street in London. You see 
two delis. 
 
The one on the left looks like your average deli—there are a few people in it; it looks 
reasonably clean; it appears to offer the average range of food you’d normally find in 
a deli: hot dogs, hamburgers perhaps, sandwiches, cold drinks, etc. The window 
displays the business name and year it was established. 
 
As you step toward it, you notice the deli on the right. As you get even closer, the 
difference between the two is obvious in an instant…in fact, you notice a big sign on 
this window. Not your typical business name, date established type of sign, rather one 
that says:  

‘Passionate about food’ 
 
This sparks your curiosity. On the window, you see a huge burgundy diamond shape. 
And inside the diamond is the following: 
 

‘At PRET A MANGER we are passionate about food, the pleasure it 
brings, and the importance it plays in all our lives. 

After years of practice and research, we have developed a range of 
sandwiches, salads, cakes, and puddings that are tasty, healthy, 
homemade, served quickly, and give you value for your money. 
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The vast majority of our recipes are unique to PRET A MANGER and 
freshly prepared each morning in our shops. We use only free-range 
eggs and fresh herbs, and we bake our own pastries and bread. We 
insist on quality you can trust.’ 

Better yet, it’s packed with people. You look to the shop on your left, look back at the 
shop on your right, pause, and step inside PRET A MANGER. When you compare the 
two, you’d probably agree on that impression alone you’d have to step into the shop 
on the right.  
 
You’d have to, because it was easy to see a difference. It was easy to see that the deli 
on the right offered something better. Something that clearly was more appealing. The 
PRET A MANGER owners have taken something essentially ordinary and made it 
unique. 
 
How could you do that with your business? 
 

You see, it’s the differences your potential customers perceive 

about your business that makes them want to buy from you rather 

than somebody else. 

It’s these differences that make one business, product, or service more attractive than 
another in the customers’ eyes.  
 
Assuming your business offers better products or services than your competitors, 
highlighting the differences makes it easier for your customers to make the right 
decision and buy from you. Noting these differences makes a customer feel more 
confident about their decision as well. 
 
And it’s these differences that customers are really looking for. In fact, when people 
buy from you, they’re actually buying the differences they perceive about your 
business.  
 
That means you must differentiate yourself (or at least give the perception that your 
business is different).  
 
For example, those differences could be that your business actually does offer a better, 
more unique product or service, or that the specific way you deliver the product or 
service brings better results for your customers.  
 
It could be that your business offers better value for money or that the experience or 
knowledge within your business far outstrips your competitors. Maybe you offer a 
unique guarantee that your competitors can’t match. Perhaps you offer customers a 
24-hour service hotline, whereas your competitors don’t. Or it could be the ‘little 
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things’ you do that really mean you ‘go the extra mile’ for your customers. Perhaps 
dealing with your business is more fun. 
 
Or maybe you can’t find anything that really makes your business different. In this 
instance, it’s important to review the way you do business and create some 
differentiation.  
 

Either way, the point is that you need to shout those differences from the mountain 
top, so to speak. That is, promote, promote, promote those differences.  
 
Right now, if your current marketing material does not actively do that, you have a 
huge opportunity to grow your business and increase sales. 
 
You see, most businesses have never articulated those differences. They expect people 
to buy from them simply because they’re in the marketplace. Most simply say ‘buy 
from us.’ But they don’t give the potential customer a clear and compelling reason 
why they should do so.  
 
Business owners or managers make a common marketing mistake—they promote the 
features of their products and services or business (rather than the benefits clients 
would receive) and the price…without offering any other point of differentiation. 
 
(How to market benefits rather than features and how to move away from price as a 

selling issue will be reviewed in more detail in our series of Special Reports.) 

 
Marketing this way fails to educate your potential customers and clients about the real 
differences that your business offers. The differences that make yours the better 
business to deal with.  
 
Whatever those differences may be, the key, then, is finding out how to state it so that 
your potential customers understand those differences in an instant. A Unique Core 
Differentiator is your tool. 
 

Unique Core Diffentiators clearly articulate those things that make 
your business different—better—than your competitors. 

Your Unique Core Differentiator(s) are the things that really set you apart from your 
competition. It is the ‘special-ness’ about your product or service (or about your 
business as a whole) that compels people to buy from you instead of from your 
competitors. 
 
That’s because a well-formed differentiator targets the ‘hot buttons,’ real buying 
concerns, or ‘key frustrations’ of your clients. In one statement, it tells potential 
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customers exactly why they should buy from you and reminds current clients why 
they continue to deal with your business. 
 

It’s a key point of differentiation between you and your competitors and helps the 
customers identify that they really do need to choose you over your competitors. The 
PRET A MANGER example you read about earlier is a perfect example. 
 
This, then, creates something that is constantly unique. 
 

Further, you’ll notice the use of the word ‘core.’ And that’s an important point. Your 
Unique Core Differentiators, those things that make you unique, must permeate your 
entire business: the way your team members present themselves, the way you deal 
with your customers or clients, the way your business itself is presented. Virtually 
every area of your business must fulfil that differentiation. 
 
Because of that, Unique Core Differentiators are powerful in 2 ways: They articulate 
exactly what the customer wants, AND, just as importantly, give a laser-like focus to 
everyone on your team.  
 
This means that when you identify your Unique Core Differentiators, you’ll have a 
much better chance of building an even better business.  A business that stands out 
from the rest of your industry.  A business that isn’t caught in the trap of selling on 
price.  A business that potential customers will want to deal with. 
 
And finally, you must articulate your Unique Core Differentiators on all your 
marketing material, even your signage, if possible. 

Some examples for you 

A transport business and a promise that sells. 

Federal Express has a great Unique Core Differentiator that says it 
all—Absolutely Positively Overnight! 

It clearly says they’re the people to call if you need something to get 
there without a doubt. By promoting this and offering a guarantee of 
overnight delivery, the company actually created a point of difference 
in the potential customers’ minds, something unique to offer 
customers, something that made them stand out.  

You’ll appreciate, too, that Federal Express also had to improve the 
core of its operation. Only then could the company really deliver on 
that Unique Core Differentiator. This differentiator helped them grow a 
small start-up business into a very successful worldwide company. 
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A dental practice makes it fun. 

Another example comes from a successful dental practice. When you 
think about going to the dentist, it’s an unpleasant thought, isn’t it? 
Given that, the Unique Core Differentiator of this business becomes all 
the more powerful. The first line of the practice’s booklet gives the real 
essence of the difference—‘Our aim is to make you enjoy coming to 
see us.’  

Not too many dentists say that. And the differences go further, so much 
so that this dentist has essentially created a ‘dental restaurant.’ When 
you enter the practice (and you can only do that if you’ve been referred 
by another client), you’re met by a person called a ‘Director of 
Wonderful’ (rather than a receptionist or dental nurse), who hands you 
a menu! In fact, the dental practice is so different that its Unique Core 
Differentiators are clearly articulated in a 12-page booklet given to 
every client! 

So, once again, the Unique Core Differentiator does make this practice 
stand out AND has invaded the way the entire business operates. 

A builder takes the lead in a price-competitive market. 

The most frustrating issue for most building clientele is that the 
deadline is hardly ever met. One good way to really stand out in a 
crowd is to promise to finish on time. But that promise must be 
powerful to be believable. This particular builder advertised that he 
would actually pay £100 for every day he went over the targeted 
completion date.  

Interestingly, that’s what you have to do to get a builder’s license in 
that particular region. However, nobody else was promoting it this 
way! Probably because, unlike this builder, the other businesses 
weren’t structured in a way that meant they’d never go over the 
deadline. So if the other builders had promoted that fact, it probably 
would have cost them a fortune! 

Retailer outsells competitor thanks to a strong Unique Core 

Differentiator. 

Many supermarkets have in-store delicatessen, bakery, fruit and 
vegetable, and butcher sections. In the past, business was lost in these 
areas because customers preferred to buy those specific goods from 
specialist retailers, who tended to offer better quality products.  

One of the greatest issues for customers is freshness of product. Many 
tended to think the smaller stores had fresher product because they 
bought in smaller quantities. And that was often true. 
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Given all of that, one large supermarket chain decided to promote itself 
as ‘the fresh food people’ AND improve the quality and freshness of 
the products offered. The retailer promoted its Unique Core 
Differentiator through all advertising and marketing material and by 
creating systems to ensure that the products lived up to the promise of 
being ‘the fresh food people.’ This huge positioning shift helped the 
business generate higher overall sales than its closest competitor.  

Your Action Plan: Find the Unique Core Differentiators in 

Your Business 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Look closely at your business 
and note whether you currently 
offer anything that’s genuinely 
unique, that is, something that 
your competitors don’t promote 
or do. Or look for something 
unique you could begin to 
promote or do for your 
customers. 

To establish if there are any 
unique areas or possible ways to 
create something unique within 
your business. 
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3 Types of ‘Unique Core Differentiators’ 

As you’ve seen, Unique Core Differentiators (UCDs) are essential to differentiate 
your business from your competitors. This information will give you insight into the 3 
different kinds of Unique Core Differentators. That way, you can establish which type 
or combination best applies to your business.  
 
Acknowledging, discovering, or creating UCDs in your business can be a real key to 
unlocking better results from your marketing material. 

Making UCDs work for your business (and some examples) 

As you now know, there are 3 kinds of Unique Core Differentiators. The first is an 
‘Actual’ Unique Core Differentiator. That is, there’s something genuinely unique 
about your business, the products, or services you provide or the way in which you 
provide these products and services.  
 
Creating your Unique Core Differentiators will revolve around expressing that actual 
uniqueness in a way that’s meaningful to your potential customers and clients.  
 
‘Parts Overnight’ is a great example. ‘In fact, the Unique Core Differentiator for this 
business is actually expressed in the company’s very name! Because of this 
differentiator, the company is a huge success and has grown incredibly quickly.  
 
You see, the business owner found out that it was virtually impossible to fix a laser 
printer overnight or even to get spare parts for printers overnight. The average 
turnaround was, in fact, 6 weeks! He went out on a limb and figured that other people 
must want their laser printers fixed sooner than that, too.  
 
The owner studied the distribution channel within the industry carefully and found 
that it wasn’t individual laser printer owners he needed as customers. Rather, he 
needed the computer and printer technicians who went into businesses and maintained 
the computer and printing systems and networks. 
 
Worse yet, he discovered that only a couple of very large companies, some of them 
printer manufacturers like Hewlett-Packard, actually carried spare parts and did 
repairs for those technicians. Because of this, they really had the technicians over a 
barrel. They knew that if they said it was going to take 6 weeks, there was nothing the 
customers could do about it. 
 
Next, he worked out a way to deliver those repaired laser printers or printer parts 
overnight to the technicians. (Who, in turn, then enjoyed the kudos of having happy 
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customers.) Hence the name ‘Parts Overnight.’ And he also put systems in place to 
make sure the parts and repairs were delivered not only quickly but also correctly and 
in working order. In fact, he offered a guarantee on quality, too.  
 
From here, he started from scratch against the big players – and won. In just 4 years, 
this business has gone from a one person start-up with £4,000 in stock sitting on a 
battered old bookshelf, all purchased on a credit card; to a profitable, worldwide 
business turning over £20+ million with about 15 team members. Now Hewlett-
Packard is knocking on the door wanting to find out just how he and his team did it.  
 
That shows just how powerful the actual Unique Core Differentiators can be, 
especially if they’re combined with the next type of Differentiator. 
 
The second is a ‘Created’ Unique Core Differentiator. That is, you create a point of 
differentiation between your business and your competitors. 
 
For example, you may create a guarantee unlike any offered in your industry, one that 
your competitors are too scared to make. You may offer a level of after-sales service 
that surpasses all others. You may have the only delivery or installation process of its 
kind. You may do something smarter or faster than your competitors. You may offer 
an 800 telephone number as a service hotline. 
 
Let’s work through a simple example for a wholesaler. Imagine you’re a wholesaler 
who sells freshly baked cakes to retailers. You’re new to the market or you want to 
grab market share from your competitors AND you want to do it without discounting. 
 
You know that your competitor sells cakes that are (in the client’s perception at least) 
as good as yours. And your prices are about the same, too. What can you do? You 
have to come up with something that will make you stand out—a Unique Core 
Differentiator that will make you the choice of cake suppliers. 
 
Well, the first thing the wholesaler in question did was to look at things from the 
customer’s point of view. The wholesaler realised that the retailers of his competitor’s 
cakes often couldn’t sell all their cakes. So the retailers had to throw away the cakes, 
losing money in the process. 
 
This wholesaler decided to put together a strategy to reverse the risk. That is, he sold 
his cakes on the simple basis that if the retailers didn’t sell them, the wholesaler 
would take back the leftovers at full price. That way, the retailers have a guaranteed 
margin and never lose. 
 
It’s clear that by structuring the business around this guarantee and creating this 
Unique Core Differentiator, the wholesaler stood out from the crowd in a competitive 
market. In fact, the strategy worked well. It worked only because this Unique Core 
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Differentiator solved a customer frustration and made it easy for the retailers to see a 
clear point of differentiation between this cake supplier and another. The retailers 
were given a better reason to buy from this wholesaler. 
 
As it turned out, the retailers were even prepared to pay a slightly higher price to get 
the product from this wholesaler, simply because of the Unique Core Differentiator. 
 
Not only that, the wholesaler also got more shelf space for his products—customers 
bought more and more product simply because there was less risk. (To be even more 
different, the wholesaler could have taken this one step further by providing point-of-
sale, benefit-oriented merchandising material, offering sales training sessions for the 
retailer’s team, and so on.) 
 
Further, the wholesaler began creating partnerships with the retailers because he had 
done something nobody else was willing to do and made life easier for them. 
 
Of course, many other wholesalers would have thought of the downside of promoting 
this offer. Some might have thought they’d go broke. Or that people would abuse the 
system. Some may but the majority WON’T. However, because it is a Unique Core 
Differentiator, the business was actually built around that promise, that core, so 
systems were in place to protect it, if needed. 
 
This strategy could be taken a step further. Many businesses have problems with slow 
payers. In this example, the wholesaler wanted to get his money 7 days after the 
retailer received the goods. 
 
Instead of ‘giving away’ the risk reversal, this wholesaler used it as a negotiating tool. 
Simply put—‘When you pay me within 7 days, I’ll guarantee to take back any stock 
that doesn’t sell.’ 
 
A powerful concept, isn’t it? Think about your customers’ frustrations. How could 
you make dealing with your business easier and more beneficial than dealing with 
your competitors? And then how could you build your business to promote a Unique 
Core Differentiator to articulate it clearly?  
 
The third kind of Unique Core Differentiator, the ‘Perceived Unique Core 
Differentiator,’ is also critically important—your Unique Core Differentiator does 
not (in fact) have to be unique. 
 
Now before you say, “You’ve totally lost me,” consider this further because it’s 
critical to understand. 
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You may not have anything in your business that’s totally unique. But if you’re the 
first one to articulate a difference (even though others do the same), you’ll stand out 
in the marketplace as if you are unique. Simply because you’ve been the first to 
articulate it. 
You may remember the PRET A MANGER example talked about in ‘Perception is 
the Reality—People Buy Differences They Perceive and Unique Core Differentiators.’ 
Do you think PRET A MANGER is the only business in the world that’s passionate 
about food, uses free-range eggs, fresh ingredients, and so on? Of course not. But it 
was the first to articulate it and make it part of its very core. 
 
So with this kind of Unique Core Differentiator, the customers perceive there’s a 
difference when in fact there may not be any real difference. In this instance, you may 
simply articulate what you do better than your competitors, like the suggestions just 
outlined above. 
 
An example comes from Schlitz Beer.’ Schlitz, ranked 17th in terms of volume of 
beer sold, wanted to increase sales dramatically. The company called on advertising 
great Claude Hopkins to come up with an advertising campaign that would really 
boost sales. Claude studied the processes used to create Schlitz beer, then he went to 
work. He wrote a fantastic story about how the water used in the beer came from the 
freshest springs in the Colorado mountains, how the hops went through the processes, 
and how, after all this nurturing, Schlitz Beer really had the flavour. 
 
The campaign was extremely successful. Sales increased so much that the company 
moved to a ranking of second. What’s the point? Schlitz made beer the same way as 
its competitors. In fact, the competitors’ processes were almost identical. The only 
difference was that the competitors didn’t articulate it the way Schlitz did. They failed 
to tell the story of the beer and differentiate their beer in the minds of the consumers. 
 
Schlitz, on the other hand, managed to articulate what it did in a unique way, creating 
the perception in the consumers’ minds that the beer must be better. As such, Schlitz 
managed to create a ‘perceived’ difference, a Perceived Unique Core Differentiator. 
 
Further, because the campaign was so successful, competitors tried to run campaigns 
that said ‘We do that, too!’ However, the customers wouldn’t budge because Schlitz 
owned that perception in the consumers’ minds. 



  

13 

Your Action Plan: Identify the UCDs that work for your 

business 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

With what you now know, take a 
closer look at your business and 
decide whether you currently 
offer anything that’s genuinely 
unique. Or whether there’s 
something you could offer, a 
service for example, that would 
make you unique. Or whether 
you could create a perceived 
Unique Core Differentiator that 
would work for your business. 

To establish if there are any 
unique areas, perceived 
uniqueness, or possible ways to 
create something unique within 
your business. 

  

Given that, review how you 
could create one of the 3 Unique 
Core Differentiators for your 
business and how you might 
articulate it. Take a look, too, at 
whether a combination of any 2 
might work for you.  

To gain an idea of what would 
work best in your business. 

  

Review how your business 
might change if you were to 
promote those Unique Core 
Differentiators. 

To ensure that you can deliver 
on those Unique Core 
Differentiators. 
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Tips on Creating a Great Unique Core Differentiator 

for Your Business 

This information is designed to give you insight into how to discover, acknowledge, 
or create a Unique Core Differentiator for your business.  
 
You’ll find out how to spot the powerful points of difference that already exist in your 
business or how to create some that will really differentiate the way you do business. 
 
Next, you’ll find out how to articulate your Unique Core Differentiator(s) in all of 
your marketing material. That way, you’ll start to position yourself in an even more 
powerful way. 

Some key questions to reveal your Unique Core 

Differentiators (and some examples for you) 

As we showed in ‘Perception is the Reality—People Buy Differences They Perceive 
and Unique Core Differentiators’ and ‘3 Types of Unique Differentiators,’ Unique 
Core Differentiators are essential.  
 
The bottom line is this:  
 

Articulate exactly why you are unique and why potential clients should 
buy from you. If you don’t do this, they’ll make their buying decision 
on other matters, such as price. 

It’s important here to make the point about ‘core.’ In Built to Last: Successful Habits 
of Visionary Companies (Harpercollins 1994), James Collins makes the point 
strongly. Collins traces the differences between directly competitive companies and 
points out that some of them outlast, outperform (by an average of 19 times!), and 
outrun the competition. 
 
These he calls the ‘Built to Last’ companies. The key differentiator is that these 
companies have a ‘central core’ that is the basis upon which all business decisions are 
made. This, he says, is what differentiates them from the others. 
 
Once you have your Unique Core Differentiators, whenever you’re faced with a 
judgement—should we do this or this—you go back to the core to find the answer.  
 
It’s something that allows you to build consistency of purpose and focus. And get 
better results from your marketing. 
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And that’s because a well-formed Unique Core Differentiator targets the ‘hot 
buttons,’ real buying concerns, or ‘key frustrations’ for your clients. In one statement 
or several, it tells potential clients exactly why they should buy from your business 
and reminds current clients why they continue to deal with your business. 
 

Finding your Unique Core Differentiators, then, is a critical task. There are several 
ways to do this. 
 
The first is to sit down with someone from outside your business and have them 

interview you. Have them ask you what it is you do differently. Be sure to tape the 
session because, without knowing it, you’ll probably articulate your Unique Core 
Differentiator right there at the meeting!  
 
Also, the way we speak tends to make great marketing copy because when we talk 
about it, our enthusiasm, excitement, and genuine commitment to what we do as 
business owners or managers tend to shine through. So this tape can literally be 
translated into your marketing material and your Unique Core Differentiator 
statements.  
 
For example, the owner of a fast food franchise was interviewed, and brilliant Unique 
Core Differentiators were actually roughed out at that meeting. Let’s take this 
example further. The core product sold by the business was BBQ chickens. The owner 
was asked: 
 

‘What is the Unique Core Differentiator of your business? What is 

unique about what you do?’ 

The business owner replied ‘Nothing, there is really nothing we do differently than 
any other chicken or fast food retailer.’ The interviewer pressed the owner: 
 

‘Tell me what you do and how you do it from start to finish.’ 

…brilliant Unique Core Differentiators were established. 
 
You see, the business owner went on to explain how the team arrived at 5:00 a.m. 
every day to literally scrub the entire premises from the floor upwards. And that they 
finished at 10:00 p.m. because they did the same thing at closing time. He was asked:  
 

 ‘Why? Why, do you do it that way?’ 

The owner explained that the premises were thoroughly cleaned twice a day, to 
hospital standards so that they were always spotless. He said this was important 
because people tended to think chicken, as a food product, was more susceptible to 
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food poisoning. And that cleanliness is important to people buying from fast food 
outlets.  
He also went on to say that it was important to be open early to take delivery of 
hundreds of fresh chickens—daily.  
 
Again when asked ‘why?’ That is, ‘why did he have to take delivery daily?’ he said it 
was because they only used fresh chickens, not frozen. The chickens BBQ much 
better and have more flavour than frozen product. Flavour at a fast food outlet is often 
considered mutually exclusive! So that’s an important issue for customers. 
 
When the interviewer delved a little deeper, it turned out that it had taken years for 
that business owner to find a good supplier of fresh chickens.  
 
In fact, these chickens came from a large family-owned poultry farm that did NOT 
use hormones to accelerate the growth of the chickens—something that has been 
turning customers away from fast food chicken and that is becoming a bigger concern 
in the market every day. 
 
Also, the chickens from this supplier had a maximum fat content of 20%—another 
key concern to customers who are turning to healthier food products.  
 
The business owner was in fact doing things differently, only he didn’t realise that the 
way he actually ran his business was a critical point of differentiation for his 
marketing. And that each of those points would strike a cord with his customers. 
 
This business owner went on to document the ‘story’ and put it on posters in his store. 
While customers waited briefly for their orders to be packed, they would read this 
poster. The result? Sales increased dramatically and repeat business soared. 
 
Perhaps your story of how you do business and why is interesting, too? To find out, 
have someone from outside your business interview you. Allow them to play devil’s 
advocate by asking you questions like those outlined in this example. Let them dig 
deeper to find out more about your business.  
 
There are several others things you can do to create your Unique Core Differentiators. 
You could take it further by asking yourself this question: 
 

 “Why do people buy from me?” 

Ask yourself and your team members or associates this question and list all the 
answers. For example, most business owners would answer this question the same 
way. Many would say “We have good quality products, our team is experienced and 
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friendly, we offer good services, we’re reliable, we provide cost-effective solutions, 
we offer a guarantee.” 
 
The problem is this: If most business owners answer the same way, then they aren’t 
unique, and the client has no compelling reason to choose one over another. In this 
situation, the client bases the buying decision on the only variable—which is often 
price! 
 

To take that a couple of steps further, ask: 
 

‘What distinguishes my company from my competitors? Am I more 

expensive or less expensive? Do I provide more service, better value, a 

stronger guarantee, give two when you buy three, or three when you 

buy two?’ 

After you’ve written your list, you might like to survey some of your customers to 
find out specifically why they did buy from you. For example: 
 

“Specifically, why did you decide to go with [Your Business Name]?” 

“What differences did you notice between [Your Business Name] and 

other providers/suppliers?” 

“What were the top 6 things that mattered most to you when you were 

selecting someone to provide your [product or service type]?” 

These questions can be helpful because your perception of why people buy from you 
can often be different from your customers’ reasons. For example, one property 
development and building company thought the major reason tenants moved into its 
townhouse complex was for the facilities, such as a pool, children’s play area, tennis 
court, and security. 
 
In fact, the tenants moved there because the townhouses had 3 bedrooms, were brand 
new, and cost £120 per week. The tenants considered the facilities a bonus. It wasn’t 
the facilities that potential tenants set out looking for when they were house hunting. 
So promoting it wasn’t targeting the customers’ ‘hot buttons,’ and that meant the 
advertising simply wasn’t working. (When the company changed the advertisements 
and placed those top 3 considerations in the headline of the ads, the complex was fully 
occupied within 2 weeks and had a waiting list for future tenants!) 
 
The next step, then, is to add to your list of reasons all the reasons your customers 
gave you. Then work through each point and ask yourself this question: 
 

“Whether it’s true or not, would my competitors say the same thing?” 
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If the answer is ‘yes’ to any point, you must cross that point off your list. So, even if 
your competitors don’t do a particular item on the list but promote that they do, you 
must cross that item off your list. This is an important distinction to note. You see, 
your customers don’t know your competitors don’t actually do what they say they 
do—they can only take them on their word. Therefore, it is negated as a point of 
difference. 
 
Go through your list once, then go through it again and ask the question again to 
double-check. At this point, it’s important to be brutally honest with yourself. 
 
Looking at your list, you might find that you haven’t crossed off some items. You 
may have identified something genuinely unique about your business. This should 
then be turned into your Actual Unique Core Differentiators. 
 

On the other hand, you may also find that there’s nothing unique about your business! 
 
Usually, this isn’t a true reflection of your business. Every business has something 
unique to offer the right type of customer. In this case, think about those special things 
you might do for customers, times when you’ve gone out of your way for customers, 
and see if you can turn those experiences into something more. 
 
You may want to think about how you could tell your ‘story,’ like the Schlitz Beer 
Company or the fast food BBQ chicken retailer, to create a Perceived Unique Core 
Differentiation.  

 
Or you may want to look at what you need to do to have a Created Unique Core 
Differentiator. That is, to create a point of difference, change the way you’re doing 
business to make sure you’re doing it better than your competitors from the 
customer’s point of view.  
 
Supply your product or service more efficiently, faster, and better than your 
competitors and guarantee that you’ll live up to your promises. Increase the quality of 
your product or service and educate your customers about it. Add more value. Offer 
better backup service than industry standard. For example, you might be able to create 
a hotline telephone number. 
 
Once you’ve created your Unique Core Differentiator, make it the focus of your 
marketing. Articulate and promote it everywhere—on your stationery, vehicles, 
advertising, promotions, and building signage. 
 
Remember, a Unique Core Differentiator is not a logo, although it is incredibly 
powerful if you can make it part of your logo. Federal Express’s ‘Absolutely 
Positively Overnight’ is a great example of a Unique Core Differentiator brilliantly 
and succinctly expressed. 
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But don’t concern yourself with brevity.  
 
For example, the fast food BBQ chicken retailer explained its Unique Core 
Differentiator on large posters in the store. 
 
PRET A MANGER shows it well, too. You might remember that example from 
‘Perception is the Reality—People Buy Differences They Perceive and Unique Core 

Differentiators.’ That deli was more than your average deli!  
 
In that case, the sign on the shop window—‘Passionate about Food’—was a shorthand 
version of the deli’s Unique Core Differentiators. The deli adds to that through the 
diamond on the window and by repeating the message on every sandwich bag. In fact, 
the company takes that message one step further by adding this: 
 

Sinclair Beecham and I opened our first PRET A MANGER in 1986. 
We have never swerved from our aim of providing the best for our 
customers. Our food may be ‘fast’ but the selection of ingredients and 
quality of preparation is anything but. 

And then the closing line on the bag is this: 
 

If you would like to speak to me or one of my colleagues regarding 
anything to do with PRET A MANGER, please feel free to call on 
0171-827-6300. Thank you. Julian Metcalfe. 

And a visit to their store completes the picture. 
 
Another example from ‘Perception is the Reality—People Buy Differences they 
Perceive and Unique Core Differentiators’: the very different dental practice. The 
Unique Core Differentiator for that business was clearly articulated to every client or 
potential client in a 12-page booklet. 
 
Whatever it is for you, the important thing is to get it. And then articulate those 
Unique Core Differentiators any way you can! 
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Your Action Plan: Create Unique Core Differentiators for 

your business 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Write a list of all the reasons 
why people buy from you. 

To begin the process of creating 
Unique Core Differentiators for 
your business. 

  

Ask each of your team members 
to write a list of the reasons why 
they think people buy from you. 

To begin the process of creating 
Unique Core Differentiators for 
your business. 

  

Call some of your clients and 
ask them why they specifically 
decided to buy from you and 
what differences they noticed, if 
any, between you and your 
competitors at that time. 

To begin the process of creating 
Unique Core Differentiators for 
your business. 

  

Put all the answers in one big 
list. 

To continue the process of 
creating Unique Core 
Differentiators for your business. 

  

Work through that list, crossing 
off any items that your 
competitors would also promote. 

Establish the differences 
between what you promote and 
what your competitors promote. 

  

Note any remaining items and 
begin to form your Unique Core 
Differentiators. 

To form your Unique Core 
Differentiators. 

  

Review the way you do business 
to find out if you can ‘create’ 
some points of difference in the 
way you operate or tell your 
story so that you create a 
‘perceived’ difference about 
your business. 

To form your Unique Core 
Differentiators. 

  

Establish your Unique Core 
Differentiators. 

To have some tools that allow 
you to promote the ‘uniqueness’ 
offered through your business. 

  

Begin to promote your 
‘uniqueness’ through a type or a 
combination of Unique Core 
Differentiator/s in all areas of 
your marketing. 

To make it easy for potential 
customers to understand the 
differences between you and 
your competitors—in an instant. 
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Take the Mystery out of Selling—Create a System 

That Sells for You 

This information is designed to give you insight into how to take the mystery out of 
selling. 
 
When asked, ‘Who feels completely comfortable with selling?’ a surprisingly small 
percentage of business owners raise their hands. A much larger percentage are 
decidedly uncomfortable with selling. 
 
This is a shame simply because when you look at the sales issue—the nuts and 
bolts—it really is very easy. 
 
Even more so when you have a way of selling that works—a system, if you like, that 
makes sure you deal with potential customers in an ideal way each and every time. A 
way that makes prospects want to buy time and time again. 
 
So this information is designed to remove that level of discomfort, either for you or, if 
you do feel 100% comfortable with sales, your team members. 

Sales…ultimately, an internal function 

As mentioned, the first issue to consider here is whether you feel comfortable with 
selling. 
 
If the answer is no, for the sake of your business it is imperative that you either get 
comfortable quickly through training or other programs OR find people who are 
comfortable with selling and bring them into your business. 
 
For any business to succeed, it’s best if there’s a strong sales push WITHIN the 
business. Sales are the lifeblood of any business. Without them, other issues, like the 
way you operate, systems, and staffing, become irrelevant, don’t they? 
 
Worse yet, your potential customers suffer. 
 
Think of it this way: If your potential customers call you, they have literally raised 
their hands to be helped. Better yet, they think you or your team can actually do that. 
So they are warm to you before you even talk. 
 
It’s your job, then, to do everything in your power to give those potential customers 
enough reasons to want to buy from you. If you feel your products or services are 
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good quality, you’ve done those potential customers a DISSERVICE if you fail to sell 
them. 

Why? Because if you fail to sell them, those customers walk away with 
their problem or need unresolved. 

It means they have to go out again and spend more time and more money to find 
someone else to solve their problem. Worse yet, that somebody might be a competitor 
who, you know all too well, does NOT offer products or services as good as yours. 
 
Some businesses don’t do this, mainly because the owners aren’t comfortable selling 
and prefer not to have to be concerned with it. The owners concentrate instead on 
what they do best—usually the work their businesses do. 
 
Without that focus on sales, without a finger on the pulse, the business will almost 
certainly suffer. Usually growth slows and they remain forever a small, small 
business. 
 
In this instance, sales are either low or the owners may have made arrangements for 
somebody outside the organisation to sell for them. 
 
Relying on others outside your company to sell on your behalf or to package your 
products or services with theirs can be useful; however, in a situation where this is 
your ONLY means of selling, it could mean trouble.  
 
You see, in this case, the business owner becomes entirely dependent ONLY on that 
source to sell for the business. 
 
And that can mean you’re almost beholden to those people or that business, instead of 
being in a position of power. One where it is simply an added string in your sales 
bow, if you like, which builds on the sales your business makes for itself. 
 
So it really is imperative that the sales function gets handled—and well—WITHIN 
your business. 
 
To do that, perhaps you could find a professional, someone who specialises in selling. 
Usually, good salespeople are motivated by the sell itself, by helping prospects and 
winning them over. For most this motivation increases when a ‘carrot’ exists, that is, 
an incentive for them to sell more and more. 
 
For most business, rather than putting a salesperson on a fat salary with a car, mobile 
phone, and assistant, you could get better results by keeping the salary lower and the 
incentive, say a percentage of the value of the sale, higher.  
 



  

23 

This lowers your fixed costs and means you’ll pay only when you’re being paid—that 
is, sales are being made! Better yet, it keeps salespeople hungry and driven to do a 
good job. 
 

What keeps people, particularly good salespeople, motivated if they 
have everything they could want for and life is easy? 

That’s right—nothing. So you get the best of both worlds. 
 
You see, there are 3 major challenges with the more traditional way of paying 
salespeople. The first is the level of salaries required. Often these are out of the league 
of many small businesses despite their desperate need for a professional salesperson. 
The second is that it often makes the salesperson complacent. And finally, it can mean 
that people who aren’t necessarily highly motivated—hungry—will want the job. 
 
You see, this sort of deal, one where you offer a smaller salary with a higher return for 
results, can sometimes sort ‘the men from the boys.’ 
 

Only those attracted by the ability to increase their income by their 
own hand will want to take up the offer.  

In fact you’ll usually be able to spot their enthusiasm. They’ll actually be excited 
about what you’re offering, understanding that they could make a lot more money. 
 
Others, who in truth often just can’t cut it, will complain about the situation, saying 
they want a full salary regardless.  
 
Rarely, though, you might find someone who is genuinely good at selling, has a great 
track record and experience. But because of family commitments, mortgages, and so 
on might be adamant about a certain base salary. In this situation you may want to 
consider it, the point being not to make it so comfortable that this person, no matter 
how good they appear to be, can sit back and relax.  
 
So regardless, some sort of performance-driven incentive package must be built in! 
 
(It’s not to say, by the way, that you won’t eventually give them a higher salary with 
some other incentives. But at the very least, initially, you have to make sure they’re 
striving to get those sales and prove themselves.) 
 
And old tip from the insurance industry suggests you need to hire more than one 
salesperson to end up with a salesperson who really does get results. Depending on 
who you talk with from that industry, statistics show that as few as 1 in 4 or 1 in 15 (!) 
will actually be any good! 
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That is, only 1 of those hired will prevail. Usually several will fail where one other 
will succeed. The others will find it too tough and leave or simply not bring any 
results to your business.  
 
You can eliminate this whole issue by creating a ‘sales system.’ And that brings us to 
the second issue to consider: creating a sales system that works for you. 

A sales system could make & save you thousands 

Point: if you’re good at selling or if you have a team member who is good at selling, 
document what it is you or they do. There you have it—a sales system. 
 
Now before you think, ‘That’s too simple,’ think again! Really it is simple. (Ever 
noticed how all the great ideas usually are?) Let’s look into this further. 
 
Good salespeople often go into what’s called ‘unconscious competence.’ That is, they 
no longer remember why they specifically do or say certain things to prospects, they 
just know ways and means to get a positive response. 
 
Unconscious competence is a bit like driving a car. When you first learned to drive, 
you were fully aware of the first 17 steps you had to take before you even started the 
car. You had to know them to pass the test.  
 
Things like putting the keys in the ignition, moving the seat to a comfortable position, 
putting on your seatbelt, checking your rear view mirror, checking your side mirrors, 
starting the car in park, checking oncoming traffic, releasing the emergency brake, 
indicating your exit from the parked position, and so on. Now as a competent driver 
you’re no longer aware you’re completing those steps. You just do them 
automatically. By rote. In fact as a competent driver it is actually difficult to identify 
those 17 steps now. That’s unconscious competence. 
 
It’s the same for great salespeople. They become so competent that they forget the 
steps they’re taking and just focus on the task at hand. 
 
Because of this, the best way to create a sales system is to have yourself or your 
salesperson record 1 or 2 weeks of sales meetings and have those tapes transcribed. 
 
Or have another person go to sales appointments with you or follow you through your 
premises when you’re talking with customers, all the while taking notes. And break it 
down from there.  
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Those notes should cover what you said, when you said it, how the customer 
responded, how you handled any objections, any particular benefits you mentioned, 
and so on. Afterward that person can ask you why you did this or that at certain 
points. This will help gain an understanding of why you do what you do, when you do 
it in the sales process, and why that works. 
 
Sometimes it’s better if the person taking notes actually doesn’t know that much about 
your business. They tend to ask more questions about certain aspects of the process 
than someone else who might also have unconscious competence! 
 
From here you document all the information: how to get things started with a potential 
customer, greetings, questions, benefits to explain, the detailed questions to ask for 
the sale, how to handle objections, right through to how to complete any required 
paperwork for the sale. Ideally you might create a form for your team members to use 
as a thought jogger. 
 
By doing this, you will create your sales system. 
 

From there, you can set about training everybody to complete sales in 
this same way and sales will increase for every sales-related team 
member. 

Think about the financial effect that could have on your business. If you could double 
the sales made by every team member, for example, just imagine what that would add 
to your business. 
 
Interestingly, too, most business owners think they need to get more leads. The truth 
is, the business as a whole needs to convert more of the leads you do get. A sales 
system can help you do just that. 
 
In a typical business, 1 or 2 team members generate much higher sales than the rest of 
the team. When this happens over and over again, this can be slightly demoralising for 
other team members. Some will never be certain of what they’re doing wrong or what 
those very successful team members are doing so differently. 
 
A sales system, with people fully trained to use the techniques in that system, gives 
everybody the chance to do just as well.  
 
Suddenly everybody is trained in what works and has the ability to improve. People 
become happier in their work, their stats improve, and it’s exciting to get better 
results. Often they feel they’re doing a better job, and their confidence and morale 
increases. Plus your resources are being used more efficiently rather than continuing 
with what doesn’t work!  
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Better yet, potential customers will be better served. 
 
Further if you as the owner are the best salesperson, this is almost the only way you 
can replace yourself AND guarantee that sales will continue to do well while you 
focus on other areas in your business. 
 
The other advantage of a sales system is that you can never become beholden to one 
particular salesperson. Like a business in the fruit and vegetable supply industry 
turning over £20 million did. 
 
This business owner became trapped in a losing situation. His key salesperson, 
someone who was responsible for a significant percentage of tomato sales, simply 
kept demanding more and more money each year. So much so that his salary reached 
£250,000 and he still wanted more. The business owner was in a no-win situation. If 
he fired the salesperson, sales would drop dramatically. However, he just couldn’t 
afford to keep on forking out thousands on demand. 
 
A sales system means that the salesperson is only as good as that system and so is 
replaceable. 

An example for you 

You’ve probably been in a retail pharmacy environment, say a large store, one where 
you might find as many as 6 to 8 retail assistants serving customers behind the counter 
and on the retail floor. So let’s review a case from this kind of business. 
 
As mentioned earlier, in these environments as in most businesses, 1 or 2 assistants 
will always sell up to twice as much as the others. That’s double the sales from one 
retail assistant to another!  
 
And it’s not that they’re particularly different or better than their counterparts. It’s not 
because of any specific education, training, or age. It’s just that they’ve found a way 
of dealing with people that works. 
 
Works for the customers, for them, and for the business as a whole. It usually means 
they’ve found a better way of helping customers find what they need. Let’s take a 
closer look through the scenarios below. 

Scenario 1 

A customer walks into a pharmacy and asks 1 assistant where she can find Band-Aids. 
This assistant, one who doesn’t sell huge amounts by the way, physically points to the 
area where that item is found. As she points, she might say something like this:  
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“Turn left at the diapers, right at the nail polish, and just after the 

beauty products you’ll find the Band-Aids.”  

Knowing that pharmacies can literally have thousands of items in stock, this can seem 
quite rude and a little daunting for customers, particularly if they’re in a hurry or have 
the kids in tow! Nevertheless, they go off in the direction they were ‘pointed’ to look 
for the Band-Aids. 

Scenario 2 

A customer walks into a pharmacy and asks 1 assistant where she can find Band-Aids. 
This assistant, one who sells twice as much, might smile and say something like this:  
 

“Thank you for dropping in. If you’d like to come with me, I’ll take you 

right to them.” 

‘Oh really,’ thinks the customer, “yes, thank you, that would be great,” noting that no 
one else bothers to do that. On the way to the Band-Aids, the conversation might go 
as follows:  
 

“Specifically are you buying the Band-Aids for use at home or as part 

of a first aid kit or for a sporting team say?” 

“Oh just for around the house. You know the kids are always tripping 

over things, getting little cuts and scrapes.”  

The assistant might then comment: “Yes, I understand. How many kids do you have?” 
The customer might reply “Just the 3.” The assistant might then say:  
 

“Keep you busy, I bet! This size box is probably the best for you. (As 
the assistant says that, he or she physically picks up the appropriate 
box and shows it to the customer.) The other will run out too soon, and 
the bigger one is more suited to a soccer team!” 

By this stage the customer says, “Yes, I’m sure you’re right. I’ll take that. Thanks.” 
 
As the customer walks away, the assistant might say something like this: 
 

“Before you go, there’s nothing worse than getting home and realising 

you don’t have everything you need for the kids. For example, do you 

have some antiseptic wash and cream to prevent infections on all those 

cuts and scrapes? Even the smallest ones can be a problem if not 

treated properly.” 

“Actually, come to think of it, no I don’t have any of that. You’re right, 

I do need to get some.” 
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“Well let’s head over to that section now and we’ll find the right kind 

for you and your kids’ needs...” 

In comparing the 2 scenarios, one where the assistant merely proffers the smallest 
amount of help versus one where the assistant actually assists, you can see the 
possibility for vastly increased sales. 
 
This is particularly true when you imagine Scenario 2 EVERY SINGLE TIME a 
customer walks into the store. Imagine what a difference that would make! 
 
This is specifically why the more helpful, friendly retail assistants, who welcome the 
client, thank them, build rapport, genuinely offer help, and then make sure they have 
everything they need, sell up to double that of their counterparts. 
 

Your Action Plan: Creating a sales system for your business 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Identify the best salesperson in 
your business. 

To make sure the system is built 
on the best results. 

  

Have that salesperson carry a 
tape recorder. 

To track what is said at all times.   

Have someone follow that 
person with a note pad and pen 
and write down what is said, 
when, where, why, and how 
throughout the sales process and 
work through these notes. 

To track what is said at all times 
and to note any patterns in the 
sales process. 

  

Have the tapes transcribed and 
work through these 
transcriptions to note any 
patterns in the sales process. 

To note any patterns in the sales 
process. 

  

Transfer these notes and 
transcriptions into a document 
that covers every aspect of the 
sales process and the ideal way 
each sale should be handled. 

To document your sales system.   

Have someone follow the 
salesperson and check that this 
system, this document, does 
include every aspect of the sales 
process. 

To double-check that it is correct 
and all-inclusive of the full 
aspects of the sales process. 

  

Begin training all team members 
on this system. 

To increase sales, team morale, 
and customer service. 
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Conversions Rates—Why Tracking Is Vital and How 

To Improve Yours! 

This information is designed to give you insight into what conversion rates are, how 
to apply them to your business, and just how imperative it is to track them. In fact, it 
can affect your entire marketing program, from start to finish. 
 
Not tracking could be affecting your financial position, team morale, and more. 
 
When you have these conversion rates, you can then work to improve them, 
increasing sales to boot! 

Why track? 

Most businesses owners look to increase their businesses by finding new leads. Most 
focus on generating more and more enquiries. 
 
Amazingly though, most wouldn’t have a clue how many of their current enquiries 
actually become sales—they simply don’t know whether they’re winning or losing!  
 
That is, they fail to track their conversion rates.  
 

Your conversion rate is the difference between the number of 

enquiries received and the number of sales made. 

This can then be calculated as a percentage. 
 
For reasons that will become apparent, if there’s just one item you take away from 
this session, it’s this—track your conversion rates. 
 
For most businesses, focusing on generating MORE enquiries will get you nowhere. 
Instead you need to be doing MORE with the ones you’ve got! 
 
You see, sales opportunities are staring you in the face. As you probably know right 
now, there’s no doubt you’re losing sales opportunities every day. The question really 
is…how many? And what could happen to your business and your profits if you could 
win more? 
To find out, you need to develop a system for tracking ‘conversion rates’ and the sales 
generated for your business. 
 
To get that process started, answer this question: 
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‘Of the enquiries you receive, what percentage do you think turn 
into sales?’ 

Note your answer here: ______% 
 
Interestingly, when most business owners or team members are asked, the majority 
will say:  
 

“Oh about 75%. Yeah, I think 70, 75%.” 

Some would be a little more conservative and suggest “about 50 or 60%.” 
 
When then asked:  
 

‘Is that fact? Do you specifically track that somehow, or is it a 

guesstimate?’ 

Most business owners will agree it’s only a guesstimate. If this is true for you, your 
business could be facing a MONUMENTAL opportunity. An opportunity you 
couldn’t have asked for! 
 

And that’s because when most business owners actually track their 

conversion rates, most find it’s often actually as low as 20% or 

26%, to a maximum of about 32% or 35%. 

It becomes obvious, then, that generating leads is in fact the least of your worries. 
 
It’s clear CONVERTING your existing leads into sales is the greatest opportunity for 
your business—NOT generating new leads! 
 
Fact is, you’re already generating plenty of leads. You have more than you can 
convert, so that must be your focus. 
 
This will improve your profitability, too. You see, it costs you perhaps thousands to 
make your phone ring or have people visit your premises. Every single one of those 
leads costs you money. Each one that you fail to convert increases the costs of 
winning those clients that you do. Converting more means you make more on each 
new customer you win, and your cost per sale decreases proportionately. 
 
Better yet, this is a fantastic opportunity for the business.  
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Can you double 60%, 75%, or 80%? 
 
Of course not. 
 
So the only way to grow your sales in this case is to generate more enquiries. 
Enquiries that often cost money through advertising, direct mail, and so on. 
 

On the other hand, you CAN double 20% or 25%.  

Right there and then, WITHOUT having to generate any more leads, if the conversion 
rate could be increased through training, systemisation of the sales process, and a 
greater customer focus, the business could quite feasibly DOUBLE its sales. 
 
All of which costs virtually nothing! As opposed to chasing more leads (usually an 
expensive option), you can enjoy this growth within your business for almost no 
increase in costs or change in staffing numbers. 
 
Making your business that much more profitable. 
 
Further, a conversion rate like this may also indicate that your business may not be 
operating at full capacity. 
 
Knowing your conversion rate is also critical for planning your marketing. 
 
If you know that you need to sell 10 product or service types and you know your 
conversion rate is 25%, then you know you have to get in front of 40 potential 
customers to sell that 10. It certainly takes the mystery out of marketing and lets you 
control your activities and your sales.  
 

No other process allows you to do this so easily. 

It’s easy to do (and some examples for you) 

You’ll remember, your conversion rate is the number of enquiries received compared 
to the number of sales made, as a percentage. 
 
Conversion rates can be tracked in several ways. 
 
Clearly you must track the number of incoming calls or enquiries and then the number 
of sales made from there. This could be done on a simple tally sheet or through other 
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systems, such as keeping all proposals or quotes numbered and comparing that to the 
weekly or monthly sales figures. 
 
These calls or enquiries could then be broken down further into the source of the call. 
So, in fact, you have a conversion rate tracking system and a marketing tracking 
system all in one simple process or form.  
 
For example, your sources of business could include: 
 
1. Advertising 
2. Referral 
3. Mail 
4. Drive-by/walk-in 
5. Phone directory (e.g., Yellow Pages) 
6. Host-style relationship 
7. Flyer 
8. Current client 
9. Other… 
 
Simply by asking: 
 

“Oh and just before you go, could I ask how you heard about us?”  

or 

“And, [Enquirer’s Name], how did you hear about us?” 

You’ll be able to measure not only your conversion rate but also the source of the 
Enquiry. 
 
In fact, you could create a table that looks something like the next one. And use this as 
a tally sheet everyday to track the number of enquiries versus the number of sales. For 
example, the slashes in the columns represent the number of enquiries from the 
source. The check marks and x’s represent the total sales made or lost from those 
enquiries. 
 

Day Ad Referral Mail Walk

-In 

Phone 

Directory  

Host Flyer Current 

Client 

Other Sold Follow

-Up 

Mon \\  \\\  \\\  \ \\ \ ���

���

���

��� 

\\ 

Tue            
Wed            
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Thu            
Fri            
Sat            

 
 
This tally sheet could be kept by each person or it could be left beside the cash 
register. Or you could use a more detailed system, such as numbering quotes and 
proposals and comparing that to sales numbers. Regardless, it should be easy to 
track and tracked weekly or monthly, depending on your type of business. 

 
Ideally, you’ll develop this system to then track, very specifically, the conversion 
rates of each team member for ‘potential client enquiries.’ To do that, each team 
member could have a separate sheet or initial any enquiries or sales they record. 
You’d then collate them at the end of every week, for example. 
 
To increase these conversion rates and have your team feel very comfortable with the 
selling process, either over the phone or face-to-face, you’ll need to develop some 
scripts, basic points, checklists, and responses to handle those enquiries and potential 
sales in the best possible way—every time. 
 
It’s also a great idea to put each person’s name on a whiteboard in broad view of 
every team member, with their conversion (or productivity) rate right next to it. For 
example: 
 
 

Team Member Current Conversion Rate Target This Month 

Trisha Goves  46% 52% 
Michael Stewart 27% 34% 
Kerry Pickering 34% 40% 

 
 
You see, it’s been shown statistically that conversion rates can increase by up to 16% 
just by tracking them. That is, without any other change to the sales process, 
except tracking conversion rates, sales could increase by as much as 16%. 

Imagine what that could do for your business! 
 
What would a 16% increase for no additional cost mean to your business and your 
profits? 
 
Interestingly, this happens for several reasons. 
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Usually, once team members are aware of their conversion rates, they’ll automatically 
become more conscious of what they’re doing when they’re dealing with a customer. 
They’ll be more focused on doing a good job and helping the customer. 
 
Also, everybody by nature wants to do well, so if the team members see there’s room 
for improvement, most will strive to do just that. Many will be surprised by the 
figures but will be willing to work on it. Not only that, people really do respond to 
targets—it gives them an impression of the bigger picture. 
The team members also know that everybody else knows their conversion rate and 
will usually (thanks to our healthy egos and competitive natures) improve! You can 
turn it into some fun with the team by offering incentives, friendly competitions, and 
so on. 
 

Take it a step further 

Better yet, you might be able to ask this question: 
 

‘What do we need to do to increase our conversion rate from 25% to 

40% or higher?’ 

Meaning that you could generate, for instance, 16 sales from 40 potential customers. 
Or, rather than having to see or generate 40 potential inquiries, you would only have 
to generate and see 25 potentials to sell your target of 10. Either gives you greater 
leverage for your marketing pound and your investment of time. So you see, you must 
track your conversion rates. 
 
Sales training is a fantastic way to increase this figure, too. Many people have never 
been trained to sell, and many others just don’t feel comfortable with it. 
 
Because of this, another great way to increase your results is to systematise the selling 
process based on the way you or your best salesperson serves potential customers. 
Usually, you’ll find someone has figured out how to relate to your particular potential 
customers in the best possible way. A way that gets a solution for the customer and a 
sale for the business. It’s this ‘way’ that needs to be documented and worked through 
your business. 
 
To increase your conversion rates, you might also ask: ‘What else do we need to offer 
the customer?’ 
 
By tracking these details, the business as a whole (and future team members) can be 
supported if it’s having trouble and the team can celebrate wins together when they 
reach certain sales targets. It also allows each team member and the owner to see the 
value of their contribution to the business, thus creating pride, a sense of team, and 
‘ownership’ of some of the responsibilities. 
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Also, during the Businesses Getting Results process, any improvements to the 
conversion rates of enquiry to sale can be tracked clearly. You’ll know whether 
you’re winning or losing! 

Your Action Plan: Track conversion rates for your business 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Begin to track your conversion 
rates and, while you’re at it, the 
source of those inquiries. 

To measure your results and 
discover the opportunity for your 
business. 

  

Share these results with the 
entire team. 

To let them know where they 
and the business stands. This 
will make them aware and more 
conscious of their performance. 

  

Establish agreed-upon 
conversion rate goals for the 
overall team and for individuals. 

To motivate your team members 
directly and increase sales 
immediately. 
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 Features vs. Benefits—The Ultimate Battle for Sales 

This information is designed to give you insight into the differences between 
promoting the ‘features’ of your business versus the ‘benefits’ you offer your 
customers.  
 
You’ll find out how to move from feature-oriented marketing to benefit-oriented 
marketing with just 3 easy questions. And we’ll look at how you might be able to use 
benefit orientated marketing tools to your advantage.  
 
What results will you realise by applying these ideas to your business? 
 
If you begin to write your marketing material in terms of benefits rather than features, 
your conversion rate and sales should increase. This happens simply because benefits 
take some of the intangible services you or your products offer customers and turn 
them into something your customers can grasp, something tangible. Your prospective 
customers are then better able to recognise the differences between you, your products 
and services, and your competitors. 
 
In fact, it means, too, that your average sale will increase because your customers 
become better educated to the value they’re being offered, so price becomes less and 
less of an issue. 

The ‘FAB’ Rule 

The key to successful marketing lies in your ability to communicate your message 
effectively to your existing and potential clients. This is usually achieved through 
some sort of marketing material or sales tool such as brochures, flyers, letters, ads, 
profiles of what you do, and so on.  
 
This material is designed to support you and your team in your efforts to educate your 
potential customers and to convince those potential customers to buy from you. And 
to do that successfully, you and your marketing material have to ‘talk’ in a language 
they understand. 
 
That language is often not the one you use to communicate to colleagues, suppliers, 
business associates, or team members. 
 
To give you an example, computer salespeople talk in their own language about 
megabytes, MIPS, RAM, ROM, SIMMS. In doing so, they confuse and alienate the 
potential client. 
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The language that works best for your clients is one that explains ‘What’s In It—For 
Me?’ One that explains not just the features of your products and services, but also the 
advantages and benefits of your products and services. 
 
Your task then, is to put yourself in your clients’ shoes and create benefit statements 
for all the features of your business. Think of the features as the ‘facts’ about the 
business. 
 
For example, ‘Our business has been established for 27 years.’ One potential client 
could read that and think, “Great, that’s just what I want—a good, stable, solid 
company.” However, another might read the same thing and think, “No, I want 
someone new, fresh, and innovative. They’re probably a bit staid after all that time.” 
 
When you state a feature or a fact about the business, each individual will make 

up their own mind as to what that means to them. Instead, your marketing material 
must tell them exactly what it means to them to help them make the right decision! 
 
So when you state a fact about the business, like the age of the business or the 
experience of the team members or any other feature, you must take the next step and 
tell the reader—specifically—why that’s good for them. 
 
For example, ‘Our business has been established for 27 years’ could change to ‘You’ll 
benefit from 27 years’ experience.’ In that way, you’re telling the reader ‘What’s In 
It—For Me?’ They no longer need to decide what it means to them. You’ve told them 
directly and removed that decision for them. 
 
Here are 3 questions you can ask yourself to begin that process. It’s what’s called the 
‘FAB Rule,’ which stands for Features, Advantages, and Benefits. Consider this 
example for a lawn mower store. 
 

Q1. What are the features? 

A. This model has 6 blades, all fully adjustable in height, dual fuel 
tanks, ride-on capacity, an emergency stop button, and power steering. 

Q2. What is the advantage? 

A. The 3-way action of the 6 blades means that everything from weeds 
to grass to small saplings, if need be, can be cut cleanly. Because the 
blades are adjustable in height, you can cut your grass to varying 
levels—long or short or somewhere in the middle—whatever suits you 
best.  

Dual fuel tanks means the weight of the fuel in the mower is evenly 
distributed, and that makes controlling the vehicle child’s play.  

It’s a ride-on mower with power steering, which makes mowing and 
manoeuvring large or small areas a breeze.  
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The emergency stop button means you’re protected in case of an 
accident. You simply hit the big red button, and the blades stop 
immediately. 

Q3. So what? 

A. You’ll have an easy-to-use, safe tool that allows you to control not 
only the growth of your lawn but also its appearance. Better yet, this 
mower makes mowing fast and easy to do, giving you more time to 
enjoy your garden and less time working hard in it!  

You’ll notice how the 3 questions quickly take you from the feature—your point of 
view—to the advantage and benefit—your customer’s point of view. 
 
Ultimately, you’ll need to expand the full list of your products’ or services’ features 
into customer-focused benefit statements. 
 
For something just as powerful, you can create this kind of benefit-oriented marketing 
material to promote your business as a whole, rather than the individual product or 
service groups you offer. 
 
For example, the lawn mower store could begin to repeat this process by listing 6 
features of the centre itself. Such as:  
 
1. 27 years in business 

2. A wide range of mowers and gardening equipment 

3. Experienced, technically trained, helpful team members 

4. Weekend trading 

5. A service and repair department 

6. Free delivery service  

Next, to create an advantage for each feature, ask the question ‘which means to my 
customers…?’ 
 

For example:  
 

� 27 years in business means we’ve been here, literally, since 
mowers were invented! Those years have given us a huge range of 
experience you can benefit from. No matter what you need for your 
lawns and gardens, you’ll be able to pick and choose, and we’ll have 
something that will suit you.  

� Better yet, all the staff you’ll be dealing with are accredited 
horticulturists. After years of study and hands-on training, they 
know just want to do to make your lawn and garden perfect—including 
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which mower will be best for your type and size of lawn and your 
budget.  

� Also, we’re available at times that will suit you, particularly on 
weekends when you probably need us most! 

� Not only that, let’s face it—mowers aren’t always the easiest 
items to transport. That’s why when you have your mower serviced or 
repaired or buy a new mower from the centre, we’re happy to deliver 
it right to your door—free! Consider it just one way we want to make 
your life easier! 

From here, play ‘devil’s advocate’ and ask the questions… ‘So What? What’s in it for 
me? What’s the real benefit to me of that particular feature?’ Perhaps… 
 

That means you can relax knowing you’ll benefit from expertise that is 
second to none and get the right equipment for the job. You can count on 
our advice to make your garden and lawns prosper. So you’ll have more 
time to do the things you love and enjoy your garden instead of spending 
all your time working in it! 

You may need to write several versions of this material for your different target 
markets. Using another example, this time a casting and modelling agency, 2 
documents could be created: one to specifically target the parents of the children who 
want to promote their children as potential actors and another to target casting houses 
and advertising agencies to differentiate this agency from its competitors. 
 
For example, you could create a document called: 
 

‘6 Reasons Why You’ll Benefit by Dealing with [Your Business Name]’ 

Even if competitors are doing some of these things or, for that matter, all of these 
things, they’re probably not articulating it like this. Which means your business will 
be the company to benefit from a ‘perceived difference’ between it and its competitors 
in the mind of both your existing and your potential clients. 
 
This literature should speak in benefit-oriented terms and cover benefits from your 
business: 
 
1. Professional 

2. Attention to detail 

3. Range of experience 

4. Team commitment 

5. Guarantees 

6. Quality of service 
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7. Technical skills of team 

8. Readily available advice on any aspect of products and services offered 

9. Fast response times in ordering and service 

10. Wide range of products and services 

An example for you 

To help you create benefit-oriented marketing support materials that are unique to 
your business, here is an example from a security door company to use for idea 
starters. 
 

You’ll receive instant and fast service no matter what you need. 

Dealing with clients all over [location] means that we’ll be able to give you 
the attention you need, when you need it. In fact, to be sure we take 
good care of you, you’re free to use your special ‘Super Service Hotline’ 
[1-800-333-444] day or night. We’re available to answer any queries you 
may have, 24 hours a day. 

You’ll have ‘Our Guarantee of Quality.’ 

At XYZ Security, we believe you deserve the best. That’s why we only 
design, manufacture, and install quality products. To be sure you can be 
confident, we’d like to offer you this simple guarantee: If you are not 
100% delighted with the products we create for you or the products we 
supply you, all you need do is let us know and we’ll fix it to your delight 
within 48 hours. 

Better yet, you’ll have peace of mind knowing you’re covered by this full 
money back guarantee for 12 months, so you can relax, knowing you’re 
dealing with the professionals who are willing to stand by their work. 

You’ll have our full commitment. 

To offer a huge range of solutions for you and to create and deliver 
quality products for your home quickly and for a reasonable investment. 
So you can rest assured you’ll receive just what you need to make your 
home safe and sound. 

You’ll be able to pick and choose. 

Designs, styles, types, specific requests, and so on. It’s totally up to you. 
You can choose from our recommendations—we simply want to ensure you 
have what YOU need and want. Perhaps, more importantly, what you 
KNOW you’ll enjoy owning and will return your investment, plus some, in 
the future. 

Your home will be treated with care and respect. 
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In fact, after installing our products, we guarantee to leave your home 
exactly as we found it. You’ll probably agree—there’s nothing worse than 
tradespeople who leave a mess behind for you to clean up. That’s why we 
guarantee to clean up after ourselves! 

You’ll benefit from attention to detail. 

XYZ Security will take care to pay attention to every detail of your 
requirements. That way, you can relax knowing your job will be completed 
perfectly. 

You’re dealing directly with the manufacturer. 

That means you’ll receive exactly what you asked for in the finished 
product—not to mention the price advantage.’ 

Action Plan: Turn features into benefits for your business 

and sell more! 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Give each team member a copy 
of this document. 

To educate and train your people 
and get them involved. 

  

With this information in hand, 
review your current marketing 
material and begin to apply the 
‘FAB Rule’ to each of your 
major products and service 
groups and your business as a 
whole. 

To increase sales and average 
transaction. When this 
information is used as part of the 
selling process, and your 
marketing material addresses 
customer’s concerns as benefits, 
price becomes less and less of an 
issue and salespeople are better 
supported. 

  

Hold a team meeting to further 
work through the ‘FAB Rule’ on 
each of these areas. 

To involve the people on the 
front line to create better defined 
customer benefits. 

  

Begin to create your own ‘6 
Reasons Why You’ll Benefit 
From Dealing with [your 
business name]’ tool. 

To better educate customers 
about the differences between 
you and your competitors and so 
make their decision to purchase 
from you an easier, better-
informed one—and increase 
sales. 
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‘What’s In It For Me?’: The Language of Sales 

This information is designed to give you insight into a new language. No, not English, 
French, Italian, Japanese, or German. Rather, the language of sales. 
 
In fact, it’s the language most people listen for. A code, if you like, that everyone 
understands. One that is the only true language to reach someone and generate a 
positive response from your marketing. 
 
One you and your team have to learn and use every single day, day in and day out, 
especially if you want to win positive responses to your advertising, direct mail, 
phone techniques, and face-to-face selling! 
 
It’s called the language of…a new radio station—‘WII—FM.’ 
 
Every time you speak with a customer or put pen to paper to write to them, your 
customers are waiting to hear this language of sales.  
 
This ‘language’ answers the question, ‘What’s In It—For Me?’ (WII—FM). You 
could say customers are tuned into it, as if listening to a new ‘WII—FM’ radio station. 
 
One that tells them what your product or service will do for them, instead of just the 
facts or features about that product or service. One that explains the benefits of your 
service over your competitors.  
 
One that clearly explains ‘what is in it for them,’ that is, what can they expect and 
how they will benefit from your products and services. One that tells them in terms of 
the benefits to them why they should choose you! 
 
Fact is, they won’t buy from you if your marketing material and sales pitch DO NOT 
answer WII—FM. Your potential customers will, in fact, switch faster than you can 
say, ‘No, don’t go! We really do have what you need’! 
 
And that’s because this language is just so selective. If your message isn’t sent in that 
language, it will fall on deaf ears! 
 
To further emphasise this point, imagine this: Your reader or the person who walks 
into your business is reading or listening to each line you say with a ‘What’s In It—
For Me?’ FILTER between his or her eyes and brain. 
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Put simply, then, anything that is on the right frequency, the WII—FM frequency, is 
accepted. Turned up, listened to more carefully, and very often acted upon. And 
anything that’s not on WII—FM is rejected. End of story.  
 
Quite often, it is this failure to talk in the customer’s language, the WII—FM 
language, that will cause you to lose a sale or that will stop the phone from ringing. It 
isn’t the commonly held belief that price causes lost sales and slow responses!  
 
In fact, only 15% of the market shops on price alone. A further 68% fails to buy 
because of ‘perceived indifference.’ That is, they perceive that you’re indifferent 
toward them and their needs. Not speaking in their language (WII—FM) gives them 
that impression from the very outset! 
 
You see, existing and potential customers want your business to focus on them. They 
don’t want to hear about your business, how good it is, how great you are at what you 
do, your products and services. They want to hear about themselves. Their needs. 
Their wants. Helping them solve a problem or a need. And results. 
 
And yet, most businesses don’t. They focus on themselves. 
 
They constantly tell people about the features or facts about their business or products 
and services rather than what that business or products could DO for the customer! 
The benefits they’ll receive and so on. 
 
Many fail to answer the WII—FM question with religious fervour! And consequently 
find the response to their marketing is poor, pounds are wasted, and sales just never 
reach the level they should. WII—FM is made all the more powerful by this very fact.  
 
It can really help your business stand out from the crowd. Look at most marketing 
material, perhaps even yours, and you’ll probably agree that most businesses tend to 
talk about themselves instead of answering customer needs. Over and over, you’ll see 
words like ‘our,’ ‘we,’ ‘us,’ and ‘we’re’ throughout marketing material.  
 
By understanding WII—FM, you understand that customers simply ARE NOT 
interested in that. (It’s for this reason, too, that putting your company name at the top 
of your ads, instead of a WII—FM benefit-oriented headline, is useless!) 
 
Given that, then, it’s important to take this a little further. 
 
Most communication you receive from other businesses goes something like the next 
paragraph. As you read it, imagine you’re a potential customer of this business: 
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‘Our company was established in 1979 and, since that time, we have been 
the best provider of [product or service] in this area. Our staff is 
experienced. We can provide any [product or service] needs expertly. 
Our prices are very competitive. We pride ourselves on service and 
workmanship.’ 

After reading that, how do you feel? Interested? Excited about what they could do for 
you? Happy that you’ve finally found someone who will help you solve your problem 
or need? 
 
To say the least, probably not! In fact, they sound stuffy and boring and they haven’t 
told you anything you didn’t already expect to hear! In fact, you’ve probably heard it 
all before—from their competitors! 
 
Does the paragraph make you want to rush to the phone and call these people? Once 
again, no. 
 
You may have heard from other companies in a similar field, most of which, whether 
it be true or not, would probably have told you the same thing. So at this point, you as 
the potential customer probably have no way of differentiating one business from 
another, except gut feel and…you guessed it…price. 
 
It is often only this LACK of differentiation that actually makes people shop on price. 
Price will usually be the ONLY point of difference customers can see clearly! 
 
In short, does this sort of communication actually make you want to buy from that 
company over and above their competitors? Surely not! 
 
Now let’s use the language of WII—FM to illustrate the huge difference it can make. 
This next paragraph says exactly the same thing in a different way. It uses the 
language of WII—FM to create something more compelling and attractive to potential 
customers. 
 

‘Since 1979, people just like you have been coming to [Business Name] for 
advice and service about [product or service]. That means you’ll benefit 
from their experience. Over the years, the team at [Business Name] has 
seen every type of [product or service] problem or need there is, so 
they’ll know just what to do to help you solve yours. Of course, budgets 
are important these days. That’s why at [Business Name] you’ll receive 
the best [product or service] tailored to suit yours. In fact, the friendly, 
professional team is here only to help you. That way, you can enjoy 
[benefit of the product or service, e,g., greater productivity/better 
results/increased profits/better health], knowing you made the right 
decision.’ 
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You can instantly see and feel the difference, can’t you? How do you feel now? 
Mostly likely, you feel more confident. You may feel more interested. More hopeful. 
More excited about what they could do for you. And you’d probably feel happy that 
you’ve finally found someone who will help you solve your problem or need. 
At the very least, you’ll probably agree, you ARE more motivated to call this business 
over the first business. 
 
In fact, you probably sense some difference between this business and its competitors. 
They seem friendly in their approach. They’ve talked to your needs directly, as if you 
knew them. They’ve explained a little more about how they can help. And they’ve 
understood your real need for help and explained how you’ll receive the ultimate 
benefit you want. They’ve focused on you and your needs all the way through. 
 
Basically, they’ve used the language of ‘What’s In It—For Me.’ 
 
For every ‘we,’ ‘our,’ or ‘us’ word, there should be 5 ‘you’ words. These ‘little’ 
words make the biggest difference. You’ll find one of the biggest differences is the 
use of ‘little words’ like you, your, and you’ll, rather than ‘our,’ ‘we,’ and ‘us.’ It 
really makes the reader feel more interested. 
 
To give you some ideas about what to look out for and some words to use more often, 
let’s break that paragraph down sentence by sentence… 
 

Our company was established in 1979 and, since that time, we have 
been the best provider of [product or service] in this area. 

The very first word is ‘our,’ rather than ‘your’ or some other statement focused on the 
customer! Sometimes including the date the business was established can build 
credibility. Next, who said this business was the ‘best in this area’? Of course—the 
business itself. As a potential customer, then, I am less likely to believe it. And 
finally, the words ‘our’ and ‘we’ have both appeared in just one sentence. These 
words are inwardly focused, not customer-focused. 
 

‘Since 1979, people just like you have been coming to [Business 
Name] for advice and service about [product or service]. 

This second version still establishes credibility with the date, but does so by saying 
‘have been coming to’ the business forever—making it the right decision for the 
reader to do so. Further, it helps people identify with the business by addressing their 
need ‘for advice and service’ and builds empathy by saying ‘people just like you.’ The 
words ‘our’ and ‘we’ have been replaced with one far more important to the 
customer—‘you.’ 
 

Our staff is experienced.  
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Again, the first word is ‘our’ rather than one focused on the customer. Further, it’s 
important not to make a comment like this. It’s critical to explain what that will mean 
to me as the customer. The customer usually thinks, ‘That’s good, but it’s not really 
important unless it’s going to DO something for me, give me some sort of benefit, do 
something for me like save me time, money, or hassles. And besides, everybody says 
that.’  
 
‘Staff,’ too, is less inviting these days than ‘team.’ ‘Staff’ has connotations of lower 
level employees working on something that’s important to me as the potential 
customer. This can lower the customer’s trust in your business. Again, the customer 
will often think, ‘What I need is important, so I want a manager to handle it or, better 
yet, the owner.’ The word ‘team,’ then, is much more positive because people take it 
to mean that everyone works together—the owner, the managers, and the apprentices, 
for example. 
 

That means you’ll benefit from their experience.  

‘That means’ is an excellent tool for speaking and writing in the language of WII—
FM. People want to know what a certain feature or fact about your business or 
product or service specifically means to them. Otherwise it’s useless. So what will 
that feature or fact help them achieve, be, do, or have?  
 
Using ‘that means’ will literally make their ears prick up! It’s a signal on the WII—
FM radio station that means, ‘Listen in, something important to me is about to be 
said.’ Other extensions that might suit are: ‘that means to you,’ ‘that will mean you 
...,’ ‘that way, you’ll be able to....’ 
 
The word ‘you’ll’ has been used rather than ‘our.’ ‘You’ is important and ‘will’ is a 
very strong statement. Not ‘you might,’ ‘you could,’ ‘perhaps,’ or ‘may’—but WILL. 
YOU WILL. And the very next word—‘benefit.’ YOU WILL BENEFIT. This time, 
they’ve been told exactly what will happen thanks to the team experience. ‘Great,’ the 
potential customer thinks, and reads on from there.  
 

We can provide any [product or service] needs expertly.  

Again, the first word is focused on the business rather than on the customer. There is 
no mention of the words ‘you,’ ‘you can,’ etc. This statement starts to build credibility 
by saying ‘any [product or service] needs expertly.’ This could be taken one step 
further by explaining how that will help the potential customer. 
 

Over the years, the team at [Business Name] has seen every type of 
[product or service] problem or need there is, so they’ll know just what 
to do to help you solve yours. 
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In this version, ‘over the years’ establishes credibility, too, and goes on to explain that 
‘every type of problem or need’ can be solved. In fact, ‘We’ll know just what to do’ to 
help you! This builds on the potential customer’s confidence in the business’ ability to 
help them and is very customer-focused. 
 

Our prices are very competitive.  

First word ‘our’! Saying our prices are very competitive is like waving a red flag at a 
bull! This focuses the customer on price, so they have to find out. You’ve told them 
your prices are very competitive, so of course they’re going to ask about your price! 
Many business owners do this, only to complain that customers always ask about 
price! Of course they do—the owner has practically challenged them to. 
 

Of course, budgets are important these days. That’s why at [Business 
Name] you’ll receive the best [product or service] tailored to suit 
yours. 

In this version, the business builds empathy. It says, ‘We know price is important, and 
we’ll work with you to find something appropriate.’ First and foremost, price is not 
the major issue for the majority of your potential customers. (As they get closer to 
purchasing, it will become more important, so addressing it in this way works.) 
However, they can feel confident that they’re not going to be cheated or oversold. 
Second, if anything, people aren’t after price per se, rather something that fits into a 
budget they may have in mind. ‘You’ll’—again that strong ‘you will’ statement—and 
the word ‘yours,’ rather than ‘us’ and ‘ours,’ speak to the customer directly. 
 

We pride ourselves on service and workmanship.’ 

Read, ‘We think we’re great! We think we do a really good job even if you don’t!’ 
‘We’ rather than ‘you’ appears again. 
 

In fact, the friendly, professional team is here only to help you.  

This is a very positive statement. ‘Fact’ is a word people tend to take seriously. Next, 
people like dealing with people they like and with people who make them feel liked 
and special. Using the word ‘friendly,’ then, is very positive. People also like dealing 
with professionals—people who take their work seriously and uphold certain 
standards. As mentioned earlier, the word ‘team’ is good, too.  
 
And finally, people only come to your business or any other business to be helped. 
They have a problem or a need that needs to be solved. Explaining that the team is 
here only to help you is critical. It indicates their sole focus in life, all their work, 
revolves around helping you, the potential customer. This kind of statement is very 
customer-focused. 
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That way, you can enjoy [benefit of the product or service, e,g., greater 
productivity/better results/increased profits/better health], knowing you 
made the right decision. 

This statement explains the benefit of all of these factors combined, what it will really 
all mean to them. Of course, this is the ultimate benefit someone is really looking for.  
 
The second version really is better, isn’t it? 
 
To tap into the power of ‘What’s In It—For Me,’ always… 
 

• Tell the reader, caller, or potential customer standing in front of you—in quite 
specific terms—exactly what he or she will get, find out, discover, or be able to 
achieve when they take the action you want them to take. 

• Speak and write your letters, advertisements, and other marketing material 
remembering that your reader is tuned to ‘WII—FM.’ 

• Change ‘we,’ ‘us,’ and ‘ours’ to ‘you,’ ‘yours,’ and ‘you’ll’ and you will have 
tuned into ‘WII—FM.’ 

 
You see, when you do that, you’ll discover something interesting. You’ll find yourself 
writing words that keep your reader involved. Sentences that go on to talk in WII-FM 
terms. 
 
Once you do that you’ll find that your written and spoken communications take on a 
whole new dimension for you and your reader. 

Some examples for you 

Here are two tables of ‘openers’ and ‘translators.’ Use these words and phrases to start 
sentences and translate key product or service features into benefits for the customer. 
This will get you started and really bring your face-to-face selling, letters, and ads 
alive for your potential customers. 
 
By using these tables, you’ll see how your reader or the customer standing in front of 
you all of a sudden becomes more involved. You’ll find them nodding and thinking, 
‘That makes sense.’ That person will be thinking about the results they can achieve by 
using your product or service. 
 

WII--FM Phrase Openers As In… 

You see… You see, John, when you see our new anamorphic zoom in action, 
you’ll realise exactly why it will have such a significant effect on 
the quality of copies you produce.  

You’ll discover… You’ll discover an amazingly simple truth about… 
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You’ll find… You’ll find it brilliantly simple to use… 
You’ll recognise… You’ll recognise just how valuable… 
You’ll hear… You’ll hear, perhaps for the first time, how… 
You’ll be able to see 
firsthand… 

You’ll be able to see firsthand exactly how using the new idea 
will… 

You’ll realise… You’ll realise just how effective 

“Translators” As In… 

So… It has a dual processor so speed is doubled. 
What this means… What this means to you is a significant increase in your 

effectiveness and productivity. 
As importantly… And, as importantly, the freedom to assign work much more 

flexibly. 
So that you… You’ll see just how solid the new furniture is so that you can 

considerably reduce maintenance costs. 
So you… That’s £94 including unlimited miles so you can travel as far as you 

like without worrying about any extra charges. 

 
‘What’s In It—For Me helps you create attention, interest, desire, and then action—
SALES. So get tuned into WII—FM…fast! 

Your Action Plan: Start using the ‘language of sales’ to 

make your customers want to buy from you over and above 

your competitors 

Action 

(What needs to be done.) 

Outcome 

(Results to look forward to.) 

Person 

responsible 

(Make sure you 
involve others, 
if possible!) 

To be done 

by: 

 

Go through all your marketing 
material and rate it on a scale of 
1 to 10 on the WII—FM 
frequency (1 is lowest, 10 is 
highest). 

To help you prioritise which 
marketing or information pieces 
need to be rewritten first. 

  

Work through all your written 
communication pieces and 
change ‘we,’ ‘our,’ and ‘us’ to 
‘you,’ ‘your,’ or ‘you’ll.’ 

To force you to write benefit-
oriented (WII—FM) statements. 
It’s almost impossible to include 
‘you,’ ‘your,’ and ‘you’ll’ and 
not do that. 

  

When you write, imagine that 
your customer is sitting directly 
across the desk from you. Write 
as if you’re talking with them, 
rather than in the more formal 
way we’ve been taught to write.  

To increase your WII—FM. And 
as such increase the effect of 
your marketing material on your 
current and potential customers, 
making them not only want to 
find out more but also to buy 
from you. 

  

 


