
Communicate  
Your Product’s USP 
Checklist 



Your unique selling proposition, or unique selling point (USP) 
tells your customers why your product is special and the reason 
your product stands out from the crowd. It’s your competitive 
advantage.

Have a quick think about businesses that you know, very 
few businesses are unique. Think of all the car companies, 
headphone manufacturers or supermarkets. They are all 
competing with other businesses that sell very similar products, 
so they need to find ways of making themselves stand out.

A product’s USP can be found in all sorts of areas: Product 
characteristics, quality, price, customer experience, placement 
(location and distribution) or technical innovation. Unless you 
can find what makes your business unique, you won’t be able 
to target your sales efforts successfully.

An effective, well-communicated USP will help customers to 
understand your product and why they should choose it over 
the competition.

Finding your product’s USP shouldn’t be a solo endeavour, 
include colleagues and brainstorm your ideas. 

Think about including people from your sales team, customer 
service and customers themselves. Focus groups with your 
desired customer demographic may reveal insights you would 
miss if your research is conducted in an insular fashion.

Stand Out From The Crowd

Finding Your Product’s USP
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Target Audience

Developing your USP begins with understanding your target audience.

Discover what customers value about  
your product.

What do your target audience value about  
your competitors’ products?

What motivates their buying decisions?  
Note: It’s rarely just based on price.

Conduct short interviews with people in your 
target audience to help choose the strongest 
USP for your product.

What other aspects would they value? Are  
they looking for simplicity, cost savings,  
superior quality or some other benefit?
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SWOT Analysis

Strengths
What are the product’s specific features and benefits?

Make a list of your product’s strengths.

What are you particularly good at?

What emotional needs are being met by your product?

This list will contain areas that you can focus on. Are any of the items  
in this list unique to your product?

Weaknesses
Compared to your competition what are the weaknesses of your  
product. You should probably steer clear of these areas.

Complete a SWOT analysis on your product (remember this is all focussed on 
your product, not your overall business). This will help you to identify areas you 
can exploit and areas you could improve. In order for a SWOT analysis to be  
beneficial, you will need to be brutally honest about your product. For further 
insight into your analysis, ask colleagues and customers to also complete a 
similar analysis. You can find out the answers to the questions you need to ask 
through a survey.



Opportunities
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SWOT Analysis

Threats

What opportunities can you identify for your product?

Are there any industry trends that might present an opportunity?

Perhaps there are trends in other industries that you could also take  
advantage of?

Are there any aspects of your product that your competitors can’t  
imitate?

Is there a gap in the market you can exploit?

Are there any areas of concern? This list can help focus your mind.

TOP TIP: Sometimes you can turn an area of weakness into an 
opportunity with a bit of creativity. In 2003, Renault 
launched it’s new Mégane model. The car featured a new 
body shape with a distinctive rear end. This was a definitive 
‘Marmite’ moment – customers either loved or loathed it. 
Renault turned this potential weakness into an opportunity 
with a series of ads featuring I See You Baby (Shakin’ That 
Ass), originally a song by the dance act, Groove Armada.
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Competitors

Make a list of your competitors

What needs are they meeting?

How do your competitors stand out – what are 
their USPs?

Evaluate how well your competitors meet  
the needs of the customer? If they aren’t  
delivering on their promises, it may provide  
you with an opportunity.
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Identify, Test And Refine Your USP

Now that you’ve conducted your research and have a list of potential USPs for 
your product, you need to ruthlessly examine them to identify the right USP.

Does it convey one strong benefit?

Is it memorable?

Can you deliver what it promises?

Is it truly unique?

Run your favourite Usp ideas past colleagues 
and customers to get their insights.

Use feedback to refine your USP.
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Write Your Positioning Statement

Write a strong statement that covers your USP.

Evaluate your marketing activities using your 
USP as a benchmark.

Monitor trends and competition that may  
affect the effectiveness of your USP.

Find ways to build upon your USP to stay one 
step ahead of your competition.

Compared to your competition what are the weaknesses of your  
product. You should probably steer clear of these areas.

Fancy a chat?
Do you have any checklist items uncovered? We‘re happy to help you develop 
your product offering. Contact us now for free advice from one of our experts.

No pressure. No obligations. No hassle.

Call us on 020 70 60 2711, or email info@wrightobara.com


