
What Business Are You Really In?
Let them know in 30 seconds or less.

Professional, knowledgeable, resourceful, persuasive and passionate are the words that
come to mind when describing Impression Engineers. We deliver targeted Internet and
direct marketing and business solutions for the entrepreneur on the web. Visit us now, at
impressionengineers.com or contact us directly at (877) 580-4962

If you're ready to jump start your passion, accelerate your results and have more fun at it,
join us at… Best Impressions! e-zine.  It's full of tips, tricks and practical skills for small
businesses and entrepreneurs with big dreams.
http://www.impressionengineers.com/blog
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It s a BIG World Out There

I don’t have to tell you it’s a competitive world out there. More than ever, your

customer's affection is being pulled in many ways. Perception and impression are secret

ingredients in business success and a unique brand. Think about it:

— Starbucks sells coffee. It promises a safe gathering spot, community and inspiration.

— Nike sells shoes. It promises excellence in sports and life.

The objective is to determine what makes you and/or your company unique? List the first

five that come to mind.

The term tossed around in marketing in USP—

    What do you do better than anyone else?

+  How do you convey what you do for your target audience so they “feel” it?

Result: Unique selling position / proposition

Your own unique selling proposition is what creates the differentiation between you and

your competitors in your customer’s mind. What’s yours? Use as few words as possible,

short and simple is the objective. You should be able to tell someone what you do in 30

seconds or less. Make it a conversation starter. Add a little intrigue. Consider “I help

people get into the home of their dreams.” Versus “I’m a mortgage broker.”



© 2007 Best Impressions Newsletter from www.impressionengineers.com/blog, by  Sharon Sayler,  • 1.877.580.4962 2

 The magic ingredient

"When human being(s) have synergism, a mysterious third force enters their

life...one plus one equals three not two.  The whole becomes greater than the sum

of its parts." ~Thomas D. Willhite, Living Synergistically Book

With access to so many information sources, it is important that your product is

relevant to its target market. As consumers make their buying decisions these days, they

are primarily looking for two things: purpose and information. Develop your company

and product(s) as a resource with a purpose, a promise, not just a commodity. A company

that views themselves as a resource with a purpose is in the game for the long haul.

Remember, as business owners, we often fail to know what questions our customers

are actually asking. We fail to address the specific need, want, or problem they are trying

to solve.

The goal is to understand what your customers are really asking—what problem are

they trying to solve; then anchor in their minds that when they ask that question, or have

that problem—you are the answer. Offer innovative solutions for client problems.

It’s not about your products or services; it’s about what your customer needs. You may

sell drills, but what your customer really needs is a hole. Sell solutions, not products.

Consider:

Will customers expect to use my product or service all the time, some of the time, only

once?                                                                                                                                        

Do they buy based on price, service, features, performance, relationship or product name

(brand) ?                                                                                                                                   

Once a relationship is established, will they be loyal (lifelong, moderate or not at all)?

                                                                                                                                                 

Do they expect outstanding one-on-one service, moderate support, or take-a- number

support?                                                                                                                                   

Do they buy based on value or lifestyle?                                                                                 
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I like to believe that having fun and enjoying life is the “juicy” part of our business

purpose, but… it is sometimes hard to see the forest through the trees when we try to

determine our business purpose and benefits. Once we determine the purpose and

benefits it will help determine the company promise and the emotions we wish to develop

about our company.  To help determine the benefits, and purpose, list the feature(s) of

your product or service by connecting the following words to complete the sentence, e.g.

“My tripod is easy to use, because it is lightweight, therefore…' etc.

Name of product or service], _______________________________________, because

______________________________________________________________________

______________________________________________________________, therefore

______________________________________________________________________

_________________________________________________________________, after

______________________________________________________________________

_________________________________________________________________, while

______________________________________________________________________

____________________________________________________________________, if

______________________________________________________________________

________________________________________________________________, so that

______________________________________________________________________

_______________________________________________________________, although

______________________________________________________________________

Pick out all the benefits you uncovered writing that run-on sentence.
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Develop more benefits and add a “so that” after each features. Benefits are what your

product or service does or gives the client. Example: “My tripod has a level bubble so

that is it easy to level on uneven ground so that they can maintain good footing so that

they enjoy their walk in the woods so that they reduce stress so that they maintain good

health.”

                                                             , so that,                                                                      

                                                             , so that,                                                                      

                                                             , so that,                                                                       

These types of run-on sentences allow you to really explore all options of what you can

offer a customer by using your product.  What will your customers achieve by using your

product; e.g. a sense of community, athletic prowess, good health, reduced stress, peace

of mind, etc? This takes a “bigger vision” type of thinking.  Another way to approach this

question is to first ask: What don’t customer’s want anymore: frustration, poor service,

etc.?

Success comes from the creation of a strong attachment‚ emotionally and/or practically,

by your customer. Most likely, competitors also offer quality products, good prices and

customer service. Customers know what they need, but “what do they want” is the

million-dollar question. What is it that attracts your current customers to you? If you are

not sure, ask them… call them, ask them face-to-face, direct mail and even online

surveys or email.  What is the emotional connection that brings customers to your door?

How are you different?

Then turn that answer into a desire—focusing on that one compelling desire will put you

forefront in your target market’s mind. What is their one most compelling desire?
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Do your customers REALLY know what you do? When customers talk about you, as
they inevitably will, make sure they say what you want them to say…
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A Web Success

I wanted to share this unsolicited testimonial we got the other day‚ sure, it is great

to read and share, but I use it to illustrate why they are getting above and beyond

the response they expected.

   “I asked Impression Engineers to create a new website for my company

SecurePro Technologies. We are an electronic security integrator and

needed to upgrade our existing site to a more professional one. I met with

the team from Impression Engineers, explained what we needed, and some

detail about how it would be used. They went to work on it and came up with

a site that works extremely well for us, our employees and our customers.

   What we got was better than I imagined. First, the entire project was done

on-time and on-budget. Secondly, we were trained properly on managing the

online forms, etc. But lastly, the number of hits and unique visits to our

website is up nearly 400% in just the last six-months since the site went live.

We are consistently positioned on the first or second page of Google and

other search engines, and under multiple search topics are Google‚— #1

listing! All I can say is WOW. Great Job Impression Engineers! I would

recommend them to anyone!”

Sincerely,

Eric Stinson

SecurePro Technologies, LLC, www.secureprotech.com

First, Eric knows his target market, so we had a big head start in creating the site.

Eric’s site is an informational site directed to a specific target market. His success

brings up an important change occurring over the last year or so in Internet

marketing.  Target marketing is the key. Casting a big net with landing pages

doesn't work like it once did. People want something of value before they give up

their personal contact information. The sites that do the best and get the most

repeat business have two things in common:

1. Tons of free content, making them a valuable resource and ally for their

target market to visit often.
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2. Loads of transparency: the sharing of business' practices, processes and

results with clients.

   By choice, Eric‚’s site doesn’t seek personal contact information, but he does offer his

clients tons of free content, such as the latest product news and ways to use his security

products, including PowerPoint and video lessons.

   If you seek contact information from your site visitors, consider an immediate free

downloadable item. By offering an instant gratification of a free download of a checklist,

white paper, free report etc., studies show that the visitor is more likely to give us their

contact info. For most businesses, the contact info (or mail list) is the most valuable part

of the web strategy and design. Sure we can get them to buy a product with persuasive

sales copy, but what most of us really want is to create a relationship so they contact us

over and over again.

About the Author
As co-owner of Impression Engineers, Sharon Sayler, works as counsel and coach to

executives who want more. As an award-winning writer and designer, she has launched

projects for clients such as the Portland Trailblazers and the Clinton White House. She

holds an MBA, is a communications consultant and trainer, a certified hypno-therapist

and master practitioner of NLP and Thought Pattern Management.  Sharon writes a

weekly e-zine/blog called "Best Impressions." It is full of business solutions and practical

skills on persuasive communication, marketing and copy.  Visit our blog.

http://www.impressionengineers.com/© 2008

All rights reserved. No part of this book shall be reproduced, stored in a retrieval system, or transmitted by any means,
electronic, mechanical, photocopying, recording, or otherwise, without the written permission from the publisher. No
liability is assumed with respect to the use of the information contained herein. Although every precaution has been
taken, at the time of publication, in the preparation of this book, the publisher and author assume no responsibility for
errors, omissions or other interpretations of the subject matter. Neither is any liability assumed for damages resulting
from the use of the information contained herein. The purpose of this book is to educate, entertain and provide
information on the subject matter covered. This book results from the experience of the author. If other assistance is
required, the services of a competent professional should be engaged. The purchaser or reader of this book assumes
responsibility for the use of these materials and information. It is not to be considered legal or personal advice. The
author is not responsible for any actions or results from the use of this book.
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