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THE PERFORMANCE COACH ACADEMY::

Chapter 3 — Create Your
Marketing Map

In the previous chapter you explored magket opportunities and risks,

In this chapter, yoy#
shape your future ;
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Pick Your Marketing Focus

To construct an effective Marketing Map, it's essential to pick which
products services, or opportunltles yM want to focus on. So far in th|s

- mcluded‘?

3. Determine
Delivery
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1. Align Opportunities

shared feedback _. [
and they didn't

make the bigge A
likely to sell?

identifying the & If you're focusing on an existing product
or service, then' \ dy-gfcady have those details. If you're adjusting it to

take advantage of V“' # opportunity, list exactly what customers get with
their product or service.

The Performance Coach www.theperformancecoach.biz

69



THE PERFORMANCE COACH ACADEMY::

3. Delivery Method

For the product, or service, you /‘: ' %SK

Is it something that needs to bgfsr
d fee#~to-face or through a

Z#M impact on your operations and
9¥be clegr about it now.

coaching portal? The
marketing as well ag

>

2. Add the offer {gtai BifMap Template: Pg 12. Note: there’s
room for two, by 7
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tune your p05|t|on|ng, .___.,-: aT Wil . "
you'll be able to craft o7 er%a Sasi nessaging that speaks to

your target buyer.

define your product’s uniq e benefits, how you want to be seen in the
market, and why your solution is better than the competition’s. You'll then
use your positioning to shape your messaging.
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audience. It highlights thé#inique }
offering stand out, providing gg#e

position that resonat#g’wi
decisions. :

it serves as consumer a 'cti a A es trust in the brand. When
' PTowards the "outlandish", and more
non-formal, might cafji: did encourage them to

consider your product. @k

The USP and Guarantee ¢ d of this section, are
meant to assist you in f|nd|ng ighkes your product
offering stand out and creafidy #hat eases any worries your
potential customers mays ith you. A compelling USP
goes beyond a gene i |de good service at a competitive

It's crucial to clearly e

competitors, and your gU@ fntee should establish a commitment on your
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part to conduct business in a way that asg 2, tomers their concerns
won't materialize. : '

Finally, a noteworthy USP c
their priorities in purchas'_

promises. This reduces’ ” 4
engagement in the transactio <&

commltment goes [ #aleZe8tivating loyalty and positive word of-
mouth. Ultimately, a'Q g 7o
value but also transforigy - purchasmg decision into a secure and
confident choice for the customer.
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4Py -

g #Bse you over the
competition. It answers thaf§ - kes you different?”

&t assurance do I have
Wxpectations, and what

A product guarantee @k
as a consumer that

To uncover your USP & Guagaf
following: 7

Your target au rlienc:

DA A A

AR U< W .

Qresearch on your target

audience’s pain points - th€ )- and problems.

> The competition ighis research on the strengths
and weakness r competition. How is your
business diffe 7 H & provide value that sets you apart

> Your strengths and resources. Now go a bit deeper into the value
that distinguishes your brand from the rest. Does your business offer a
particular set of skills or expertise? Is your customer service
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$ are most relevant to your

provide, not their features. So
r#¥reatures describe what a product has,
and benefits expl8 R K tures €elfcustomers' needs or solve
their problems. ¥ 7 o \

Almost 100% of the cents I & it mdgh easier to list features.
For instance, using an exa¢ iple atures are easy to list and
may include it is red,4 T 2] as a long wheelbase bed. To

get the benefits __q,r.réf. Fhe ask the question "SO WHAT?”

_‘ \

FEATURR\ 770 UE 2\ \ BENEFIT

The truck is red. nced Visibility and
creased Safety. (Plus, the

color appeals to me!)

The truck has ‘./ woe. & PSOANHAT? | Increased Accessibility and
: = P\ Convenience.

One of the best wiys

imagine how you '=__f- d ..‘ ion your product as the one to choose versus
your competitors. A 8f@at way to get customers feedback is to ask them
some direct questions.
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Follow this effective process to gather excellent testimonials. Reach out to
your customers by phone and inquire if they'd be open to sharing a
testimonial for your marketing. Once they agree, make it convenient for

1.

9. How has (yo £\egy #pany) delighted you?
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"Our track record is o
time and within bug#
investment.” 7

{@F-quality work on
yet the most from your

> “With a unique blend
coaching technigu®s

> "We deliver on-§g 1d support services with a guaranteed 1-
hour response tirfigz&r
running.”
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Craft Your USP & Guarantee

Whether you choose to contact customers gr are a start-up with a limited
@@ your USP and Guarantee

Pt results do they feel they
29 a purchase?
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Action Steps:

1. Create your Unique Selli oposition (USP) by answering the
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