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Unique Value Proposition (UVP) Is A Profitable Business Strategy 

It's Why Customers Will Select You At A Higher Price Than Competition 

 
 
 

 

 
 

 
 

 
 

 

 
 

 
 

 

A UVP Must Be Developed For Each Significant Proposal 

In this white paper we'll be discussing the benefits of a tailored UVP for each significant 
proposal, the most effective way to create and win highly profitable sales opportunities. 
 

A UVP based price is what the customer is willing to pay for their perceived value from using your 
product or service.  If your offer is not perceived to be of high value, they won’t accept your UVP price.  

Instead of lowering your price, improve your UVP to raise their perceived value of your offering. 

 
Your UVP is a clear and concise promise of how you will solve the prospect's problem or improve their 

situation.  It presents compelling metrics for predictable, measurable results before, during and after the 
sale - articulated in a way that appeals to decision makers. The UVP addresses [physical, emotional, risk, 

productivity, image, or financial] pain or pleasure needs.  Personal value is the most compelling, so the 

right decision makers will pay extra for something they really want [Vs. need].  After convincing yourself 
that your UVP is on target, present it to your prospect. 

 Beginning: [Implementation date] 

 As a result of your: [Solution] 

 (Prospect) will be able to: [Quantified business improvement(s)] 

 Resulting in: [Quantified metric(s)] 

 For total investment cost [insert this amount after the proposal has been completed] 

 With economic payback achieved within: [Timeframe] 

 You will document your delivered value by: [Results tracking methodology] 

 
After you and your prospect fine tune your UVP, the next step is for you and your prospect to co-author 

and proudly take ownership of the first draft of your proposal's executive summary with the UVP as its 
theme.  Also address issues that they perceive as risky in making this decision.  This sets the stage for 

developing your solution and price that will achieve the business results sought by the prospect. 

 
You will frequently refer to this common ground when your prospect attempts price negotiation tactics. 

 

  

An elevator pitch is your situational sound bite response to 
someone who asks "what do you do?"  Your goal is for them 

to invite you to discuss what you can do for them. 
 

A strong UVP is the prime reason customers will pay more 
for your solutions.  It enables you to avoid win-lose 

negotiations by reinforcing your non-price related common 
ground throughout the sales cycle. 
 

It is wise to implement UVP as your primary business strategy 

that must be etched into the core of your organization.  It will 

influence everything from back office to front office. 
 

If customers only value your price, it's time to assess your 

business strategy. 
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Know If Your Prospect Is A Value Shopper Or Price Shopper 

All buyers fall into one of four behavioral categories; namely, growth, effectiveness, efficiency and 

economizer. Your first challenge is to understand your prospect's motivation. Growth buyers want to 

move to the next level by investing additional resources. Effectiveness buyers want to do somewhat more 
with the same resources. Efficiency buyers want to do the same with fewer resources. Economizers want 

to do less with far fewer resources.  Some are value shoppers, but most are price shoppers.  Don't try to 
convert price shoppers.  Deal with them accordingly.  Some price shoppers reveal themselves early. They 

encourage a bidding situation between competitors and are continuously asking for concessions. If you're 

not sure if someone is a price shopper, they'll reveal themselves when they balk at how you position your 
UVP to what you've discovered about their needs.  Value shoppers must prove themselves.  They will be 

open to discussing your UVP.  A prospect who you perceive to be a value shopper may really be a price 
shopper in disguise.  They say the right things to make you think they are in sync with your UVP, but as 

their opportunity moves towards closure, they come up with new reasons to negotiate on price.  They 

may tell you that their budget was cut or that they don’t need all the features in your proposal.  Don't be 
surprised if they flinch when you remind them of your mutually agreed upon common ground. 

 

Research To Move The Conversation Away From A Prospect's Status Quo 

If you haven't researched the prospect and their needs, your UVP won't be relevant.  When prospects 
believe that you want them to win, they will be open to providing access to factors that will guide a 

unique proposal.  Proper research will enable you to introduce incremental value during the sales cycle so 
that you can advise the prospect about needs aren't they aware of, overlooked, or underestimated. 

 

Understanding what motivates your prospect will shape the language you use to communicate the major 
advantages of your solution.  Conduct sales interviews with their decision team, follow their social media 

posts, study their website, review online news sources and understand the UVP of your competitors who 
are vying for this opportunity. 

 

Winning Requires Continuous UVP Reinforcement During The Sales Cycle 

In order to avoid last minute price negotiation, continually remind the prospect of your mutually agreed 

upon common ground. Learn if their thinking has changed and why. Always redirect the conversation 
from price back to value.  Refusing to match competitive offers reaffirms your UVP. Introduce risk 

associated with a "cheaper" alternative.  If all major things are similar between yours and your 
competitor's offer, minimize the negative impacts of price negotiation by introducing non-price related 

concessions to tip the decision in your favor.  Consider free shipping, free setup, installation and training, 

free annual preventative maintenance, no long-term contract, money-back guarantee, and customization. 
 

Strong UVPs Require Uniqueness And Prospect Desire For Your Solution 

You may match a competitor on every aspect of value but you must excel in at least one that matters to 

the prospect.  A high quality and unique UVP works best in situations where you have strong product 
differentiation in a competitive environment or a unique product with high barriers to entry. 


