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Your brand’s distinctive value, also referred to 
as “unique value proposition” or “unique selling 
proposition,” is the way of doing or being that 
only you can claim. It may be the process you use, 
an unusual combination of services that no one else 
offers, or a particular way of seeing things that helps 
you get results for your clients in a way nobody else 
can. This is what I call your brand’s Star Power because 
it infuses your work with its own special glow.

Your brand’s Star Power is how you attract the 
customers or clients, members or supporters,  
that are exactly right for you. It’s also how 
you attract and retain dream talent (employees, 
contractors, collaborators, and/or volunteers). Star 
Power is what makes you stand out in the sea of 
“everyone elses.”

Your brand’s Star Power is the cornerstone of  
your messaging. It’s absolutely critical to know what 
it is if you want your marketing impact to go from 
mediocre to megawatt. 

Define Your Brand’s  
Star Power

B L U E P R I N T

Use your brand’s 
unique value to 
bring the right 
customers into 
your orbit.

Me in my “power” suit.
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Without strong positioning, you’ll end up competing on price. Sales will be harder and take longer. 
That expert status we all want will continue to elude you. You’ll continue to do too much and for the 
wrong people in a never-ending struggle to break away from the pack. 

But this will not be your fate. 

With this blueprint, you’re going to discover your Star Power so you know exactly what will draw 
prospects in. You’ll learn how you can put into words your je ne sais quoi so it can be shared with the 
universe (or maybe your own corner of the galaxy). 

Let’s get started!

UNIQUE VALUE 
PROPOSITION

Benefits & outcomes

Points of differentiation

Positioning statement

How to use this guide

Like all things that are more than surface-level deep, revealing your brand’s Star Power begins with a 
series of questions. The questions that follow are broken into the two aspects that comprise a brand’s 
unique value: 1) Points of differentiation — what sets you apart? and 2) Benefits & outcomes — what do 
your customers get that increases their perception of the value you provide? 

Give yourself a solid 30 minutes for an initial pass at the questions. That should get you a good download 
of information though there may be one or two questions you’ll need to mull over a bit longer. Then in 
part 3 you’ll have a chance to turn this brainstorm into external-facing language that is often referred to 
as a positioning statement or elevator pitch. 

1

2

3
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1. POINTS OF DIFFERENTIATION
What sets you apart?

What do you do best? Where would you say your sweet spot is?

What do you do differently? 
Is it how you got started in business? (your personal story)

The process you use? 

Parts of your program or service that no one else is offering? 

How you specialize (in service or industry)?

What do you see that no one else is doing?

 

Whom do you serve? How would you describe your ideal client?
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Why should someone choose you (and no, “great customer service” is not the right answer here)? What 
will they get that they can’t get anywhere else?

2. BENEFITS & OUTCOMES
What do your customers get that increases their perception of your value?

What pain or problem(s) do you solve?

What do you want to improve or change in your customer’s life? How is their life better because of you?

List all the things—tangible and intangible—someone can do/have/experience after they start using your 
product or service or go through your program. 

Spend time on this one — it’s REALLY important.  
(I mean they’re all important, but this one is especially so!)
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3. POSITIONING STATEMENT
Putting it all together.

Now we’re going to distill everything you wrote in parts 1 & 2 into a sentence or two that summarizes 
your Star Power. Technically this is called a positioning statement (but isn’t calling it your ‘star power’ 
more fun?). Here is the basic formula:

[ target + their problem / issue + what you do for them + what the outcomes are ]

Example: “We help women experiencing chronic issues like hormone imbalances and digestive complaints resolve their 
issues through natural and holistic medical solutions. Unlike conventional medicine that might only treat the symptoms, 
naturopathic medicine looks at the whole person and strives to uncover and address the root issue. As a result, our 
patients gain a greater level of wellness as well as the knowledge and tools to practice lifelong self-care.”

I’m giving you a few fill-in-the-blank “mad libs” style templates, a standard one and two variations. You 
don’t need all three, but sometimes seeing them written in different ways can be helpful when coming up 
with your own.

We help _______________________________________________________________________________________________
       (target = ideal customer group)

who __________________________________________________________________________________________________  
      (have this pain / issue / challenge)

resolve / fix / create _____________________________________________________________________________________
                              (the opposite of the problem—flip their pain point around to its opposite; the ideal scenario)

through / by   _________________________________________________________________________________________ .
      (the broad category of the product / service)

Unlike  _______________________________________________________________________________________________ , 
             (competition—either named or generalized) 

we __________________________________________________________________________________________________ .
      (the thing that makes you different) 

As a result, our customers / clients / members  ______________________________________________________________ . 
       (the ultimate outcome—long-term tangible & emotional benefits) 
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Variation 1
Example: “We help women struggling with chronic issues like hormone imbalances and digestive complaints. By 
providing natural and holistic medical solutions that uncover and address the root issue, our patients gain a greater 
level of wellness as well as tools to practice lifelong self-care.”

We / I / company name help(s) ____________________________________________________________________________
        (target = ideal customer group)

struggling with / challenged by / who want to overcome ______________________________________________________ .
             (problem or challenge)

By providing / By offering / Through _______________________________________________________________________ ,        
      (product / program / service or general way you describe what you do) 

we help them achieve / learn / get  ________________________________________________________________________ .
       (list the outcomes or describe the ideal state)

Variation 2
Example: “Using natural and holistic medical solutions, we help women resolve hormone imbalances and digestive 
complaints. Because we uncover and treat the root cause instead of just the symptoms, our patients gain a greater level 
of wellness as well as the knowledge and tools to practice lifelong self-care.”

By providing / Using / Through  ___________________________________________________________________________ ,  
      (product / program / service or general way you describe what you do) 

we help _______________________________________________________________________________________________
       (target audience)

achieve / learn how to / get / resolve  ______________________________________________________________________ .
                  (list the immediate benefits)

Because / Unlike / Instead of _____________________________________________________________________________ ,
                  (explain how your process / method / service is different)

they gain / get / experience ______________________________________________________________________________ .
       (list the ultimate outcomes or describe the ideal state)
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Hurrah! You did it! 
Now you’re ready to let it shine throughout all your brand messaging. 

Want to know exactly where and how to do this so the right people 
immediately understand your value and expertise? If so, check out the…

SHOW UP & STAND OUT: 
Brand Positioning Toolkit

Leverage your brand’s star power to attract ideal clients,  
amp up your value, and be the clear choice

GET ACCESS NOW

https://paraphrasecomm.mykajabi.com/suso-intro
https://paraphrasecomm.mykajabi.com/suso-intro
https://paraphrasecomm.mykajabi.com/suso-intro
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