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If you will listen in the 

next 45 minutesé



1. You will learn what is a

Unique Selling/Value Proposition

You will learn the underlying theory of a value 

proposition framework.



2. You will learn what determines 

the Force of a Value Proposition?

You will learn how to measure and adjust the 

four factors that determine the force 

of a value proposition.



3. You will learn how to Craft your 

Value Proposition

You will learn a step -by -step process for 

crafting the essential value proposition 

argument.



ready?



This is how Inbound Marketing 

looks likeé.

Not One Size 

Fits All



This is how Inbound Marketing 

looks likeé.

Itõs Multifaceted



This is how Inbound Marketing 

looks likeé.

Itõs Particular



This is how Inbound Marketing 

looks likeé.

Top Objective



This is how Inbound Marketing 

looks likeé.

conversions



think funnelsé.

When you think of Inbound 

Marketing 



think funnelsé.

Top of the Funnel

Middle of the Funnel

Bottom of the Funnel



Incoming Traffic
Outbound Marketing Integration

Print, TV, Radio

Website, blog , Press Releases

Forums, PPC, Social Share, Chat

Drives traffic, builds trust, establish 

reputation, produce credibility, shows 

thought leadership, build brand 

awareness, educates prospects

Calls to Actions to Landing Pages

Top of the Funnel Offers

Middle of the Funnel Offers

Bottom of the Funnel Offers

SALES
Lead Nurturing

eBook

webinar

pricing

Unified 

Messaging

USP



USP Heuristic Formula

Rc[VfςCf] = Nf * 

*Patent to Meclabs



USP

Landing Page 

Optimization

*Patent to Meclabs

C = 4m + 3v + 2( i -f) - 2a* 

Rc[VfïCf] = Nf * 



USP

Landing Page Optimization

*Patent to Meclabs

C = 4m + 3v + 2( i -f) - 2a* 

Rc[VfïCf] = Nf * 

Wherein:
òCó = Probability of conversion 

òmó = Motivation of user

òvó = Force of the value proposition

òió = Incentive (additional) to take action

òfó = Friction elements present

òaó = Anxiety elements present



How can we conceptualize a simple , yet powerful , 

paradigm for crafting value propositions ?



How can we conceptualize a simple, yet powerful, 

paradigm for crafting value propositions?

1. People donôt buy from websites, people 

buy from people



How can we conceptualize a simple, yet powerful, 

paradigm for crafting value propositions?

2. You donôt optimize websites, 

you optimize thought sequences



How can we conceptualize a simple, yet powerful, 

paradigm for crafting value propositions?

3. To optimize thought sequences, you 

must enter into a conversation



How can we conceptualize a simple, yet powerful, 

paradigm for crafting value propositions?

4. Then you must guide the conversation 

toward a value exchange



How can we conceptualize a simple, yet powerful, 

paradigm for crafting value propositions?

Value

Force

Cost

Force

Value Exchange



Value

Force

Cost 

Force

Rc[VfïCf] = Nf*  
The net force is positive

*Patent to Meclabs


