Rise Above the Noise

Strategies to get your dealership’s brand noticed

by: Jenna Miller, Emerald Strategic Marketing

et me get right to the point. Blend-
Ling in is a silent business killer. If you

are just trying to “do good work” and
hope that is enough, you are setting your
brand up to become background noise. In
saturated markets, good does not get re-
membered — bold does.

Whether you are in tech, consulting or
any other industry, chances are your au-
dience is being bombarded with messages from dozens of
companies claiming to be “innovative,” “customer-focused”
or “trusted.” Sound familiar? That is because these generic
claims are everywhere and they are meaningless without a
unique hook.

Let’s walk through real strategies that will help you de-
fine what makes your dealership one of a kind and how to
shout it from the rooftops.

Define Your Edge

A unique selling proposition (USP) is your unfair advan-
tage. It is the reason a client should choose you instead of
another company in the sea of alternatives. It is more than a
slogan — it is the core truth of your business that answers the
question: “Why you?”

Without a strong USP, you become forgettable — just back-
ground noise. You end up competing on price, mimicking
your competitors or relying on sheer volume to win business.
That is a race to the bottom.

But here is the catch: Most businesses mess this up. They
settle for vague statements like: “We provide great customer
service” or “We're passionate about what we do.” Those are
not USPs. Your USP needs to be bold, specific and deeply
aligned with what your audience actually cares about.

So how do you build a USP that works? Here are three
strategies that can transform how people see and remem-
ber your brand.

Strategy #1: Get Clear on Your Customer
Before you can define what makes you different, you need to
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deeply understand who you are different for.
'That means going beyond demographics. Get
into the psychology of your ideal customers:

B What keeps them up at night?

B What makes their jobs more difficult
than they need to be?

B What do they wish someone would fi-
nally solve?

Talk to real customers. Do not just rely
on sales reps or assumptions. Use interviews, surveys and
social listening to get the unfiltered truth. The clearer you
are on your audience, the more powerful your USP will be.

Strategy #2: Own Your Niche

Trying to be everything to everyone will dilute your mes-
sage. The brands that truly stand out pick alane and own it.

Think of Mailchimp. Instead of going head-to-head with
massive marketing automation platforms, the company
doubled down on being the go-to for small businesses. Base-
camp proudly proclaims it does less than other project man-
agement tools and that is exactly why its fans love it. Nar-
rowing your focus can feel scary — like you are shutting out
potential business opportunities — but it is often the smart-
est way to build credibility, loyalty and word of mouth.

Strategy #3: Turn What Makes You Different Into
a Battle Cry

It is not enough to quietly be different. You need to de-
clare it — loudly. Maybe you deliver more quickly. Maybe
your method is unconventional. Maybe your results speak
louder than your competitors’ promises. Whatever your an-
gle, own it unapologetically.

Here is the kicker. Sometimes being polarizing is a good
thing. If everyone kind of likes you, no one loves you. When
you clearly define what you stand for (and what you do not),
you attract the right people and repel the wrong fits.

Use bold language. Tap into emotions. Show real results.
Be sure to make people feel something when they interact
with your brand.



How to Inject Your USP Into Every

selling proposition is no longer nice to

Touchpoint ... In a world where have; it is your survival strategy. So take
Once you have nailed your USP, do not everyone is shouﬁng, a stand. Say something that matters.

hide it in a drawer. It should be front and whispering will not gef

center everywhere your brand shows up.
B Your website? Lead with your USP
on the homepage.

story around what makes you unique. it is your su rvival strotegy.

B Social media? Use your messaging
consistently. Tone, visuals and content
should all reinforce your differentiator.

M Sales calls and support conversations? Your team should
be trained to live and breathe your USP, not just recite it.

Do not let your USP go stale. As your audience evolves and
your company grows, revisit it regularly. Test it, tweak it and
refine your messaging based on feedback and performance.

Be Bold or Be Ignored
Here is the bottom line: In a world where everyone is
shouting, whispering will not get you heard. A strong, unique

you heard. A strong,
unique selling proposition Here is my challenge for you. Exam-
B Your pitch deck? Frame the whole is no longer nice to have; ine your website, LinkedIn profile and

Stop trying to blend in and start build-
ing a brand that people cannot help but
notice and choose.

elevator pitch and ask yourself: “What
would make someone choose us in-
stantly?” If you cannot answer that
clearly and confidently, it is time to sharpen your edge. Be-
cause in today’s marketplace, it is not the best business that
wins, it is the one that is impossible to ignore. B
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