company. Thirdly, understand why they matter to your organization’s
development and relevance. Finally, make sure your buzzwords aren’t a
buzzkill.
Let’s consider some trendy business buzzwords of 2017 [3].
Intrapreneurs- visionaries for a stand-alone project within a larger
company;
Push tolerance: “pushback” (an unfavorable response) and “fault
tolerance” (surviving failure). It means testing the capacity of an idea or
strategy, so that you’ll be able to survive and endure resistance;
I-Gen (internet generation): the generation that follows millennials;
Return on Relationship (ROR) – when you compare what returns you
from the relationship that you’re nurturing and the loyalty that you’re trying
to harvest;
Kill Chain- a military term, based on the “Four F’s” of attack (Find, Fix,
Fight, Finish). As a business buzzword, it means a “strategy”, a step-by-step
analysis of what needs to be done to achieve a goal.
To sum up, buzzwords play an indispensible role in modern business.
They alert businesspeople to relevant and emerging trends. However, they
should be used carefully because they can dilute messaging and create
communication barriers.
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Unique Selling Proposition as a Part of a Modern Business
It is increasingly difﬁcult to imagine effective business in modern
realities without active use of marketing and advertising. World corporations
often pay more attention to advertising than to managing the quality of
products and services, because it is an excellent tool for promoting a particular
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product to the market. Marketing is often called a business philosophy.
Modern companies, private entrepreneurs often build not marketing around
the business, but business around marketing. Today, “promotion of goods”
involves the social networks that have become one of the most important
parts of our society’s life.
There is a wide pluralism of concepts and marketing tools. However,
we decided to concentrate our attention on such an interesting deﬁnition as a
unique selling proposal (or shortly – USP). Many businessmen underestimate
this concept, however, there are many examples that prove its effectiveness
and productivity.
So, what does USP exactly mean?! A unique selling proposition is an
advertising concept according to which the promotion of a product or service
needs to be formed on the basis of certain unique properties of a product or
service that the consumers understand and beneﬁt from. In other words, this
is what distinguishes a particular product from competitors. These are the
unique, distinctive features and characteristics that other products in this area
do not have.
A spectacular example of USP is the world brand of chocolate M&Ms,
because it was created as “chocolate that does not melt in the hands” [3: 37].
Another example is Clara Ritter’s proposal. Her idea was to replace the standard
form of chocolate bars and use the knick-pack, which is easy to break, while a
square chocolate is easy to carry in your pocket. And the well-known appeared:
“Quadratisch. Praktisch. Gut!”. These examples really look innovative, unique,
very unusual and, for sure, they bring huge proﬁts to their owners.
The creator of the USP concept is the American advertiser of the
twentieth century, the author of many famous advertising slogans, the guru
of advertising practice Rosser Reeves. In his opinion, advertising should sell
the product, immediately capturing the consumer’s attention with one, but
unique and strong proposal, which is not available in competitive products.
Of course, the concept is based on certain principles. Firstly, it is
important to show in advertisement for consumers their beneﬁt from the
acquisition of a particular product or service. Secondly, is the absence of
the same USP from competitors [1: 14]. And, ﬁnally, the main principle is
that advertising should so inﬂuence the client that arouses his interest and
encourages him to take certain actions. It is important to remember that today
business often focuses on arising emotions.
Many people now believe that it is urgent to start a business exactly with
the development of the USP. There is a unaffected algorithm for creating a
“business card” of a product or service. The whole algorithm can be divided
into ﬁve parts:
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– Identiﬁcation of the potential customers who would be interested in
purchasing this product or service. For example, if we are talking about a
jewelry store, then, most likely, the main buyer will be men of mature age.
– Searching for customer problems. It is necessary to put yourself in the
client’s place and wonder about what problems they may have.
– Identiﬁcation of characteristic qualities. It is necessary to ﬁnd and
describe several unique properties, which are not available for competitors.
– Guarantees. First of all, this conﬁdence from the manufacturer is
necessary for the consumer to be sure of the quality of the goods. An example
is slogans of pizzerias like “Our courier will deliver you pizza in no more
than 20 minutes. Otherwise, it will get to you for free!”.
– Direct creation of the USP. It is necessary to rework all four points and
ﬁt them into a couple of sentences.
We must not forget that the USP should be concise and understandable
for the broad masses of people. It should not be false [2: 4]. For example,
companies that position themselves just as those with the “lowest prices”
can hardly be called unique. In this sense, the commercial network of home
appliances M-Video distinguished itself. They included the guarantee in their
advertising campaign: “If you ﬁnd the price lower than in our stores, we will
sell you the product at the same price and provide a discount for the next
purchase.” Another example is the American coffee company Mocha Kiss.
Its owner, Jeremy Garsistal, came up with not just cooking natural coffee, but
also delivering it ... to Hollywood. In just a few months, having thoroughly
studied the tastes of famous directors and actors, he, thanks to his tremendous
success, realized the uniqueness of his idea.
Thus, we can conclude that the unique selling proposal is now an integral
part of any business. Indeed, in our time, with a very wide range of different
goods and services, with substitute goods and alternative products, it is very
difﬁcult to break into the market and make your goods popular and desired.
When creating a USP it is important to remember that this is primarily not
the creation of a unique product (service), but the search for the best strategy
for its advertising.
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