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!he ol' clich* in ,usiness is that you shoul' 2345R promise an' o:er 'eli:er. <ut in a crow'e' 
mar>etplace? un'er promisin@ is a one way tic>et to o,li:ion. <ecause consumers an' ,usinesses are 
mo:in@ an' shoppin@ at warp spee' they wonAt slow 'own enou@h to fully un'erstan' your un'er 
promise. !o @ra, their attention you must OV5RPROFGS5.  
 
<y O:erpromisin@ G 'onAt mean that you shoul' promise thin@s you canAt 'eli:er. Gnstea'? G mean that 
you must ma>e an outra@eous claim on which you IA3 'eli:er. Fost companies alrea'y ha:e such 
capa,ilities. !hatAs why their current customers 'o ,usiness with them. <ut the mar>etin@ team has not 
ta>en the time to un'erstan' 5KAI!LM why their current customers really stay loyal an' then 
articulate' their uniNue capa,ilities in an outra@eous OV5RPROFGS5.  Ohile 'oin@ research for my 
most recent ,oo>?  G was 
astoun'e' ,y how many pro'ucts? ser:ices an' companies 'i' not ha:e an articulate' O:erpromise. Gf 
you 'onAt tell customers why they shoul' ,uy from you? ,ut your competitors 'oP @uess who @ets the 
customers.   
 
Qere are 3 eScellent eSamples of O:erpromises that you can use for inspirationT 
 

• American Girl  ,y offerin@ @irls 'olls that will utterly enchant themP an' 
 ,y @i:in@ each 'oll a fascinatin@ ,io@raphy. 

 
• Google  ,y offerin@ e:erythin@ a customer woul' want to fin' on the 

Oe,P an'  with an a:era@e search time of 0.2 secon's. 
 

• .ummer  a 'ri:in@ eSperience thatAs Wli>e nothin@ elsePX an'  
with an attentionY@ra,,in@ 'esi@n? eStra comfort? an' a ,uilt in Qummer community. 

 
So how can you create your own OV5RPROFGS5Z 
 

0. 2tart by examining the founder�s vision. Ohy was the company starte' in the first 
placeZ Ohat was missin@ in the mar>etplace that the foun'er :owe' to fiS on ,ehalf of 
customersZ G often fin' that the essence of the ,ran' can ,e 'rawn from the foun'erAs 
ori@inal thou@hts. !hey coul' feel it e:en if they coul'nAt articulate it. 3ow is the time to 
ma>e that articulation.  

=. What is the single most important attribute of your product or service@ Ohat 
ma>es it uniNueZ Ohat one wor' 'o customers thin> a,out or feel when they hear your 
companyAs nameZ Vol:o means safety. LeSus means luSury. Ohat 'oes your pro'uct or 
ser:ice meanZ 

A. Ask your customers why they buy your products. !hen as> them why they 'onAt ,uy 
your competitors pro'ucts. Gn the chasm ,etween these two answers youAll fin' a 
,eacon that points to what your O:erpromise shoul' ,e.  

D. Ask non-customers why they FON�T buy your products or services. !hen as> why 
they ,uy competitors pro'ucts. !his pair of Nuestions will @i:e you insi@ht into the 
misperceptions they ha:e a,out your pro'uct or company or will point you towar' 
serious shortcomin@s in your offerin@s.  

J. What emotions do your customers feel when they use your products@ Ohy 'o 
customers pay a premium for a Qummer? a LeSus or an American [irl 4ollZ GtAs 
,ecause of the way it ma>es them feel or ,ecause of the way it ma>es others feel a,out 



them. !hese are powerful ,ran' ,uil'in@ insi@hts that you must consi'er when you are 
craftin@ your O:erpromise.  

 
Once you ha:e 'one your research an' ha:e ,rainstorme' some potential O:erpromises for 
your ,ran'? ,e sure to test them with customers an' potential customers for effecti:eness in 
,oth their a,ility to @ra, attention an' their a,ility to accurately reflect your actual ,ran' 
eSperience. !oo many companies ma>e the fatal mista>e of creatin@ aspirational 
O:erpromises that they cannot fulfill. Gt will ta>e your customers a :ery short time to fin' out 
that you cannot 'eli:er on your O:erpromise. MouAll >now when youA:e @ot the ri@ht 
O:erpromise ,ecause it will resonate with ,oth customers an' employees.  
 
NOW, OLMNFMLILMNQ 
 
Fy research showe' a clear pattern in the companies that were a,le to consistently 
O:er'eli:er on their O:erpromises. !hey focuse' on creatin@ uniNue customer eSperiences at 
three critical !ouchPointsT !he Pro'uct !ouchPoint? !he Systems !ouchPoint an' !he Quman 
!ouchPoint. 
 
!he pro'uct must relia,ly perform as promise'. Appropriate 'esi@n is crucial. !he pro'uct 
must ,e easy to acNuire? finance? assem,le? use? store? fiS an' 'ispose of. !he @reatest 
pro'uct in the worl' is worth far less if @ettin@ it is a hassle or if it is too complicate' for 
customers to use. Mour people must clearly un'erstan' the role they play in 'eli:erin@ the 
o:erall customer eSperience. Qow shoul' they 'ressZ Ohat shoul' they sayZ Qow shoul' they 
actZ 4o not lea:e these 'etails to chance or your people will ma>e up their own :ersion of your 
,ran'.  
 
O:erpromise an' O:er'eli:er is a formula pro:en to ,e successful ,y American 5Spress? 
Pottery <arn? Samsun@? Oashin@ton Futual an' many others. Gf you are willin@ to in:est in the 
research reNuire' to @et your O:erpromise ri@ht an' the attention to 'etail reNuire' to @et your 
O:er'eli:ery ri@ht? your ,ran' too? can \oin the ran>s of the irresisti,le] 
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