


The Anatomy of a Strong UVP 
The Client Experience 

If your brand message is built around what you have, not what people experience, 
you’re missing the point! 

When service businesses use their UVP (Unique Value Proposition) to explain what 
makes them different, they often lead with the most visible things and miss the part that 
matters most. 

Here’s what I know from years of experience in service-based businesses, including 
veterinary and healthcare management and marketing: 

"Differentiation is rarely found in the building. It is found in the experience of being cared 
for by the people inside it". 

What pet owners, patients, clients, and customers remember is their experience, what 
we often call the human touch. They remember how they were treated when they were 
worried. Whether they felt seen and respected. Whether someone took time to explain. 
Whether the experience felt cold or compassionate. Whether trust was built in the room. 
Whether the business understood what mattered to them. 

What matters more than a description of your facility, your services, or your awesome 
technology, is whether the people you serve understand the value they will receive and 
the experience they can expect when they choose you. 

That is where a clear Unique Value Proposition becomes so important. 
It has to express how you serve, what people experience in your care, and why that 
experience matters. 

In crafting your UVP, the question is NOT, “What do we have that others also have?” 

The better question is, “What do people experience with us that is distinct, valuable, and 
emotionally meaningful?” 
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A strong UVP sits at the intersection of four things: 

• What you do well
• What your audience needs most
• What makes your approach distinct
• Why that difference matters.

In other words, it should answer the more meaningful question: 

Why would someone choose you, trust you, and feel good about that choice? 
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The Anatomy of a Strong UVP 
Discovering Your UVP 

Your Unique Value Proposition is foundational to your brand and its messaging. 
Discovering it is a bit like digging for gold. You must dig beneath the surface to uncover 
your unique value for the qualities that differentiate you from competitors, and makes 
you more valuable to your clients Only after digging deep, are you able to express that 
value clearly within your business, and in the way you present it to the world. 

The discovery process I recommend is built around three components: research, 
reflection, and listening. Here are those three components broken down into three 
steps. 

STEP 1: 
Research your competitors 

• Start with the businesses your prospects are most likely comparing you with 
• Look at their websites.
• Read their messaging.
• Notice where businesses in your space begin to sound alike.
• Read their reviews. What are people praising? What are they complaining

about? Where do they feel cared for, confused, rushed, ignored, relieved, 
well served? 

These patterns can tell you a great deal about what your market/audience values, what 
they expect, and what they are still not getting from current sources. 

STEP 2: 
Turn your attention to your own clients. Look at the information you have 
available. 

• Read your reviews, testimonials, inquiry emails, intake forms, and notes
Look for repeated concerns, repeated praise, and repeated language. 
Pay attention to what people remember and what they thank you for. 

If you can, speak directly with a few good clients. A short conversation will often tell you 
more than a long survey. 
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Ask simple questions. 

• What were you looking for when you first came to us?
• What concerns did you have before deciding to try our services (products)?
• What made you choose us?
• What did you value most about the experience?
If your business is new and you do not yet have much client feedback of your own, 
competitor reviews can still teach you a great deal. They can help you see what 
matters in your market, what disappoints people, and what kind of experience 
people are hoping to find. 

STEP 3: 
Make time for reflection 

This is where you begin connecting the dots. What themes are beginning to 
emerge? What do people seem to value most? What makes your approach distinct 
in ways that are meaningful, not just marketable? What part of the experience would 
people miss if it were gone? 

If this process feels overwhelming, you are not alone. It can be difficult to assess 
your own business clearly when you are inside it every day. Sometimes outside help 
with the research and analysis is the clearest next step. 

Helping clients develop a UVP is one of the key components of the Brand 
Architecture services I offer. 
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The Anatomy of a Strong UVP
Messaging: Before and After Examples 

In the two previous sections, we’ve talked about the client experience behind a strong 
UVP, and the discovery process needed to uncover it. To close this series, let’s look at 
what can happen when that insight is used to shape the language of three professional 
service businesses. 

First, a quick recap of Article # 1 and #2: 

• People value, what they remember
• People remember their experience with you, and what sets that experience apart from
others in your field

• Your messaging begins to resonate emotionally
• Your messaging becomes clearer, stronger, and more believable

BEFORE AND AFTER 
Here are three examples: I've included my own firm, Wide Web Advisor, along with an 
accounting firm and a law firm. 

Branding, Design & Organizational Alignment Agency 
In early 2026, I revised my service offerings, refreshed my website, and developed a 
new UVP for my company, Wide Web Advisor, LLC. In that process, I worked through 
the same discovery methods I’ve proposed for you in this series. 

New Internal UVP 

I help businesses and mission-driven organizations align what they promise, how they 
show up in the world, and how they operate so they can build trust, strengthen 
credibility, and communicate their value more clearly. 
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Reflected in messaging 
Homepage top of the fold hero section/H1: “Create a Brand People Trust and a 
Business That Delivers on It” 

Lede content in the hero:  
Brand architecture, website design, and organizational alignment for businesses and 
mission-driven organizations ready to align what they promise, how they show up in the 
world, and how they operate.” 

Why it works 
The H1 and the content reaffirm the UVP directly. They move beyond a list of services 
and express the deeper value of the work: aligning what a business promises, how it 
shows up in the world, and how it operates so trust can be built and sustained. 
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ACCOUNTING FIRM 

For an accounting and tax resolution firm I developed under a white-label agreement, 
the brand architecture, content, and design became much stronger when the UVP and 
messaging shifted from a list of services to the client experience of relief, clarity, and 
confidence. 

New Internal UVP 
This firm helps individuals and business owners resolve complex tax problems through 
experienced representation and a compassionate, legally sound process that reduces 
burden and helps restore control. 

Reflected in messaging 
Homepage Hero H1: {Business name} Tax Resolution Resolves Your Tax Burden 

Lede Content:  
From audit defense and penalty abatement to Offers in Compromise and payment 
plans, we help individuals and business owners resolve complex tax problems quickly, 
legally, and compassionately. 

Why it works 
The H1 and content reaffirm the UVP directly. They do more than describe tax services. 
They speak to the burden clients are carrying and position the firm as a source of 
experienced, compassionate, and legally sound guidance toward resolution. 
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LAW FIRM 
For a law firm’s website, I developed under a white-label agreement, the messaging 
became much stronger when the UVP moved beyond listing legal services alone. The 
new UVP reflected the complexity of the matters the firm handles. 

New Internal UVP 
This law firm helps clients navigate complex matters in tribal law, land use, 
environmental issues, and the creative industries through counsel shaped by regional 
insight, intergovernmental understanding, and sensitivity to the cultural and economic 
context of each case. 

Reflected in messaging 
Homepage Hero/H1: {Name of law firm} 

Lede content in Hero:  
When laws intersect with history, community, and enterprise, you need counsel that 
understands more than the code. Baca & Stone draws on decades of Southwest 
experience—across tribal law, land use, and creative industries, to deliver clear, 
culturally informed guidance at every turn. 

Three cards along the bottom of the hero section define specific areas of expertise with 
links to the service pages: 

• Tribal Law: Intergovernmental agreements, land use disputes, and cultural
preservation.

• Environmental & Land Use Law: Protect natural resources, manage water rights, and
advise on sustainable development.

• Entertainment & Creative Industry Law: Legal counsel for filmmakers, artists,
musicians, and production companies.

Why it works 
The messaging reflects more than practice areas. It points to the larger value beneath 
them: informed guidance in matters where law intersects with land, governance, culture, 
natural resources, and enterprise. 
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CONCLUSION: 

This is the difference between a generic statement and a meaningful UVP. A generic 
statement may sound polished, but a meaningful UVP helps people understand what 
makes a business valuable, why that value matters, and what they can expect from the 
experience of choosing it. 

WHEN YOU’RE READY. 

Need more clarity in your brand, website, or messaging? 
Subscribe to my free bi-weekly newsletter, Brand Aid, for thoughtful insights on brand 
strategy, website design, marketing, and servant-based management. Subscription form 
on my website’s homepage.  
Subscribe at Wide Web Advisor » 

Facing a specific business challenge and need expert advice quickly? 
Book a private 60-minute Zoom session with me and get clear, practical advice you can 
put into action right away. 
Book a private call with Maryle » 
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