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You only have one chance to capture enough of someone’s attention to generate interest in your 
business.  Use of this guide will help you develop a standard commercial (a.k.a. “elevator 
speech) for your business.  Use it any time you are asked what you do or what your business is!   
 
DO: 
 

�  Keep your potential client in mind.  What would someone who needs your product or 
service want to hear?  Conduct some informal market research to find out. 

�  Include as many concrete benefits or benefit statements as possible.  I.e., give 
specific and quantifiable examples of how your product or service would help 
them/improve their business/ etc.   

�  Expound on your truly unique attributes i.e., those that REALLY set you apart from 
your competition.  This is probably the hardest question to answer! 

o What makes your product or service unique? 

o Do you cover a niche market? 

o Do you have an interesting ‘how/why you got in business’ story? 

o No competition?  Flaunt it!  

�  Keep it clear and concise and easy to understand (no one should need to ask for 
clarification, but they should ask for more detailed info). 

�  Include your tagline.  If you don’t have one, get one!  Make it catchy and ensure that it 
concisely conveys your business offering and uniqueness.  Then include it on ALL your 
materials, from business cards to brochures to advertising to…. 

�  Talk about what motivates you, especially what motivated you to go into business for 
yourself. 

�  Ask a question that promotes conversation.  This keeps the dialogue going and allows 
you to find out more about the other person or their company.  The question could be 
before or after the true commercial. 

 

DON’T: 

�  Make statements that you cannot validate (e.g. “We are the best in the city at XYZ.”  
“We are the only company that provides XYZ.”). 

�  Use marketing-speak and over-used terms (such us “innovative”, “quality”, 
“professional”, “best-in-class”, “service-oriented”) 
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