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David and Stacy:

Unique Selling Point

After studying Cornerstone Wealth Management’s history and governing values, we believe that the following best represents CWM’s Unique Selling Point:

Cornerstone Wealth Management offers affluent clients of northeastern Indiana effective and efficient professional wealth preservation service. CWM provides this professional service with the utmost respect and support of the client’s personal values. In sum, CWM's  unique selling point is, “Firming Foundations,  Preserving Wealth.”
Note that our first draft, “Manhattan Talent with a Mayberry Touch” happened to have the quippy and fun alliteration that makes it a candidate for serving as the actual company slogan, the basic point of a USP is to identify the company’s central value, its rudder, for internal consumption purposes. We are not sure, at least yet, that “Firming Foundations, Preserving Wealth” deserves consideration as the company slogan that would be used for both internal and external consumption. We proposed this USP because it simply advocates for your passion, your demonstrated talent, and what clients seek from you. 
Rationale
1. Firming Foundations: Most CWM clients come to the firm with little, no, or otherwise insufficient understanding of their own governing values about what money is, what it is for, what it can do, or what it can’t do. Their craft is intact, in that they can make money, but if they were to lose that craft, would they endure? Clients come to CWM because, whether they articulate is as much, they are concerned about the firmness of their financial foundation. 

“Firming Foundation” is conceptually complementary to the primary “Cornerstone” brand.

2. Preserving Wealth: Aware of this uncertainty, most CWM clients come to the firm because of a desire to preserve their wealth, not build it. They intuitively understand that wealth properly preserved and safeguarded is wealth that will necessarily grow. Whether that growth is slow, fast, or in between is another matter, and while the importance of that factor varies from client to client, the central concern that these people share is that they realize wealth is fleeting. Consequently, they want to do everything possible to ensure their wealth is preserved—protected from suit, unruly children, terrorism, market implosions, force maj eure, or come what may.

“Preserving Wealth” speaks to the core reason that CWM’s client seeks its services. These people are not coming to CWM with their “play” money—extra millions to play on stocks or venture capital firms. These people have measures of affluence which, if lost, would ruin them.

3. Rich pool of future media creativity: “Firming Foundations” and “Preserving Wealth” both evoke imagery that as meaningful at both superficial and subterraneous levels. They lend us creative potential that richly complements the primary “Cornerstone” brand:

· We can invoke agrarian, Midwestern values.

· We can invoke many illustrations from nature—indeed, any Indiana farm—about how creation simply and profoundly illustrates the architecture, rationale and, ultimately, value of firm foundations. We envision powerful visual illustrations and editorials building from the:

· …lightweight yet robust design of a honeycomb, 
· ...the simple symmetry of a barn,  
· …the compact and nano-like technology of a sunflower seed, 
· …the egg-like strength of a bridge,

…all of which wonderfully illustrate the idea of Midwestern style of carefully practicing universal and replicable principles of handling wealth.

4. “Wealth Preserver” serves as a pre-qualifier: “Preserving Wealth” serves as a type of a pre-qualifier for clients by speaking in a gentle but deliberate way to your existing clientele that you’re no longer the young pups that would chew on any bone that comes your way. You are now Wealth Preservationists, which communicates that you expect new clients to have wealth to preserve, not just a nice salary that gets spent (and then some) every month.

This will naturally prompt questions about the status of “Cornerstone Wealth Management” and whether we advocate for something like “Cornerstone Wealth Preservation” or something similar. We believe there is a good case to be made for this action, but knowing how much time and energy you’ve invested in the CWM brand, and how you’ve tweaked it a number of times over the past seven years, we can understand your reluctance. You’d need to sleep on it, at least.

We believe, however, that reason #4 uniquely makes the case for switching from “Management” to “Preservation” because of the inherent improvement in meaning. You’re not just taking people’s money and throwing in a vault, you’re taking pains to make sure they understand their own personal values and that those personal values are the governing factors for what vaults those monies go to. It therefore implies a world of difference between mere ‘management’ and the better option of ‘preservation.’

Furthermore, changing to “Preserving” helps future clients and client wannabes sort themselves out before they occupy your time.
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