
 

 
 
Module One, Copywriting Fundamentals 
Video One, Features Versus Benefits 
 
Here’s what you’ll learn: The difference between benefits and features; why 
clients love features, but why benefits are like magic; how to figure out the 
benefit of anything; and everything you need to know about uber-effective 
deep-benefit thinking. 
 
So, benefits? Features? Huh? A benefit is what makes something useful to 
someone. It answers the consumer’s question: “What’s in it for me?” A 
feature, however, is a detail about the product. The feature of a razor could 
be “this razor now has seven blades!” but the benefit is “get the closest and 
smoothest shave from any razor.” What does the consumer get out of it? It 
doesn’t really matter to someone that the razor has seven blades; what really 
matters is that they can get the closest and smoothest shave from any razor. 
Another feature: These boots have double-wicking interiors and custom-
molded rubber uppers. Sounds very impressive, however, the benefit is that 
your feet will stay dry and comfortable. People don’t purchase things based 
on double-wicking interiors and custom molded rubber uppers. People 
purchase things because they want their feet to stay dry and comfortable. 
 
Clients love features. Clients and companies often get caught up in things 
like “new” “better” and “special”. And being close to the product as clients 
and bosses makes it easier to get excited about product enhancements and 
think in terms of features instead of benefits. When a new product comes 
out, often companies get caught up in advertising the idea that it’s new. But 
what does “new” mean? What does “better” mean? What does “special” 
mean? And what does it mean to the customer? Your job is to focus on 
benefits and to get your boss or client to focus on benefits, too, so that this 
new product sells as well as it deserves to. And it will sell the way it 
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deserves to if you focus on benefits, because benefits are advertising and 
marketing magic. 
 
Benefits remind customers of problems that they already have and they show 
these customers how your product can solve those problems. In essence, 
that’s why good copywriting is so powerful—it’s creating the perfect match. 
You tell people exactly how your product can solve their problems and that 
gets people to purchase things. It addresses their needs without them even 
having to ask. So, say for example, a man is unsatisfied with his shave. 
Maybe it’s painful, maybe it leaves stubble. His problem is that he can’t get 
the best shave and he can’t get exactly what he wants. But he doesn’t 
actually have to ask the razor company to get a better shave; the razor 
company provides it to him by offering the razor with the seven blades. But 
how does he find out about this perfect solution? The product has to be 
advertised or marketed and its benefit has to be communicated to him in a 
clear and concise way.  
 
Great copywriting is matching up people who need something with their 
ideal solution. A company could advertise the Perfect Steam Veggie Bag, 
but until the benefit of the product is explained, that you always make 
perfectly steamed veggies  no matter what, a consumer has no reason to 
purchase it, much less be interested in it. The perfect customer is someone 
who needs your product and you can reach him or her by telling him or her 
about the benefit of the product. 
 
 
So here’s how to figure out the benefit of the product because, quite frankly, 
sometimes your client or your boss won’t know how to tell you the benefit. 
What’s the general purpose of the product? How do any new enhancements 
make it better? What problem does it solve? These are all questions that you 
have to ask yourself as you’re looking at this product. How does this help 
the consumer? And then how does THAT help them? And how does THAT 
help them? What you’re trying to get at is the deepest need of the consumer 
and the most essential way that your product helps them. For example, a 
mascara may add length to women’s lashes. That makes their eyes more 
attractive. That makes them more attractive overall. And that makes them 
more confident. Getting to your deep benefits is how you can really set your 
work apart.  
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Deep-Benefit Thinking is about illustrating benefits with real life scenarios. 
This requires some target market research and plenty of empathy. And by 
target market I mean that audience that you are trying to reach. So for the 
mascara for example, you’re probably looking at women maybe 16 or 17 to 
50s or 60s, but it’s also a woman who appreciates style and appreciates 
fashion and likes to wear makeup. That’s your target market. This is the 
group of people that you most want your product message to reach. First, 
you want to identify the benefit for these people as we did in the last couple 
of frames. Then, think carefully about your target audience. Really put 
yourself in their shoes and think from their perspective. What are their 
hopes? What are their needs? What are they secretly afraid of? Then, figure 
out how your benefit could address some of these deep, secret issues. This is 
how you get to your deep benefit.  
 
Let’s learn how to do this by way of an example. The product you need to 
write for is the Activity Alert Smartphone App. This isn’t a real product, but 
for our purposes we’ll pretend that it is. A feature of this app is that it syncs 
all of a parent’s kids’ activities, pick-up times, drop-off times, distances, and 
to do notes with alarms and alerts. The benefit of this app is that the parent 
can easily and conveniently keep their kids’ schedules straight without 
forgetting a thing or, for that matter, forgetting a child! Your target audience 
is busy parents who are trying to juggle their jobs and errands with their 
children’s many afterschool and weekend activities.  
 
As any parent knows, from soccer to chess to dance to baseball, there are a 
million different activities that parents have to keep track of. So here’s how 
we get to the deep benefit. We’ve gone through the fact that it will easily 
and conveniently help you keep their kids’ schedules straight. But what 
emotional need does that satisfy? What secret longing could this product 
help to fulfil? Putting yourself in your target audience’s shoes, you might 
notice that this is a lot of pressure to put on a parent. Not only do they have a 
lot of obligations to balance, but these obligations are to their kids and every 
parent’s top priority is to make sure that their kids feel loved and supported 
and well-cared for. If a parent forgets to pick up a child after practice or 
doesn’t remember that it’s their turn for snack duty, in their own eyes, 
they’ve failed in meeting their top priority. Heavy stuff, right?  
 
In this case, we start getting to the deeper benefit when we realize that this 
app helps them avoid any mishap like that. They never forget an activity, a 
snack duty day, or a pick up or drop off.  They can be the perfect parent they 
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strive to be! And here’s where we get to the true deep benefit: They never 
disappoint themselves and they never disappoint their child. Can you see 
how that would better emotionally resonate with your target audience than 
just easily and conveniently keeping schedules straight? They’re doing that 
but they’re also ensuring that they’re never disappointing themselves or their 
child. And that’s a big one for parents. 
 
Here’s a little bit more about deep benefits. They’re exceedingly useful to 
help you understand what will reach your target audience on an emotional 
level. It takes your insight into their lives to a deeper level and also takes 
their own recognition and understanding of the benefit to a deeper level. So, 
the deep benefit allows them to connect better with the benefit of your 
product, it makes it easier for them to imagine using your product on a daily 
basis, and it helps them see how your product will really make a difference 
in their lives. This also, of course, makes the product more compelling.  
 
Deep benefits aren’t always appropriate to use; there may be times when 
getting to the emotional heart of a matter just isn’t right for the ad or the 
placement or the medium, but it’s insight that can help to craft the most 
effective message possible. Even if you don’t use them in your copy, it’s 
really important to understand what the deep benefits could be. 
 
Here are your next steps. Start noticing good and bad benefits copy. There 
are a lot of both and you’ll see them in a lot of places, from newspaper ads 
to emails’ subject lines. Start asking yourself when you read a line of copy, 
“What’s in it for me? What’s the benefit supposed to be here?” Then, move 
on to Next Steps and the CTA in video 2! 
 
 
 
 


