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Marketing: Features, Advantages and Benefits 
 

Consumers like to buy benefits. Rarely is anyone ever enticed to purchase a product or 

service by a feature. Yet, if you look around at a lot of advertising you see, most focus on 

features. 

 

Benefits are emotional. Features are logical. Motivation to act is built on emotion. So, 

marketing and selling benefits can really help sell your product, service or offer. 

 

Many web pages are about the technical expertise of the designer, not about getting the 

visitor to do something. It looks good, clever, smart or pretty. However they don’t invite 

interaction, participation, activity or action by the viewer or visitor. 

 

The Yellow Pages advertisements in particular are an example of this. Many people are so 

proud of their products and their efforts they spell these out at the expense of what the 

purchaser really wants. That is the benefits of using the service of the provider. 

 

The way to determine the difference between a feature and a benefit is that you can’t say, 

“So what!” after a sentence expressing a benefit. 

 

Consumers buy the emotional benefits a product provides rather than just buying the 

product. Your potential customers need to know what’s in it for them if they buy your product 

or use your service. Your ‘offer’ must be ‘benefit driven’ for the customer to want to take 

advantage of it. 

 
If a consumer is happy with a product or service, it takes an extremely compelling reason for 

them to change suppliers. 

 

It is very unusual for people to change on the basis of price alone. Therefore, for you to gain 

market share from your competitors you must give potential customers a great reason to 

switch. The message must also be communicated in the most cost effective manner. That is 

best expressed through the provision of a benefit when the person buys. 

 

The verbal and visual assault of advertising is gigantic. We each see or hear up to 1800 ads 

a day and 24 hours later probably recall two or three. 

 

To be successful you must do better. Identifying the emotional benefit of your product or 

service to the consumer is critical. Logic opens the mind. Emotion opens the check book. 

 

Advertisements need a great deal of “Youising and Yourising”. This is a direct method of 

getting the potential client to think possessively about the product service or concept you are 

marketing. The words “you” and “your” give potential purchasers a feeling of ownership and 

possessiveness. 
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Sprinkle the copy of your letters, advertisements and questionnaires frequently with the 

words You and Your. This will give implied ownership to your communications. Watch your 

response rates increase when you apply this strategy. 

 

Features, advantages and benefits (FAB) 
 

A FAB statement reads and sounds like this: 

 

“The Widget Company lawn mower has tungsten steel toughened blades and a wider 

cutting arc than most mowers. This means that you will pay at least 20% per annum 

less on blades and use much less time cutting the lawn than you are currently thus 

saving you at least $250.00 per annum in blade replacement and extra time saved.” 

 

During the prospecting and selling process it is very important to support every feature with 

its relevant advantages and benefits to the prospect/client. 

 

What is a Feature? 

Features are the definable characteristics of a product or service e.g. Colour, smell, shape, 

weight, heights, fees, delivery time and market position. 

 

Example: “The Widget Company lawn mower has tungsten steel toughened blades 

and a wider cutting arc than most mowers.” 

 

What is the Advantage? 

Expressed advantages are the supporting statements that answer the question ”So What” of 

the Feature. The Feature is usually expressed after the Feature statement using the words 

“which means” or “which are”, or “which supports”, or “this means.” 

 

Example: “This means that you will pay at least 20% per annum less on blades and 

use much less time cutting the lawn than you are currently.” 

 

What is the Benefit? 

How will the prospect/client benefit from the use of the product or service? Benefits are 

expressions and examples of both tangible and intangible ite3ms such as saving money, 

saving time, delivering trust and reliability, appealing to the self-esteem and ego. 

 

Example: “thus saving you at least $250.00 per annum in blade replacement and extra 

time saved.” 

 

Confirming the Need and Relevancy? (Trial Close) 

Positive confirmation of the relevancy of the Features, Advantages and Benefits to match the 

prospect/client needs allows you to move to the next stage of the selling process.  

 

Confirming allows the prospect/client to participate in the selling process by responding 

positively and agreeing, or asking questions that may allow you to uncover hidden objections 

and misunderstandings. 
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Obtaining agreement on the way through the selling process makes closing the sale both 

expected and comfortable. It is as simple as signing the application or authority to proceed. 

 

Example: “Would you not agree that this is a good way of achieving your objective of 

saving money and having more time to pursue the things you want to?” 

 

Example of a complete Feature, Advantage, Benefit and Confirmation Statement. 

 

“The Widget Company lawn mower has tungsten steel toughened blades and a wider 

cutting arc than most mowers. This means that you will pay at least 20% per annum 

less on blades and use much less time cutting the lawn than you are currently thus 

saving you at least $250.00 per annum in blade replacement plus extra time saved.” 

 

Presenting Your Benefits 

 

Prospects/clients buy benefits not features. When presenting features and advantages, they 

must always be followed by a relevant benefit to the prospect/client. 

 

To understand this better, prospects/clients buy products and services that have a suite of 

features and advantages that deliver one, or a combination of, the following benefits. 

 

Security  I trust this to work for me. 

 

Performance It delivers what I need when I need it. 

   I feel it is worth the money I paid 

 

Availability  I can access it and get it whenever I need it. 

   I have access to a limited or exclusive service 

 

Comfort  I like what it is doing for me. 

I feel that I have made the right decision. 

   I like what I see. 

 

Ego   I see my wealth being protected. 

I know how much I am worth. 

This feels good. 

See, aren’t I clever 

People look up to me 

 

To confirm that the benefits are relevant and understood, observe the body language of the 

prospect/client. Watch their eyes, hands and facial expressions for change. Are they 

agreeing with your benefits by nodding their head slightly or smiling?  

 

Alternatively, they may not be doing anything, raising their eyebrows, moving their body 

away from the table? If so, these are signals that may indicate a hidden objection or 

misunderstanding. Recognition of these signals provides you with the opportunity to probe 
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with more open and confirming questions. Responses to these questions will draw out the 

objection or misunderstanding. 

 

This article is reprinted with permission from Jim Prigg CEO and founder of 

Knowledgemaster International Pty Ltd. Knowledgemaster International is an online 

resources company that delivers practical communications, interaction, sales and soft 

skills tips, tactics, techniques. Learn more about winning business programs by calling 

Jim Prigg at 03 5232 1500 mobile 0408 520 453 
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