
 
 

Featuring Your Benefit  
The Equation to Building Value 

 
“Great company care breeds familiarity.” 

 
 

SEEING A DIFFERENCE 
I was in the store picking up some glasses for my wife and struck up a conversation with 
the sales associate.  He talked about his struggle to compete with every other lens and 
glasses store in town. He said, “Everybody sells glasses.” 
 
Then I asked what makes his store and brand stand out.  His answer was what you would 
expect from any employee of any retail store.  He said, “We sell great lenses and frames 
for men, women and children. We feature top of the line brands and stand behind them. 
We have the greatest team of employees around.” 
 
“Really?” I asked. “Are you the only store that sells great lenses and top of the line brands? 
Do you only hire the top ten percent of interviewers in hiring? Chances are the answer is 
no.”  He agreed with me.  
 
“So, what makes us different?” he asked. I suggested that he talk with his most frequent 
customers to find out what they like best about his store. I like the store because they are 
located all over the country and I can walk in any store and get my frames adjusted. But 
the real reason I like this franchise is that I am always treated like a valued customer in 
every locality I have ever been in to shop or for service. 
 

The only difference between stores is the way they treat their customers. 
 
John Maxwell quoted this Nordstrom’s Department Stores slogan in a conference years 
ago.  
 
What makes people buy Starbucks when they could get less expensive coffee somewhere 
else? Why (particularly in Florida) do people like to shop in Publix supermarkets? What 



has kept Best Buy, PetSmart, Lowe’s, and your local independent grocery store in 
business? It’s the way they treat their customers. 
 
 There is an equation to delivering great value to customers.  
 

Features + Benefits = Value (Profits) 
 
Learn this equation and your sales and service will outpace everyone else. 
 
 
Features: What you like about what you think people buy from you. 
Let’s use the educational product, “widgets” as a sample product in this discussion. 
Features are what you, the seller think the widget is worth. It is made of high quality steel, 
plastic, silicon or whatever material you value in the industry.  
 
Your widget has won awards from JD Power and your industry. In a recent survey that you 
show to everyone, your widget was selected as the top widget by a specific group of 
evaluators or customers. You carry a notebook to show the awards and reviews you have 
received online. 
 
Your company gives out awards and you have won the top ones.  You are a million-
dollar sales person, Diamond Club Sales Associate, certified and accredited by the 
Association of Widget Companies of America and Canada.  
 
Your attitude is that customers are “lucky” to be talking with you. 
 
However, most customers don’t buy the widget because they are discretionary. They are 
unaware of the ordeal of making the widget and how yours is better. Educating them won’t 
do any good. If they aren’t convinced by now, arguing your point isn’t going to win them 
over. 
 
Most customers really don’t know or care who JD Power is or why their award means you 
should pay for their survey or product. They don’t want to see your impressive notebook. 
It means more to you than it does to them. 
 
Also, almost every car dealer and realtor has won some award for sales, so the Diamond 
Million Dollar Club just makes you think they are more devious than others.  
 
I fly Delta Airlines frequently for business.  They brag on their safety videos about how 
large their airline is.  The video features their 80,000 employees who work for the 
corporation.  The say, “SAFETY is the Number One Priority on Delta Airlines…” and 
remind you again about their 80,000 employees.  But with that many people, wouldn’t 
you think one making a mistake could ruin your flight, your day or your life? 
 
Features aren’t why people buy from you.  More features won’t attract more customers. 
 



Benefits: What people really want from someone like you. 
People buy the benefits of your product or service. They want to know what it will do for 
them. They care about what’s in it for THEM; not you.  They are discerning about the 
quality on their standards. 
 
The price often influences shoppers and customers for service, but it is guaranteed that if 
you give great beneficial quality service, you can put the less expensive products out of 
business. You can find many companies who charge more and have done better in business 
than most discount companies. 
 
For instance, Lexus, BMW, Mercedes, Marriott, Johnston and Murphy, Brighton and 
Gucci have all stayed in business while the economy was struggling during the last decade. 
They all charge more for their services and products. How else do you explain Sears and 
Kmart closing stores while high end stores are doing better? Price alone isn’t always your 
best value. 
 
Remember Delta’s flight safety video?  Southwest Airlines has shown a profit every quarter 
for over ten years. They lead in customer service. Did you know they aren’t always the 
cheapest air carrier versus Delta? Most of the time, Delta beats them on price. But while 
flying Southwest several times in the past year, I noticed that their flight safety talk brags 
about their customers. In fact, it begins, “At Southwest, YOU are Number One with us… 
and your safety is important to us.” 
 
Put your customers first, shower them with benefits and treat them with value and they will 
line up to do business with you.  Consider Chick-fil-a (who has become one of the largest 
fast food chains in the country) but is not in all 50 states and is closed one day a week. 
Their customers will tell you that the service is just as good as the chicken.  
 
People want to know what benefits them in your company. You can charge more for a 
service or product and customers who see the benefits will pay it and buy from you more 
often. 
 
Value: Where what you sell or do, meets their need... and more! 
The place that your features (best product, best ingredients, best team of associates) 
meets the benefits of your customers (convenience, practicality, usefulness, pride, 
loyalty) is your value.  Value is perceived by customers who buy from you often.  
 
Value is what makes people pay more for a competing item, because there is something 
extra in the deal for them. That is what keeps expensive, luxury brands in business. It is 
also what runs discounters out of business who rely strictly on their prices. 
 
Even though Delta brags about their employees and size, I do business more with them 
because of the perks I get for using them more often. They have numerous flights at times 
that are convenient for me.  I like being upgraded and being able to take my family on 
certain business trips with the points I get from using them frequently. They are also a 
known entity… familiarity.   



 
The more familiar you are, the more value people will see.  Great company care breeds 
familiarity.  
 
People will not only buy more from you but will come back for service because of the 
quality of the product or service you provide.  The way they feel in working with your 
staff and associates makes you different from others who may have more money or 
employees.  
 
I have spoken for a group in South Dakota over five times in the past ten years. South 
Dakota isn’t a populous state, but this group has one of the largest attended annual 
meetings in the industry. The program is always well organized, and they are of the 
highest quality. A similar group in New York (a very populous state) doesn’t draw as 
well because the program is put together with only features in mind. 
 
Next time you are pitching sales or serving customers, ask them what benefit they receive 
from you and why they like doing business with you. Your top customers will tell you in 
no uncertain terms what they like…  
 

Features + Benefits = Value (Profits) 
 
Knowing what benefits people like best is your value… and your brand! 
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