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“ It’s been said that a picture is worth a thousand words. In the hands of the right designer, a word is worth a thousand pictures.”


—TONY DI SPIGNA, 
Typographer and Distinguished Professor







FOREWORD BY DR. MARJORIE KALTER


In Creative Strategy and the Business of Design, Douglas Davis provides “creatives”—designers, art directors, copywriters, and content providers—with a framework for their concepts to succeed. This higher level of success entails understanding and achieving the business objectives of the design project. As he writes in the Introduction, “Let’s start with what we weren’t taught.” With this book, designers have a guide that fills in gaps for skills that aren’t the subject matter of design school or the focus of internships, freelance work, or company training programs. That’s because these skills haven’t been considered essential or even appropriate for a creative role.


Awards for advertising effectiveness used to be rare; daily, weekly, and monthly measurement of a campaign’s achievement of its goals used to be the purview of direct marketers. But that was the past. The proliferation of data has made it a possibility as well as a responsibility for every professional in the field of marketing communications to understand how business goals are set and how they are measured. With the growth of digital marketing, social media, and the technology for data collection, management, and analysis, data can and should be part of the brief for every campaign. Chief Marketing Officers, brand managers, product managers, and entrepreneurs have dashboards on their laptops and tablets to track quantitative campaign response and qualitative trend data. Market research to elicit survey data can be conducted online. Consumer and even business-to-business response through social media is immediate—sometimes it’s so rapid and dramatic that new or incremental design work is needed 
right away.


It is no longer sufficient for a campaign to be a big idea that generates awareness. To be successful, it has to be on strategy, trend positively with its target audience, and meet the projected metrics. When the design-school approach isn’t matched by keen attention to the business goals, the campaign is at risk. The business may also be at risk.


One of my keenest memories of this is an agency presentation to AT&T. The clients were looking forward to seeing concepts to launch a loyalty program, and the agency was well prepared to show the first round of communications, which would use postal mail to reach the target audience. In the preceding days, account management, strategy, and production had met with creative to review and narrow down the concepts. The group selected three for presentation at the meeting. All three were on strategy for the brand and the campaign, had powerful graphics and messaging, and fulfilled all elements of the creative brief, including cost for production. What could go wrong? In the client conference room, the atmosphere was good. As the senior executive and account director leading the meeting, I was pleased. There was every reason to believe that we would get approval to proceed. At that point, the creative director suddenly stood up and announced that it was too soon to make a decision. He had a surprise, something more he wanted to show. (Whatever your professional stage, I’m sure you will agree that when your team is presenting, there should not be anything presented that is a surprise to anyone on your team.) So when the creative director went on to assert “You’re going to love this new concept. I love it,” I saw the meeting, the launch, and the business sliding away, as though the conference table had been tipped at a sharp angle. The surprise concept was a tiny envelope—a very tiny envelope. The designer hoped the diminutive size would “break the clutter” and get noticed in the mailbox.


“It’s a joke, right?” asked one of the clients tactfully. Her colleagues were more pointed, expressing alarm that the agency would present a concept requiring special, costly print production and not meeting postal specifications for mailing. The meeting ended quickly. There were no further surprises: they did not approve any of the concepts that day. We kept the business, but not the creative director. In an experience like this meeting, one might want to defend the concept and argue for a way to overcome cost, production, or delivery barriers for a breakthrough design. The point of a book like this is that if a concept merits innovation, disruption, or change, you can and should be prepared to lead the discussion about why and how it would be feasible. The creative director was not prepared to do that. He hadn’t considered any of those issues; his recommendation was based on subjectivity: “I love it.” Subjectivity is not a compelling rationale for a business decision.


As Douglas Davis shows, the designer needs to understand more than design, to know all she or he can about the brand or organization, the target audience, the marketing strategy and goals, and the business itself. With his perspective as designer and teacher, he is able to bridge these elements. In my own dual-career path, as a professor who became a marketer and then became a professor (again), I saw the value that my experience as an advertising executive brought to the classroom, and I saw that what is—unfortunately and inappropriately—termed “real-world experience” has even more value as social media continues to transform marketing. In the immediacy and transparency of virtual conversations and image-driven content, the marketer who has both theory and practical knowledge is prepared to evaluate the relative qualitative and quantitative cost and gain of a campaign or an Instagram posting.


Those in creative roles, especially, need to be prepared for the current and future marketplace. We don’t know what the next wave of technology will bring to this field, but we do know there will be successive such waves, and they will demand more than big ideas and powerful design. In your work, you seek a competitive edge. A guidebook can be that edge, introducing you to methodology, terminology, and skills that can help you to achieve professional goals. The key to a good guidebook is the author’s firsthand knowledge of the terrain. When Douglas was a student in my marketing-strategy classes, his ability to share his extensive design experience made him very popular with classmates, especially in courses where students developed sample campaigns. That ability also demonstrated that he would be a great teacher, as he proved to be when he joined the faculty after completing his graduate degree in marketing. It isn’t possible for every designer to be a student in his classes. But this book is a highly readable and informative way to learn from him.


Marjorie Kalter, PhD
Former Director and Clinical Professor Graduate Program in Integrated Marketing, New York University




INTRODUCTION


My grandfather had a standing lunch date with a well-known conservative talk radio host. And that is how the host and I met, during lunchtime, standing in my grandparents’ kitchen in South Carolina. I couldn’t have been more than eight and by this time, I had heard my grandfather chuckle when referring to the things that ol’ host would say for years. One day the host was ranting in a particularly offensive manner that registered as such in my still-forming second-grade brain. In my shock, I couldn’t help but ask my grandfather, “Granddaddy, do you hear what he’s saying, how can you listen to this!?” And without needing a moment to collect his thoughts, our family’s wise gray-haired patriarch said with a smile, “I want to know what they think.” Those seven words introduced my eight-year-old mind to the simple concept of seeking to understand the point of view opposite my own, and that’s what this book is about.


At some point during my career, I realized that I lost creative battles because I was ignorant of the larger business or marketing considerations that informed aesthetics. I could write the design proposal, build the team, design or direct the executions, and pitch the ideas—yet I can remember times when none of this served me. Why? I didn’t have the whole picture.


Then one day I stumbled into a strategy session. It was a completely new experience. The format was like brainstorming, but for a chess match. The discussion centered on trying to understand who the consumers were for this national sandwich shop we were pitching. What motivated them and why? How would our product fit within their lifestyle choices? Could we credibly position our product as a viable choice for them?


In that one meeting, where I had no formal strategy training to rely on, no concept of business, and no polished marketing vocabulary to add to the discussion, it all began to make sense. This was that thing that beat me. I recognized it, though I didn’t understand it, and yet I did have a whole career of carrying out the result of meetings like this. I decided to become what I refer to as “a creative who understands business.” So I applied to the Master’s in Integrated Marketing program at New York University. The program was laser-focused on brand strategy, digital marketing, analytics, operations, and competitive strategy. The result of adding left-brained strategic thinking to a right-brained creative problem solver equals clarity on the relationship between business objectives, marketing strategy, and the creative product.


Creative Strategy and the Business of Design came about as the result of my need to explore the words behind the pictures, understand the strategy behind the execution, and know the business objectives involved in the design process. You’ve also probably been impacted by this shift toward strategy in several ways, including a change in what your headhunters call you for, a broadening of the expectations the client has coming into a job, or the types of skills you’ve had to gain as a professional to remain relevant. A designer, copywriter, or freelance art director’s success is now measured in metrics that include sales, downloads, page views, click-throughs, time on site, shares, likes, retweets, and ROI (return on investment). The results determine whether the effort was successful, creative, or worth trying again.


My goal in this book is to expose you to the peripheral marketing and business considerations that affect your job. And I hope that the book gives useful guidelines on how to think versus what to think. Learning the language of business helped me win more business and get more design work, and I’d like to share what I’ve learned to help you do the same.


Whether you are a creative focused on how beautiful the work can be, an account manager focused on pleasing the client, a new-business hunter focused on winning new accounts, or a marketer moving the needle on the metrics, creative problem-solving is a team sport with the same goal. So the question is: how do we begin with completely different points of view and responsibilities but end with a cohesive creative business solution? That’s what this book will tackle. I’ll present a translation from marketing-speak or business jargon into strategic tools that will help you or your team develop more relevant creative work. But that’s just one side. I also invited some friends from the business side of the brain—marketers; brand, media, and communications strategists; writers; business people; planners; etc.—to detail their approach. Through them, you’ll encounter the other people that we must work with to make it happen.


Let’s start with what we weren’t taught. As creative people, designers, art directors, writers, and those studying to become creative professionals, we were taught how to solve the creative portion of the client’s problem. And we are good at it. So good, in fact, that clients can’t help reason that since you’ve come through for them so many times with the execution—you must know strategy! The problem with this expectation is that it zeroes in on the very area that is outside the scope of what most of us were taught in design school: strategy. In D-school, we were taught to focus on the tactical parts of strategic decisions without even knowing what these strategic decisions entail. So when faced with a client’s “tell me what to do, this or that” question, we may feel pressure to give a tactical this or that answer. Without any understanding of the marketing or business considerations that should shape this answer, any answer is at best incomplete. On the other side of the brain are the suits. As components of business, marketing, brand, or account management, many B-school programs are adept at imparting analytical thinking, competitive strategy, and marketing tactics. And they’re good at it. Yet none of this teaches the skill of how to communicate in a way that gets the most out of the creative team. Stellar communication ability should be the common denominator among the creative and business players in the project, but this is where what we weren’t taught makes the process harder. So here’s what I’m proposing we do about it.


In Part I, A Designer Caught in the Headlights, I’ll discuss the evolving role of a creative in a business and marketing context. You can think of this as the crash course in business and marketing for creatives.


In Part II, we will move into how to gather and organize all the relevant information you’ll need to build creative solutions that are based on sound strategy, solve business objectives and lead the client.


In Part III, I’ll give you what you need to develop and present your work. You’ll find tips on collecting feedback and leading discussions in a constructive and meaningful way—away from the typical subjective comments such as “I don’t like it.”


We finish in Part IV, with the information you’ll need to increase the value of your contribution to your clients and your career.


You’ll also find a compilation of fourteen creative assignments from creative professionals that mirror recent requests their clients have asked them to solve. You can use these assignments to flex your new, strategy-based creative solutions to refresh your portfolio.


Over the course of my career, I’ve become increasingly focused on the thinking behind how things look. The inspiration behind the image. The words behind the pictures. I believe that if we can improve the communication within the creative process, we can improve the creative product. There is a big opportunity at the intersection of business strategy and creative execution, but leveraging it requires understanding what they think.


Thanks, Granddaddy.




PART I


A Designer Caught in the Headlights: Creative Business Solutions





1 Welcome to the Other Side of the Brain


Business Concepts Creatives Should Understand


It was only sixty minutes into my first statistics class—in the first week of my first semester at New York University—but I was already exceeding my median threshold for pain. Why was this a good idea again? I already had a Master’s degree from Pratt Institute and a thriving career as a freelance art director who even taught an undergraduate class or two on the side. Nothing from the last hour was in any way familiar. What the hell did I just do? Each class I would fall further and further behind on the calculating and formulas and steps. Everything in me screamed This is the wrong side of the brain! I felt like Charlie Brown—everything I heard sounded like “wah-wah, wah-wah-wah-wah.” I asked the professor for help. I asked my classmates for help. I failed the midterm. I paid a tutor for lessons twice a week and I wanted to quit before it all had really even begun. Though everyone else was competing for the highest score, I was only determined to make sure this class didn’t defeat the whole purpose. On the final day, I slowly flipped my exam over and opened my eyes to see what I scored, and lo and behold, I was overjoyed to see that after my absolute best effort, I passed with a C. Academic probation never felt so good.


In a nutshell, I can say to you: the material in this book will sometimes make you feel like a creative person in a math class—it’ll take some time and effort to grasp. Then, even after you want to grasp it, it takes some more time until it becomes second nature, so be patient with yourself. Trust me—it’s worth it. Submerging myself into the world of “how they think” (a.k.a. the business world) slowly taught me why I lost the battles I did. The more integrated marketing classes I digested, the more I understood that an argument based on pure aesthetics was doomed unless it could be tied to accomplishing a business objective. This expedition to the other side of the brain helped me understand in detail what the difference is between art—a personal expression—and design/advertising—art with a commercial purpose.




STRATEGY VERSUS EXECUTION


Confused about what’s strategy and what’s execution? Think of it this way: When sitting down to play chess, your goal is to win by capturing the king. Thinking through the plan that details the pieces and process you’ll use to do it is creating your strategy. The way you carry out that strategy, the actual moves themselves, or the tactics, are the execution. You’ll hear people on the business or marketing side of things critique our ideas as “tactical” or “strategic” based on what’s needed.





D-School Crashes B-School


After a year of kicking and screaming, I started to see the benefit of the way they think. Surprisingly, it increased the relevance/effectiveness of my creative work. In the Fred Nickols paper “Strategy IS Execution: What You Do Is What You Get,” he states that “strategy as contemplated and strategy as realized are often two very different matters. Strategy as realized is the outcome of efforts to execute strategy as contemplated.” It makes sense that if creative people are included at the table contemplating strategy from the outset, the more likely that strategy is to be realized when they execute. When I apply this thinking to our creative profession, it underscores my belief that injecting creativity into the beginning of a business discussion is the way to boost the success of the outcome. More importantly for the long term, it is the way to make the value of your relationship with the client invaluable. Relegating creativity to the execution or the end of solving a problem is an unfortunate misstep in a world of increased emphasis on aesthetics and design process. Our creative jobs are even more essential to business than in the past because of the way business is annexing design, as it previously integrated marketing. This concept isn’t new: Thomas Watson Jr.’s comment in 1973 states that “good design is good business.” However, the power and impact that design has had on business (as evidenced by visionaries like Steve Jobs) is reflected in the top business consulting firms like McKinsey&Compamy, advising in their article “Building a design-driven culture,” that “[i]t’s not enough to just sell a product or service—companies must truly engage with their customers.” To bottom-line it, right-brained creativity is the spoonful of sugar that makes the business or marketing objectives (the left-brained component) palatable to the public.


I’ve watched clients’ expectations evolve to the point that they now expect each person involved with their brand to be strategic. This includes the people tasked with building the customer-facing aspects of their communications—i.e., creative people, us. It doesn’t matter that D-school doesn’t focus heavily (if at all) on strategy or that B-school doesn’t teach how to inspire creative people. Creative business solutions that have both rational and creative parts at their core are essential to differentiating you and your work from the pack.


Nickols’ Strategy-Execution Matrix underscores the necessity of both parts of the brain working in harmony to even have a chance at creating something great. As our world becomes increasingly integrated, I’d argue that any approach that doesn’t have equal parts right-brained creative problem-solving and left-brained strategic thinking will have a struggle making it through the internal process, much less making it to market.
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Chart courtesy of Fred Nickols.





Sound Execution + Flawed Strategy = Shooting Yourself in the Foot.


Sound Execution + Sound Strategy = A Fighting Chance.


Flawed Execution + Flawed Strategy = Doomed from the Beginning.


Flawed Execution + Sound Strategy = A Botched Job.




YOU DON’T HAVE TO MEMORIZE THESE


Feel free to refer back to this section whenever necessary. It’s not written in disappearing ink. Some of these terms are difficult to digest, so don’t feel like you need to master them all in one try.





The Language of Business


If you’ve ever been in a meeting and everything that the client, account manager, or strategic planner said sounded like a foreign language, I understand. Business is spoken with the other side of the brain. Think of it as something like learning to draw with your nondominant hand—it will take a bit of getting used to.


Learning to speak the language is just the first part. In order to do what we’re here to do, we’ve got to speak and understand the words being spoken around us. But, as you know, things get lost in translation. In this chapter, we’ll start with the exposure to and translation of several key concepts. I’d like to help you connect with your clients and add value to your relationships by explaining how you can interpret the rational language of business while translating it into the emotional language of design.


If I had to cherry-pick the concepts most relevant to designers, writers, and art directors, it would be these. I’ll give the gist of the concept first and then give scenarios that could help you incorporate these concepts into your approach to problem-solving.


Key Terms You Need to Know


The terms in this next section are not exhaustive, but are some of the usual suspects. If you want to impress a dinner date, this is what you’ve been doing at work all these years. I’ve organized this section in order from what you may encounter the most in your everyday job to the higher-level concepts you may face as you become more seasoned. The list ends with a framework to organize all this in a way that will help you create from it.


A key point: these terms are always relative. Meaning, the term used might vary from company to company or situation to situation—it depends on the person using it, the culture of the agency, and so on. Use the context you see the term in to help guide you toward what’s being referenced. If necessary, ask for clarification!


Understanding these key business concepts will allow you to:




	Build your creative concepts on a solid strategic understanding.


	Ask relevant questions that help fill in the blanks when information is vague or incomplete.


	Win new and grow existing business relationships.





When you’re really able to use these terms correctly, eyebrows will raise.


[ INSIGHT ]


WHAT IS IT?


In this context, an insight is the gold that we mine from company data, target-market research, or brand history to inspire our creative concepts. Insights are a set of conclusions rooted in truth that you can think of as distilled inspiration. When looking at data on sales or behaviors, questions like these can lead to insights:




	What is it telling us about the people we are observing and the decisions they make?


	Does the data point to an underlying truth about the values of the people we are observing?


	Does the data contradict what we assume to be true or confirm something we didn’t even know was there? If so, how could we quantify and articulate that information on a broader scale?





An insight will help present something widely known from a new angle or help frame new information in an interesting way. When pitching a new idea, often an insight will accompany an observation and together gives us the ability to state the implications from the information collected.


Here’s an example of an observation and insight that could be inspired from research. Let’s say you’re working with the Gotham Writers Workshop.


Observation: In Malcolm Gladwell’s book Outliers, he asserts that it takes at least 10,000 hours practice to master something.


Insight: If you look at that from the beginning writer’s perspective, someone just starting out will need to overcome a great deal of insecurity, a mountain of rewrites, and the overall temptation to quit.


The process of developing an insight is a difficult two-part procedure that requires first the observation of an existing truth and then the crafting of the conclusion or conclusions that follow. From there, the observation and resulting insight can inspire multiple concepts and even more executions. Information collected + data interpreted = insights that inspire concepts that inspire executions.


WHY IS IT IMPORTANT?


Strong insights inspired by data or research inspire strong concepts. Strong concepts inspire relevant and compelling creative work. Relevant and compelling creative work wins clients and new business. Therefore here’s a concept and resulting execution that could be inspired by the insight about Gladwell’s observation:


Concept: Behind every great speech, book, or script are a ton of revisions, and though people are familiar with the finished versions of the I have a dream speech, the novel To Kill a Mockingbird, or the screenplay for The Dark Knight, new writers (our target) are less familiar with the process it takes to get to great.


Execution: Introduce new writers to the development process by showing the potential phases well-known lines went through to get to what we all know and recognize. Calls to action (CTAs) will correspond with the type of work being edited and the relevant Gotham class.


WHAT JOB TITLE/ROLE IS CONCERNED WITH THIS?


Creative strategists, writers, creative directors, art directors, and designers: whoever is tasked with briefing the creative team or inspiring them through writing the creative brief should be versed in extracting informed insights. If you are developing ideas of any kind, it’s your job to look for insights that inspire the work. Depending on the culture of your organization, the person determining insights could be a more senior person or a strategist, but it’s good for everyone to understand how to work from them.


FOR MORE ON THE SUBJECT


Read Hey, Whipple, Squeeze This: The Classic Guide to Creating Great Ads by Luke Sullivan with Sam Bennett.


[ MASLOW’S HIERARCHY OF NEEDS ]
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WHAT IS IT?


Maslow’s hierarchy of needs is a theory that attempts to explain the psychology of curiosity and human development. It was proposed by Abraham Maslow in his paper “A Theory of Human Motivation,” which was published in 1943 in Psychological Review. You may be thinking, “Why are we talking about this”—hold your horses. Marketing and business programs mention Maslow’s hierarchy of needs when delving into consumer behavior. Abraham Maslow identified what he saw as five stages of human needs. As you can see in the figure, at the most basic level, or the bottom, are the needs that sustain life itself. These items include breathing, food, and water and are labeled physiological needs. Once those needs are taken care of, someone typically would be free to seek safety. After that comes the relational needs of belonging and love. Status or esteem needs follow, and last, at the top, is the abstract need for self-actualization.


How do these needs translate into consumer behavior? Have you ever considered that the person buying the whitening toothpaste may really be out to brush away self-consciousness? Or that the guy purchasing the hair regrowth product may really want to regrow his confidence? A whiter smile or a fuller head of hair is what a product may promise on the surface, but the deeper, underlying meaning that these things represent in the mind of the consumer is what successful creative messaging should speak to.


WHY IS THIS IMPORTANT?


Understanding the underlying need behind a purchase would help us determine how to incorporate it into the creative approach. Anyone using the hierarchy could incorporate any underlying insights into a creative brief, creative concept, or pitch setup. This makes for a much more compelling brief, concept, or story. For example, if you’re designing a campaign for a tooth whitener, you could use Maslow’s hierarchy to help you draw conclusions from the research on a target’s reason behind wanting whiter teeth. Look at the functional aspects of the product as a means to an end that is below the surface (Love/belonging or Esteem). From there, your concept could utilize words and pictures that either illustrate the confidence you’ll get as a result of using the toothpaste or show life without it.


WHAT JOB TITLE/ROLE IS CONCERNED WITH THIS?


Writers, creative directors, art directors, and designers can use this hierarchy as a way to uncover what the product could really mean to the purchaser. Adding needs to a creative brief will inspire designers on a conceptual level.


FOR MORE ON THE SUBJECT


Read: Relevance: The Power to Change Minds and Behavior and Stay Ahead of the Competition by Andrea Coville.


[ SEGMENTATION ]


WHAT IS IT?


“Segmenting” refers to dividing your target into groups based on such characteristics as:




	Demographics


	The target’s life stage


	Psychographics (the study of a target’s interests, attitudes, and opinions)


	The behaviors and actions a target takes





Looking at these categories will enable you to speak specifically to the individuals via concepts, media, copy, and design of the marketing message. For example, you wouldn’t talk with a seven-year-old girl who only spoke French, a thirty-eight-year-old businessman, and a seventy-two-year-old grandfather in the same way. Therefore, you shouldn’t “speak” to them the same way in your advertising, design, or copy either. What they have in common is that they all like Coke Classic—however, because of their various life stages, media consumption, and language needs, you would need to develop messaging tailored to them in order to reach them.


WHY IS THIS IMPORTANT?


Segmentation is important because it allows you to drill down to what is relevant to the individuals—making your message suit each target, instead of speaking the same way to, say, men and women between the ages of 7 and 72.


WHAT JOB TITLE/ROLE IS CONCERNED WITH THIS?


Creative directors, senior designers, and writers will be concerned with segmentation. Anyone on a pitch team or looking for new business will need to understand segmentation and its strategic relevance to creative execution.


FOR MORE ON THE SUBJECT


Read Aaker on Branding: 20 Principles That Drive Success by David A. Aaker.


[ DIFFERENTIATION ]


WHAT IS IT?


Differentiation is simply what makes something different from something else in the same category. Say you’re walking down the sugar aisle in the grocery store and you need a five-pound bag. There are several well-known national brands you could choose, as well as the store brand. If you believe that all sugar is created equal, then there is no differentiation in the mind of the consumer, only a commodity. When this is the case, the consumer will choose on the basis of the lowest price.


WHY IS IT IMPORTANT?


Differentiation is important because it sets one product (or designer, for that matter) apart from another. This differentiation can be achieved with a unique package design or strong visual brand that calls attention to one product versus another. It could be achieved through, for example, a strong brand heritage or story that is leveraged and reminds the consumer of his or her mother’s choice of sugar. Or it could be achieved on the basis of how the sugar is produced or grown that makes it eco-friendly or healthier. When consumers see the product as much more than “ordinary” sugar, they in theory are willing to pay more and remain loyal to the brand.


WHAT JOB TITLE/ROLE IS CONCERNED WITH THIS?


Designers, art directors, copywriters, and creative directors are all a part of activating or bringing to life the story of how this product is different than that product. It is our job to tell the story of that differentiating feature so that customers not only know the difference, but are willing to pay more for it (because, say, they prefer and choose organic brown sugar).


FOR MORE ON THE SUBJECT


Read Blue Ocean Strategy, Expanded Edition: How to Create Uncontested Market Space and Make the Competition Irrelevant by W. Chan Kim and Renée Mauborgne.


[ FEATURES AND BENEFITS ]


WHAT ARE THEY?


In the simplest terms, features of a brand, product, or service are tangible, like the physical features of a person. Some examples include:




	How fast the processor is on a Google Chromebook with an Intel processor


	The unique ball on a high-end Dyson vacuum cleaner


	The white-glove furniture delivery service from Restoration Hardware





These are the tangible things that make up what a product is and will be shown or listed in some way on the creative execution or in the copy.


The benefits of these individual features are intangible benefits to the consumer:




	The benefit to the consumer with the Chromebook is the ability to be more productive because of multitasking (processing speed enables productivity)


	Depending on your perspective, the benefit to the consumer with the Dyson could be no more excuses for avoiding large family gatherings because of the ease of cleanup due to the increased maneuverability (the ball enables easy cleanup)


	The benefit to the consumer using the white glove service of Restoration Hardware is knowing how easy it is to return or replace at no additional cost if you don’t like the furniture when you get it home (white-glove furniture delivery)





WHY IS THIS IMPORTANT?


These features and benefits allow us to write headlines, write copy, and design campaigns compelling to the target by ensuring that we are defining the utility of the product in terms that demonstrate what’s in it for the consumer. These benefits can express themselves in the scenario being shown in the visual or written portion of the work being described in the headlines or body copy.
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