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What are the benefits of  
your mobile phone? 

Presenter
Presentation Notes
EXERCISE: What are the benefits of your mobile phone?Share with the group. Jenni record on a flipover. 



3 key areas around  
benefit communications 

STRATEGIC 
aligning with 

business goals 

MESSAGING 
creating 
meaning 

CONNECTING 
building trust 

Presenter
Presentation Notes
To make your communications work, you need to consider all three…Speak in a language your stakeholders understand.We’ll spend most of our time today working on ”Creating Meaning.”



Aligning with business goals 
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Achieve and 
Maintain Parity 

 
 
 

Purpose Alignment Model  

© Niel Nickolaisen 

Presenter
Presentation Notes
Where does your project fit in the organization?  EXAMPLES – (Apple )WHO CARES?: perform these activities as little as possible (analyzing which cleaning services to hire for Apple stores worldwide)PARTNER: activities that exploit the marketplace but are not mission critical (VGA adaptors, iPad covers, ear buds, etc.)ACHIEVE & MAINTAIN PARITY: parity with the marketplace, but are mission critical – best practices. (billing customers, inventory management, expense reimbursements, etc.)EXCEL & INNOVATE: gain market share (iPhone, iPad, MacBook Air)How does your project support the organization’s strategic goals?How does your project fit the organization overall?How do you find out what the goals are if you don’t know. Ask questions – 5 whys…Goals are usually communicated in terms of how much value is delivered/involved – that’s the benefit to the organization. (Next slide): now, what’s the value for the end-user or other stakeholders?



Creating 
Meaning 

Presenter
Presentation Notes
What’s in it for your stakeholders? (WIIFYS)Features connect with the ”head”Benefits connect with the ”heart” – and it’s the emotional connection that people remember and care most about



”People don’t  
  want to buy a   
  quarter-inch  
  drill. They want  
  a quarter-inch  
  hole.” 
 
 Theodore Levitt 



What is the purpose of this quarter-inch hole?  
 
What does the person plan to do with it?  
 
And, what’s the end-result the person wants to 
achieve with it? 

But… 



Features vs. benefits:  
what’s the difference? 

an advantage that is 
meaningful for your  
stakeholder. 
 

    a characteristic that is 
special or important. 

 
  
 

Presenter
Presentation Notes
Sell with benefits, support with featuresWe’re not as logical as we’d like to think we are. Most of our decisions are based on deep-rooted emotional motivations, which we then justify with logical processes. So, first help the right brain create desire, then satisfy the left brain with features and hard data so that the end-user really wants to use the system or process. Features have to create recognized customer value.MMF (Minimum Marketable Features) = prioritized chunks of customer value functionality



Examples 
Features Benefits 
Help available 24 hours a day,  
seven days a week 
 

I can get help when it’s convenient  
for me 
 

Keeps data secure 
 

I don’t need to worry about 
confidentiality issues 
 

Integrates data from multiple systems  
and presents information using simple- 
to-view interfaces 
 

Saves me time and hassle and frustration 
 

Report generation is fast and efficient 
 

Saves me time and money 

System is easy to learn and use 
 

Saves frustration, time and money 

Provides quick overview of all relevant 
order information 
 

Saves time and allows me to get all the 
information I need to do my job well – 
and that makes me feel happy! 



Features & Benefits BINGO! 

• Form teams of 2 and choose a BINGO card (one per team). 

• Take 5  tokens and 5 BLUE tokens. 

• Listen for the BINGO number and the statement which follows. 
Decide as a team if the statement is a feature or a benefit. 

• Place a  token on the number if the statement is a 
FEATURE. 

• Place a BLUE token on the number if the statement is a 
BENEFIT. 

• Once you fill a line in any direction on your BINGO card, shout out 
”BINGO!” 

 

 

Presenter
Presentation Notes
”Features and Benefits Bingo”OR Make a card game for the exerciseOn an A4 divide in half: features on one side, benefits on the otherWrite out one feature or benefit on smaller cards, and then the exercise for the teams of 2 is to put them on either side of the paper



Can it pass the  
“forehead slap test”? 

 

QUESTIONS TO CONSIDER: 

• Why would I want this?  

• What can I do with it?  

• Why is this one better than the others? 

Presenter
Presentation Notes
Have you ever woken up from a deep sleep, slapped yourself in the forehead, and exclaimed “Man… I need to (keep my data secure)!”To get at the real benefits…-- First, make a list of every feature (characteristic) of your product or service.-- Second, ask yourself why each feature is included in the first place.-- Third, take the “why” and ask “how” does this connect with the end-user’s desires?-- Fourth, get to the absolute root of what’s in it for the end-user at an emotional level.



Question until you have the 
benefit 

So what? What’s in it  
for my 

stakeholder? 

WHY do you need/want that? 
 



As a (role/stakeholder/persona),  
 I want (goal: why is the feature 
useful); 
      So that (business 
value/benefit). 

Example of one user story format is a starting point 

Presenter
Presentation Notes
CURRENT: USER STORY FORMAT Example: As a consumer, I can use a soft-touch keypad on my mobile phone, so that it saves me time and pain when I type an SMS. Mike Cohn’s user story template is simply: As a <type of user>, I want <some goal> so that <some reason>.” Inserting the business value/benefit as the ”some reason” makes the story stronger (in my opinion).The goal is what clarifies why the feature is useful – how should the feature function?Business value/benefit: specify what you want to achieve, not how to achieve it.A benefit is what a person ultimately gains from a specific feature. WHAT DOES THIS MEAN FOR THE STAKEHOLDER?



We will (business value/benefit), 
 

      for our (role/stakeholder/persona),  
 

         because we have (goal: why is the feature 
useful). 
 

 

The ”upside-down user story” statement 

Presenter
Presentation Notes
Now, what if you changed it around a bit? A ”stickier” way of communicating. (The upside-down user story)--I have since found out that Chris Matts talks about this, as well as part of FDD. When Liz Keogh blogged about Chris’ format, she called it a ’Stakeholder Story’--NEW: BENEFIT MESSAGEExample: We will save consumers’ time and pain because we have a soft-touch keypad. 



Scenarios… 

• Get into groups of 4-5 
• As a group, come up and choose a scenario 

to work with. Do it in silence. 
• Return to your table and decide who will 

play the role with the * by it. 
• Now, wait for more information. 

Presenter
Presentation Notes
FACILITATOR: PRINT OUT 3 COPIES OF THE SCENARIOS SO GROUPS CAN HAVE FREE CHOICE.”You’ve all picked a scenario. I want the ’wife’ or the customer or the project leader, etc. in each group to hold up their hands. Okay. Now, each group has 10 minutes to talk through the scenario and get to the benefit/value for the ’wife.’” (the role with the * by it) based on what we’ve been talking about so far. Put it in the form of the ”upside down user story.”Share with group.



Connecting to build trust 

Presenter
Presentation Notes
What comes before ”Agile processes”?In order to figure out the value for the stakeholder, you need to have (or at least start building) a relationship with them. You need to connect with them to build this relationship.  And when you talk about the benefits of your project in a language that creates meaning for them, it helps them to have trust in you – especially when you deliver that value. It’s a self-perpetuating cycle, the more you do it, the more value you receive.



Make benefits visible 

Presenter
Presentation Notes
Communicate the value in every way you can think of:--use the walls (post the benefits, support with the features)--internal websites--meetings--workshops--conversations--e-news--social media



Jenni Jepsen   
twitter: jenniindk 
jenni@goagile.dk 

www.goagile.dk 

Suggested reading 
 
Building Strong Brands, Aaker 

Brand Management, Harvard Business Review 

The Guerrilla Marketing Handbook, Levinson & Godin 

Made to Stick, Heath & Heath 

Marketing Management, Kotler 

Nonviolent Communication, A Language of Life, Rosenberg 

Positioning – the Battle for Your Mind, Ries & Trout 

Positivity, Frederickson 

Selling to Big Companies, Konrath 

Selling the Invisible, Beckwith 

”Breaking the Project Management Triangle,” Nickolaisen for CIO 
http://www.cio.com.au/article/326540/breaking_project_management_triangle/ 
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