
Writing product descriptions that convert

Most product pages bleed money. They list features like a spec sheet and expect the
customer to connect the dots. That’s not how buying works. Writing product
descriptions that convert is about bridging the gap between what your product does
and why a human should care. It’s a persuasion problem, not a data dump. If your copy
reads like a manual, you’re losing sales to the competitor who tells a story.

The mental model: features are the what, benefits
are the why

This is the oldest trick in the book, and yet 80% of ecommerce stores still get it wrong. A
feature is a fact about your product. A benefit is the emotional or practical result of that
fact. People don’t buy a drill because it has a 20V motor. They buy the hole it drills. They
buy the shelf that gets mounted. They buy the feeling of finishing a project on a Sunday
afternoon.

Your job is to translate every feature into a tangible outcome. Don’t assume the customer
will do the translation themselves. They won’t. They’re scrolling, distracted, and one
boring sentence away from clicking back to Google.

Rule of thumb: For every feature you list, ask “so what?” three times. The third
answer is usually the real benefit.

Structure that respects the skimmer

Nobody reads product descriptions word for word. They scan. They look for anchors. They
want to know if this thing solves their specific problem in under five seconds. If your
paragraph is a wall of text, you’ve already lost them.

Break your description into digestible chunks. Use short sentences. Bullet points are your
best friend, but don’t overdo it. A list of twenty features is just noise. Pick the five most
compelling benefits and lead with those. Put the technical details lower down, for the 10%
of buyers who actually care about thread count or processor speed.

Here’s a brutal truth: if your description doesn’t answer “why should I buy this RIGHT
NOW,” you’re competing on price. That’s a race to the bottom.



The psychology of urgency and social proof

People are herd animals. When they’re unsure, they look at what others did. That’s why
reviews, ratings, and usage statistics work. “Over 10,000 sold” is more persuasive than
“high quality.” “Rated 4.8 stars by 2,000 customers” beats “customer favorite.” Don’t hide
your social proof. Put it right next to the buy button.

Scarcity works too, but use it honestly. “Only 3 left in stock” is fine if it’s true. Fake
urgency destroys trust faster than anything. Once a customer catches you lying, they’re
gone forever. The same goes for fake countdown timers. Don’t do it.

Consider this: a mattress company ran a test. The control group saw a standard
description. The test group saw the same description but with a line: “Join 50,000 back
pain sufferers who sleep better now.” Conversion rate jumped 34%. That’s the power of
belonging.

Three mistakes that kill conversions

First, writing for yourself instead of your customer. If your description is full of jargon
your audience doesn’t use, you sound like a robot. Speak their language. If you sell to
plumbers, say “fits standard 1/2 inch pipes,” not “compatible with nominal diameter 15mm
fittings.”

Second, burying the price. Don’t make people hunt for how much it costs. If they have to
scroll past three paragraphs to find the price, they’ll bounce. Put the price and the add-to-
cart button above the fold. Always.

Third, being vague. “Great for everyday use” tells me nothing. “Withstands 500 washes
without fading” tells me everything. Specificity is credibility. The more precise your
claims, the more believable you are. If you can’t prove it, don’t say it.

Before and after: the rewrite that changed
everything

Let’s look at a real scenario. A small leather goods store sold a wallet. Their original
description read: “Premium genuine leather wallet with RFID blocking technology.
Multiple card slots and a coin pocket. Durable stitching.”

Boring. Generic. Forgettable.



After a rewrite, it read: “Your cards stop working at the subway turnstile because of RFID
skimmers. This wallet blocks them. The leather is full-grain, not that painted stuff that
peels after six months. It holds 12 cards without bulging your back pocket. The stitching is
bonded nylon, not cotton. It won’t unravel. You’ll still own this wallet when your current
phone is obsolete.”

Conversion rate tripled. Why? Because the second version spoke to a specific pain point
(RFID theft), used concrete materials (full-grain, bonded nylon), and painted a picture of
longevity. It made the customer feel smart for buying it.

Decision support: when to go long vs. short

Not every product needs a novel. Low-commitment items like a pack of socks or a phone
charger need a short, punchy description. “Fast charging. 6 feet long. Braided cable.
Works with iPhone and Android. Done.”

High-commitment items like a laptop, a mattress, or a piece of furniture need more. These
are considered purchases. The buyer wants to know everything. They’ll read reviews.
They’ll compare specs. Your description needs to answer the objections they haven’t
voiced yet. “Is this mattress too firm? Will this laptop overheat during video editing? How
hard is this bookshelf to assemble?” Address those fears head-on.

If you sell a $2,000 camera, don’t write two lines. Write a mini-guide. Explain why the
sensor size matters. Show sample photos. Compare it to the previous model. The more you
educate, the more confident the buyer feels. Confidence drives the click.

Frequently asked questions (and the answers you
need)

Q: Should I use bullet points or paragraphs?
A: Both. Use a short paragraph to hook, then bullet points for the key benefits. End with a
call to action or a guarantee.

Q: How long should a product description be?
A: As long as it needs to be and no longer. If you can say everything in 50 words, do it. If
you need 300, use 300. The length is a symptom of clarity, not a goal.

Q: Do I need to include technical specifications?
A: Yes, but put them in a separate section. Don’t mix specs with benefits. The benefit sells.
The spec justifies the price.



Q: What if my product is identical to competitors?
A: Then compete on story, guarantee, or service. “We’ll refund it, no questions asked, for
90 days” is a stronger differentiator than a slightly better feature.

Q: Should I write in first person?
A: Only if your brand voice is personal and conversational. Most stores should use third
person. It feels more authoritative.

Ship the description, then improve it

Don’t obsess over perfection on launch day. Write a solid description, put it live, and
watch the data. If a product isn’t selling, change the copy. Run an A/B test on the headline.
Swap the order of benefits. Add a testimonial. The best product descriptions are never
finished. They’re iterated. Start with the structure above, get it out the door, and let your
customers tell you what works. Their clicks don’t lie.
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