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· Features, Advantages, and Benefits

People often confuse the FAB trio, but they are all different.  Matching needs can only be achieved if the customer sees the benefits of your solution.

Many salespeople think they have to start describing how wonderful their product is the moment they walk through the door.  This has been  called the “spray and pray” technique. The problem with this approach is that you don’t actually know what the customer wants until he or she has told you.

· A feature is a characteristic

Features are the nitty-gritty of your product, the technical detail that might be contained in a manual.  It is the sort of basic detail you should know.

· An advantage shows how a feature might be used

An advantage is the reason the product was designed in the first place.  For example, the advantage of Concorde is that flying at twice the speed of sound, means you get there more quickly.

Beware of being boring about endless details which do not interest the customer.  One reason people fall into this trap is that they confuse advantages with benefits.

· A benefit fulfils a customer need

Benefits shows what your product can do to fulfil the customer’s identified need.

Benefits lie behind nearly every buying decision, and have a value to the customer which remains high during and after the sale.  This value may relate to cost, performance, delivery dates, the reliability of the supplier, or any other factor. But the value is based on what the customer thinks, not on what the salesperson thinks.
· Examples

· A service network:

F
200 engineers working out of 25 local offices

A
Rapid response to any service call and same-day repair for all your key regional depots

B
Minimal down-time for your equipment

· A storage system:

F
ABC hi-density shelving uses the latest titanium Kevlar
construction.

A
Shelving can take heavier weights and can be built higher

B
Increasing the capacity of warehouse A by 50 per cent means you can rent out warehouse B

· How would you make a benefit statement

The word benefit is probably the most misused word in selling today. Research shows that the more benefit statements you make, the more likely you are to achieve your objective. The whole idea of conducting the sales interview is to uncover or discover needs. Then demonstrate how your product and service will be of benefit.

It’s not a benefit unless the prospect has verbally expressed the need – do not assume saving money is a benefit.

Telling is not selling. The spray and pray technique takes longer, is harder to do and is less effective, so remember:
Feature:
is a tangible or intangible characteristic of your product or service

Advantage:
describes how a product feature or service might help the prospect

Benefit:
is the prospect’s recognition of how an advantage will help fulfil buying 
criteria and needs

· Example

Salesperson: May I ask, what you consider are the important factors when choosing partners for projects like these?

Prospect: Yes – our experience has proven we need to work with companies who are truly international, getting the local language right first time is so important. We work to tight deadlines; keeping to these is the key to our success.

Now you know exactly why they need an international company, you can make a benefit statement without assuming.

Because we have established offices in 22 countries around the world this enables: us to source local agencies and suppliers which means: not only are we cost effective, but we have strong control over project planning, scheduling and timings so we deliver right on time which, as you say, is so important to you.

Before you tell a prospect about your product or service, you should ask yourself 

· Do they really need to know this? 
· Have they said they need it? 

· People don’t buy features! They buy what those features will do for them.

· Remember: It is impossible to deliver a benefit unless you’ve uncovered the need.

