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Think back to the last major purchase
you made. Maybe it was an iPod, a
new pair of running shoes, or a brand-
name handbag. What was your inter-
action with the sales-
person like? You may
not have known it, but
chances are good that
s/he used feature-
benefit selling in
the sales presenta-
tion. If you bought
an iPod nano, the
salesperson might
have pointed out
its miniature size.
To you, the tiny
size might mean
more conve-
nience in taking

it from place to
place. Did you know that the

iPod’s size is one of its fea and

be ow
wh -
tant t
you you plan
to pu =€T In sales or mar-

keting. Read on to learn more about
features, benefits, and how to create a
feature-benefit chart.

DOhjectives=

a Describe feature-benefit selling.
B; Prepare for feature-benefit selling.

What s

Feature-Benefit Selling?

Our highly competitive market economy
produces a wide variety of goods and ser-
vices—everything from skincare products
to dog-walking services to industrial-grade
steel beams—you name it, you can buy

it. And, believe it or not, new goods and
services are appearing on the market every
day. Like the wide range of products avail-
able on the market, modern consumers also
have wide ranges of desires and interests.

An important part of your job in selling
is to determine what each customer is
looking for in a good or a service. You must
then prove to customers that your good
or service has the features that will benefit
them. This phase of the selling process is known as feature-bhenefit selling.
Although feature-benefit selling can occur at any time during the selling process,
it should always occur during the sales presentation as part of the sales dialogue
and product demonstration.

It's important to keep in mind that customers do not actually buy features. They
buy benefits. In other words, they are not buying the product itself; rather, they are
buying what the product can do for them. Customers do not buy treadmills—they
buy the ability to work out in the privacy of their own homes. Customers do
not buy toasters—they buy the ability to make toast! This means that merely
describing or pointing out features to customers will not
persuade them to buy. The customer wants to know, “Will @
the features you are describing give me the desired 4
benefits?” To complete sales, you must be able . ;(
to translate the features of your product into / I
benefits for the individual customer or client. . >
And to do this, you must have adequate knowledge
of your product.

Find Features, Boost Benefits
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Objective

selling high-end
- HD-TV, etc. To-
d told Brad that
he street has a

hto high gear. He wanted
to point out features and
benefits to the customer
that the other store’s televi-
sion doesn’t provide. How-

e Service and warranty. In some cases, whether
or not a customer buys depends on the service your
company offers and/or the warranty on the product. This
is especially important when selling products such as
appliances, electronics, and cars. If your company also
services its own products, you have a definite benefit
to offer your customers. When selling a dishwasher,
you might say to your customer, “All our dishwashers
are guaranteed for three years. This means that we will
replace any parts and make all repairs without any
charge to you.”

Step Two—Know where to get facts
about product features.

You know what features to look for in your product, but where
do you get this information? Here are the best places to look:

e The productitself. The salespersonshouldstudyand,
ifpossible, usethe product before selling itto customers
or clients. Many sources and types of information may
accompany the product itself. For example, a customer
might ask, “Do you know how these jeans look after
they have been washed?” The salesperson would have
no idea unless s/he learned this information by buying
a pair and trying them. Firsthand knowledge, gained by
experience, tends to give a salesperson confidence.

ever, he hadn’t exactly done his homework
on the other store’s product. He was pretty
sure that his competitor’s product had a
more limited warranty than his own product.
Is it ethical for Brad to mention
this to the customer when he’s
- not completely sure?
What would you do in
i tthis situation?

.

e Customers. If it is not practical for you to learn the
features and benefits of your product by buying ityourself
(ifyouaresellingexpensive sports cars, for example), the
next best source of information could be your customers.
Let's say that Mrs. Wisby, a teacher, is on her feet all day,
walking and standing in her classroom. Even though she
had purchased several pairs of shoes at various stores,
none of them had been comfortable to wear for hours on
end. When she finally found a pair at your store that gave
her the benefit of comfort, she came back and bought
several more pairs of the same shoe
invariouscolors. Shesaid, “These Q
aretheonly shoes | havefoundthat
|canwear comfortablyall day.” J-.,:al'
You canimaginethe value of
such testimony in making
future sales.
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