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Let’s examine the FAB approach in greater detail

FEATURES. All products and services are the sum
the purchase of a new laptop computer. Th, ,thtal of Physical characteristics and specifications. Consider
' screen size, and a host of oth e buyer will learn the processor speed, hard disk drive size,
er features. Go to the L - L
on products. Then go to the “Laptops” and cls enovo computers website (www.lenovo.com) and click
e hts deswribind. click on “ThinkPad.” Several models are listed and their p'ro&{;ct
- By »tht;mselves, however, PTO(?.uCt. features are not very persuasive. Indeed, most customers wm:ﬁever
even see the processor or hard drive in a new computer. No matter what the buying situation, customers

,,.E" not buy product features. They buy product benefits that meet their needs.
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