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Rust, Thompson, and Hamilton wrote the enlightening article “Defeating Feature Fatigue” for the February 2006 edition of Harvard Business Review. The authors conducted three studies on how the number of features on an electronic device affects the consumer. This article provides great insight into how we can provide the best products for our customers. 
Background

As technological capability in increases, many electronic products become multi-purpose. But research proves that we shouldn’t necessarily include every feature possible – it hinders usability. This problem forces managers to choose between customer satisfaction and loyalty and the immediate sales figures.
Reason for Features
Products became overloaded with features because:

· a feature costs nil to add.
· many features appeal to many different customers.
· the customer puts a higher value on a feature-rich product.
· each new feature sets the company apart from competitors.
Study Findings

· Participants understand that a feature-rich product is harder to use.

· Participants perceive more features as more usable, as well as more complex.

· Participants still chose to purchase a feature-rich product over a simpler model. 
· Of 25 possible features, participants chose to add 19.6 to a hypothetical product.
· Participants ultimately became dissatisfied with the product’s usability.
· Whether an expert or novice, all participants became dissatisfied.
After-Effects

When a product is too feature-rich consumers will:

· return the product.

· steer clear of the unsatisfactory brand in the future.

· complain about the product to anyone who will listen.
Solution
· Find a compromise between features and usability.
· Include just enough features to tempt the consumer to buy the product.
· Produce more products, each with a different set of features.

· Target these numerous products to the needs of specific markets.

· Train employees to help the customer determine the product best suited for them. 
· Remember that a product must perform a primary function outstandingly. 
· Customers must evaluate the actual product, not just a summary of its features.
