







































































































































































ADVANCED MODERN SALESMANSHIP 59

lying the sale of, say, typewriters are the
same as real estate, or selling anything.
The principles governing the awakening
of interest are identical in each case. The
salesman of the house they had been deal-
ing with for years used these principles to
arouse interest, and you know these same
principles and can use them by intensi-
fying the customer’s interest and swaying
him to your house and goods. Your IN-
FORMATION, plus INSPIRATION,
plus PERSONALITY, plus SALES-
MANSHIP showed him the benefits,
profits or advantages that come through
buying your goods from the house you
represent.

Because your client believed that a con-
cern manufacturing a few things could
supply him with better goods than the
concern manufacturing many lines, you
can see how readily a demonstration of
your lines in comparison to those he was
buying not only for quality alone, but
salability and profit, that you would have
him opening his eyes and asking questions
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60 ADVNACED MODERN SALESMANSHIP

that would help you put the sale over.
Remember, Information, plus Inspiration,
plus Persuasion are needed to sell suc-
cessfully.

When a man says, “I haven’t the time,”
agree with him, not that he is correct in
his contention, but that you realize he
feels that way about it. Agreeing that a
prospect is really stating his feelings, is
an attitude which invites an impartial
discussion, wins his confidence and en-
ables you to explain the situation to him
in such a way that his viewpoint will be
changed, and that is what you are striving
for. Do not resent his statement, for he
is placing in your hands a key to whatever
1s necessary to secure action. Never, in
any statements the prospect makes, take
a combative course, but just remember to
use the “Yes but” statement and try to
find out just why he makes combative
statements, and remember you are the
only man present he can.get first-hand
information from regarding your goods.
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ADVANCED MODERN SALESMANSHIP 61

PART VII
(Verbal and Mental Impulsion)

After you have launched into your sales
talk do not hesitate to put an affirmative
statement ending in a question. For ex-
ample, “This is just what you want, isn’t
it?” and as you come closer to a definite
decision it should be your purpose and it
is good strategy to get your prospect think-
ing about a decision before you ask for it.

You can use two leading questions to-
wards this end, as for example, “Of course
you have often thought you would use this
line, some time,” and “Frankly, Mr.
Blank, how long has it been since you first
thought you would like to carry this line?”

The idea is to sell your prospect the
idea of rendering a decision when you
have finished your demonstration. It is
also good sales strategy, in closing or get-
ting a decision, to do three things:
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1. Ask for his order.
2. If he refuses, ask him courteously, “Why?”

3. If his reason does not give you the WHY
for delaying, make a complete recounting
of all the points of value to which you
both agreed, throughout your sales talk.

You should ask for his order, for the
simple fact that more sales are lost by too
much talk than not enough.

If his “WHY?” gives you your reason,
you can meet it.

If it does not tell you “WHY” he delays
his decision, then sum up all the points he
agreed with as you progressed with your
sales talk.

Each point you bring up, illuminate it,
so that his mind remains clear on each
one when you are through. This procedure
enables him to think over your proposi-
tion and accomplish in a few moments
what he may have believed it would re-
quire hours to decide.

Do not overlook the proper manner of
applying verbal impulsion. After you
have stated a certain fact or proof, hesi-
tate for a moment’s reaction on your
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ADVANCED MODERN SALESMANSHIP 63

client’s part; then say aloud, “This is the
line you want, isn’t it?”

Mental impulsion was explained pre-
viously, but to make sure you understand .
the difference, it is well to bring it forward
here. Instead of saying aloud the words,
after you pause for reaction, simply say
to yourself, MENTALLY, “All right, this
is the line 7 want. DIl take it.”

Always remember to use the “I” and
not “YOU” in mental impulsion.

MENTAL IMPULSION

Mental impulsion, like verbal impul-
sion, is simply suggesting mentally to your
customer at the proper time that he do
the thing you want him to do. When he
is at the point where he is ready to decide
one way or the other, you decide for him
by saying mentally to yourself, “All right,
I’ll give you my order.”

Mental impulsion, like verbal impul-
sion, is simply making up the mind of
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64 ADVANCED MODERN SAIESMANSHIP

your customer for him (without his ac-
tually knowing it). In describing the
handshake in a previous lesson you have
the beginning of mental impulsion, and
on that you build up the balance of the
mental impulsion required to close your
sale successfully. It is always good policy
to form in black and white some of these
mental impulsions that you wish to use,
so that you will have them in your mem-
ory and can draw on them for any occa-
sion that may arise.
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PART VIII
(Influencing Customers)

One of the oldest “saws” we know, one
of the little jokes that our fathers and
mothers used to tell us when we were very
young and innocent, was that the way to
catch a bird was to put salt on his tail.
This seerhed logical till we came to think
of how to get near enough to the bird to
do it. | _
The “salt” that a salesman needs to
use comes under different labels, such as
diplomacy, courtesy, suggestion — cool-
ness, poise, persuasiveness—and the whole
gamut of salesmanship tactics that we
have already mentioned in this course.
Just what particular kind of salt to use
in each case depends on the sort of bird
we wish to catch. So let us do a little
thinking on these points right now.

Influencing customers sometimes seems
to be a hard thing to do, but it should not
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be so. Salesmanship is the art of influ-
encing people. If a person cannot do this
he is no salesman, and better be keeping
books, working in the shipping depart-
ment or doing some other kind of work
where he does not meet people at all.
Some salespeople become very proficient
in handling customers. But the best sales-
people are the ones who can profit most
from a careful study of character analysis
of customers.

There is a way that every salesperson
can become skilful in handling all kinds
of customers, and that is, by classifying
them according to their characteristics
and then using certain tactics, and by
methods that are set forth herewith.

HANDLING THE
CONSERVATIVE PERSON |

For instance, if a person 1s conserva-
tive, cautious and slow, just consider that
there is some reason for his doubt and
hesitation. He may have been unfairly
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treated in some other store. For that
reason explain the goods carefully. Be
sure that he understands what you are
offering him. Go into details, but under-
state rather than overstate the merits of
the article. Appeal to his reason and
tell him the truth without exaggeration.
Above all, associate the new article with
the old article that he has been in the
habit of buying. That will appeal to him
more than the newest and nobbiest thing
in the store. He 1s by nature suspicious
of new things.

Don’t try to use too much suggestion
with this customer till you have made a
full explanation of your goods and con-
vinced him of their value and merits.
Suggestion at first would only make him
suspicious of you. He would think you
were trying to “put something over” on
him. Show by your attitude and speech
that you are not overanxious. You must
gain his confidence before you can do any
business with him. He is naturally slow,
so give him time to let his desire harden
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into decision. Be patient and quietly per-
sistent. Those are his characteristics and
he will intuitively rebound to them when
he recognizes them in you. When you
~once get in the habit of handling this class
of customer it will come easy for you. It
will be a great victory for you because
they are the kind of customers that most
salespeople give up—because they are so
slow and difficult. They are usually the
raw-boned osseous type. There is a reason
why they are so cautious and conserva-
tive, and when you understand that, it will
be all the easier to recognize them and
influence them:.

DEMONSTRATE TO THE
ARGUMENTATIVE MAN

Now consider the argumentative cus-
tomer who seems difficult to sell. In his
case show him the goods, do as little talk-
ing as possible. Lead in the line of
thought, without combating him. Refrain
from all argument and merely make sug-
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gestions. Confine your talk to facts in-
stead of expressing opinions. No man can
argue long against facts.

With the argumentative customer there
is one way that is almost sure to sell him.
That 1s, to get him to take hold of the
article, to feel of it, look at it carefully
and try it out or test it in some way. If
it is a mechanical contrivance like a vibra-
tor, let him try it on himself, his arm or
hand or head. He likes to use his mus-
cles. When he is doing that he has a ten-
dency to stop using his tongue and argu-
ing against you. There is a reason why
this kind of customer likes to combat you
with argument.

SELF-ASSURED CUSTOMER

Sometimes your customer will be 2 man
or woman who is filled with self-assurance
and self-esteem. We have classified this
man as the conceited buyer. He loves to
be praised, he is of the highly emotional
type; therefore you may safely play on
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his emotions. Cater to his whims, give
him credit for what he says, even if you
know it is wrong. Don’t go into details
to any extent. He is too impatient. Show
the best points of your goods quickly. In
.closing, proceed cautiously, use discreetly
your supply of flattery. Praise him, laud
this 1deas. If you can meet this customer
in-a‘'social way it will give you an advan-
tage with him. This customer is a com-
bination of several body types.

.. IRRITABLE CUSTOMER

.. The next type dealt with is the irritable
buyer. He cannot be handled as you do
the average customer. You must adjust
your tactics to his temperament. - He ex-
pects every man to cater to his whims.
His greatest joy is in dominating others.
He will even be rude and impolite at times.
Your. attitude will determine to a large
extent- your success in handling him. Be
courteous, but firm and cool. If he is in
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a particularly bad humor, say as little as.
possible, but take especial pains-to show.
him your goods.

TACTICS IN DEALING WITH -
IRRITABLE PEOPLE

Your success in dealing with this type
of man depends to a large extent on your
manner. Your -manner must indicate
your ability.. He admires cleverness .and,.
knowledge, providing you are modest and .
unassuming. You will have no fear of. th
if you have faith in your.. gQ_ods Thla
brings us back to our fundamental prin-.
ciple. Know your goods. Then make.
your appeal to his reason, his judgment
and his vanity. Such men generally love
to be commended for their judgment.

THE ALIMENTIVE TYPE

The fat man thinks more through his
flesh than through his brains. In other
words, he feels more than he th1nks The
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fat man or woman 1s the best kind of cus-
tomer that a drug store has.

They are always overeating, so they
are always buying medicines for their
digestions. Grocers naturally find fat cus-
tomers their very best customers and can
sell them all sorts of delicacies by sug-
gesting their taste and flavor.

The alimentive woman is very pretty
up to 25 years of age. Her round face,
plump arms and doll-like hands make her
quite attractive when young. At that
time her complexion is usually good. She
is keenly aware of her attractiveness and
buys face creams, powders and all beauty
accessories very generously.

Practice in handling different types of
customers in special ways in accordance
with their types and temperaments will
be very interesting and will result in a
high degree of skill and proficiency.

Lookers are a problem in every store,
but this is not such a hard problem after
all. Lookers are really part of a store’s
greatest assets.
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A looker is a buyer in the shell. “It’s
up to you” to hatch out a customer.

Some stores make a business of hatch-
ing them out, others handle them in a way
which spoils most of these precious eggs.

The wise salesperson uses the warmth
of courteous treatment and sets his incu-
bator gauge just right to bring his lookers
out of their shells and turn them into per-
fectly satisfied customers.

Some call this Salesmanship, but it is
only an earnest desire to render service
and to please.

It 1s estimated that 25 per cent of the
people who walk through the big depart-
ment stores on pleasant days are just
lookers. But fully half of these could be
turned into buyers with proper salesman-
ship, and the other half hatched into cus-
tomers at their next visit. It’s just a mat-
ter of tact, courtesy and helpfulness, as
shown 1n the following instance.

A modishly dressed woman walked up
to the show case in a toilet goods depart-
ment and looked carelessly over the assort-
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‘ment displayed, while the saleswoman in-

- quired “with equal carelessness, “Some-
‘thing, madam?” “No,” said the woman,
~“I-am just looking around.”

With a bored air the saleswoman re-
treated to the other end of the counter
. and resumed her conversation with a chum
~ with a sarcastic remark, “Just a looker.”

Who knows but that might- have- been

the biggest sale of.the day. Trade was
light. The saleswoman had plenty of time
and the woman was in no hurry. How
_easy it would have been to have really
entertained the. customer by stimulating
“her jaded interest with some remark as:

. “Have you noticed these pretty little
traveling sets? They are new and very
popular.” This or any other remark that
would lead the customer into conversation
and give an opportunity to focus her wan-
dering gaze on something that would catch
her fancy. -

She was “just looking,” of course, but
“ why not help her look?
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This is a time when the salesperson
should not throw the customer into irri-
tability by seeming to be anxious to sell.
It is so easy for the salesperson with. real
social sense to show the goods in a spirit
of entertainment. Thcn as soon as inter-
est 1s aroused and the price is asked, the
salesperson intuitively changes her man-
ner into salesmanship tactics while the
customer is prepared for it and expects it.

All of us are lookers at times and there
1s a good reason for it.

" Some years ago when salespeople were
still “clerks,” before the idea of-service ta
customers came into vogue, people were
practically obliged to look around for
themselves. They had to make compari-
sons with other stores, in order to get the
best values, and so looking around, or
shopping, has become a fixed habit with
many people. -

Women seem to be by nature born shop-
pers. This does not mean men are not also
given to this, the greatest of all indoor
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sports. A woman is frankly and unblush-
ingly a “shopper.”

Men usually shop differently. If a man
intends shopping for, say, a lounging robe
he will go in and buy two collars or a
pocket handkerchief, and pretend only a
passing interest in lounging robes. He
has paved the way for a dignified retreat,
for he may be a bit shy; so you must try
to find out just the quality of garment he
really wants. So study the customer well
and suggest other styles to him, and he
very shortly will ask to see them. Be very
careful right at this stage, as your cus-
tomer may have grown impatient at your
slowness in grasping the idea as to his re-
quirements. Then, too, you must not be
too fast or rush him. Judge by his man-
ner as to the attitude to assume. '

Complete lack of attention paid to
“lookers™ 1s certainly allowing many dol-
lars to walk out and find their way into
some other firm’s cash register. Just be-
cause you would not study out the indi-
viduals that come to your counter.

Google o
s UNIVERSITY OF CALIFDORNIA



ADVANCED MODERN SALESMANSHIP 77

The tactful handling of these customers
who are just “looking around” is display-
ing salesmanship of the highest order.
Specialists I think they should be known
by. '

“She is just one of those lookers—goes
rubbering around to see where she can
get ’em cheapest.” This remark was over-
heard in one of the large stores in San
Francisco. The saleswoman who made the
remark had no idea it would come to the
ears of the writer of this paper or she
would have been more careful.

Why should she feel any contempt for
the person who was trying to get the best
value for her money? Are we not all
shoppers in that sense that we all want to
get the fullest value for money spent?
And I’ll venture to say the saleswoman
quoted above is no exception to the rule.

There are, of course, “shoppers” who
have no intention of buying and probably
could not buy if they would. However,
salespeople should always treat this class
courteously, for they may be, and in most
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cases will be, buyers some day, and shop-
pers and lookers will be very apt to do
their buying in those stores where they
were accorded courteous treatment when
only “looking.”

Do not annoy a looker with too much
attention. After the first approach and
you discover she does not want to be both-
ered, let her wander around alone, keep-
ing, however, in close enough touch to
serve her if she desires it. If your attitude
1s friendly she will feel it and repay it in
some way.
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PART IX
(Easy Study Methods)

We have adopted the chart method of
analysis of all problems in salesmanship
in this series of lessons because it is the
graphic method of presentation. This sys-
tem conforms to the new idea of making
charts and graphs to aid in all business
planning as well as in personal develop-
ment.

The charts presented in this series are
intended as a suggestion to any merchant
or salesmanager in planning his selling
policy, as well as a guide and stimulus to
each individual in developing his sales-
manship ability to the highest degree.

Our desire is that each individual in
studying this course shall eventually mod-
ify these charts to suit his own ideas and
policy, working up his personal charts with
‘the greatest care, with original thoughts
and ideas gathered from many sources.
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A chart of this kind will not only enable
the salesman to plan his talk properly, but
it will show him the points where he is
weakest and what he should seek to in-
form himself about.

Charts have another value. They act
as reminders, bringing back to you things
in your past experience which are related
to the problem at hand.

By charting these ideas as they occur
to you, you can keep them before you long
enough to make some practical applica-
tion of them in jmur daily work or in your
plans for the future.

The goods analysis chart presented 1n
a previous lesson has the further advan-
tage of showing how to read and observe
for the purpose of getting concrete selling
points. You will see many long articles
in trade journals and books on fabrics,
drugs, shoes, automobiles, securities, or
whatever you are handhng

The skilful reader goes through such
~ literature quickly, pencil in hand, glean-
ing and marking information under a few
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distinct heads, raw materials, manufac-
turing processes, and finishing methods,
utility, profit, security. He classifies his
knowledge in this way and is able to re-
member it and talk it easily. When a
person has learned the secret of easy read-
ing and making notes, it is then a pleasure:
to pick up a trade journal and glean out
of it just the points that you need and
can use. |

You now see that the salesman who
takes this larger view of his work really
becomes a close ally of the manufacturer,
the jobber or the merchant that he is
directly connected with. The salesman
must assume that he is a partner of the
concern. He must feel this himself and he
must make the customer feel it. This has
a strengthening effect. As soon as the
salesman gets this idea he becomes a grow-
ing man. He will unconsciously become
a better salesman all the time and he will
be merging himself into the distribution
and management ends of the business.
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GROWING INTO HIGHER
POSITIONS

The salesman who is interested only in
the number of dollars which he can make
for himself each day, regardless of his ser-

vice to his firm or the public, will not
~ remain long in the selling game. He will
not make as high a record as hé should
and he will not enjoy his work as he might.

But the man or woman who makes a
thorough study of the principles which
make salesmanship a science will begin to
take more enjoyment from that very day.
This enjoyment will grow from week to
week and from month to month. It will
build him up mentally, physically, and
financially, and give him a place of leader-
ship in his home community or in the
great commercial world.

AUTOMOBILE CHART

Graceful stream lines

Good style and finish
Body  Adapted for easy running
lines Tailored curtains

Show upholstery

Open and close doors
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Appear- Top
ance’
Fenders
and
lamps
Springs

Comfort Uphol-
_ stery

Seats

Motor

Sim-
plicity

Clutch

Bow top
Show strength
Racy looking and elegant

Reinforced
Elimination of vibration of
head lights

Tubular bar—jump on fenders

Suspension and rebound leaf
Marshall springs
Great resiliency

Real leather and Laidlaw
mohair

Have prospect feel of seat
springs and comment on
comfort and roominess

Removable head valve stems,
water-cooled and rocker arms
Lubricated from a positive
vapor or mist. No workin
part exposed; easy to grin
valves

Easy tension and locking
transmission. Borg and Beck
multiple disc clutch. Have
prospect try it. Needs no
attention, 18 fool-proof. Used
by the finest cars built today

Criginal from
UNIVERSITY OF CALIFORNIA



84 ADVANCED MODERN SALESMANSHIP

Ten minutes over regular
course. Dropping down hill
Demon- backwards. Pick up load- and
stration start up hill. Low gear com-
Perform- pression. Demonstrate brake
ance at finish. Efficiency. Saves
money to customers
Service Adds life to car
Show through building

PERFUMES CHART

Vegetable life—Flowers,

Floral oil, fixers, colors, alcohol,
extracts water. Animal life—
Raw Musk, ambergris |
" Materials
Synthetic =~ Chemicals
extracts Fixers, Colors
| Expression Essences
Distillation Extracts
Manu- Maceration Finished Lotions
facture = Enfleurage product  Vegetals
Mixing Container
Selling Demonstration; Display
Aids Knowledge of stock

SECURITY SELLING CHART

Kind of Enterprise
Location

Character Shipping Facilities
Tributary Territory
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Produces a Necessity

Growing Demand
Value Good Profits

National Advertising

Good Management
Safety Valuable Patents
Established Business

Motive Dividends Earning Investment
for Convertibility.
Investment Protection of Family
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PART X
(The Sales Manager)

The most important position in any
concern, with the possible exception of the
general manager, 1s the sales manager.
In many instances, because their duties
are so closely interwoven, these two posi-
tions are combined in one with varying
names such as regional director or district
manager. This is a position to which every
salesman may rightfully aspire.

The paramount position held by the
sales manager is evidenced by the fact that
he is responsible for the distribution of
the output of his organization, whether
manufactured products, financial securi-
ties, or any service, such as public utilities,
commercial agencies, and the like. From
this point of view it i1s clearly seen that
every other part of an organization is de-
pendent upon the sales or distribution end
of the business for its very existence,
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In some cases the actual head of a con-
cern, who has a complete working knowl-
edge of the various departments of his
establishment, assumes the role of sales
manager, is a former salesman whose rec-
ord and ambition have gained for him the
larger opportunity, both for an increased
service as well as an increased compensa-
tion. The sales manager must be a versa-
tile man. He must know a good salesman
when he sees one; this involves a knowl-
. edge of character analysis. He must be
a constant student of ways and means to
increase the efficiency of his sales force,
and thus make for larger distribution of
output.

The sales manager must combine the
knowledge of the advertising manager
with the work of his selling staff, and be.
constantly on the alert for new avenues
for exploitation of his products. He must
know his own lines to the last detail, and
should know almost as much about his
competitor’s products. But probably his
greatest asset 1s his ability to impart his
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knowledge and enthusiasm to his assist-
ants. No small part of his duties is the
task of securing the co-operation of his
subordinates in carrying out his deep-
laid, well-thought-out plans for business
growth.

COACHING THE SALES
FORCE

The problem of the sales manager, in
the last analysis, is one of utilizing to the
utmost the capacity of each one of his

- business-getting mediums, whether it be

advertising matter or the individual sales-
man. To solve his problem necessitates
the development of a definite, systematic
plan for increasing the producing power,
the knowledge and general efficiency of
each salesman or saleswoman on the sell-
ing force. As the most effective aid in
instruction, attested to by the most suc-
cessful sales managers and manufacturers
in the country, the graphic or . chart
method of presentation and solution of a
problem is suggested.
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In this connection it 1s desirable for the
sales manager to assemble all the litera-
ture which the firm has concerning their
goods or business. This may consist of
the trade journals, all the dusty cata-
logues that are hidden away in desk draw-
ers and files, the technical books, dic-
tionaries and encyclopedias. The trade
journals, no matter how old, should be
assembled and kept for reference, per-
haps bound. They may be laid out in an
orderly manner on a table. The books
should be placed in some convenient
and inviting form for reference, some on
shelves, and the special reference books
on tables handy for use.

It 1s also desirable that a list of books
in the local library bearing on the sub-
jects pertaining to the firm’s business and
on salesmanship be looked up and a list
posted for the whole salesforce to see.
Where possible it is advisable for a spe-
cial reading-room to be provided, or the
book shelves and tables may be placed in
a corner of the general conference room,
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or.in any available nook of the premises.
But the more inviting and convenient this
display of literature is made the greater
will be the interest taken by the salesforce..

In many large firms this is a regular .
department. It does not need to be ex-
pensive. It is mainly a matter of using
materials and talent in the organization
that is not now utilized to the best advan--
tage. This method shows daily progress -
of the salesforce. |

USE THE CHART METHOD

Having gone so far the salés manager
or some one especially fitted for such work
should give the salesforce a series of
weekly talks on salesmanship principles
and methods extending over at least three
months’ time. The element of time must
be considered in building up a salesforce.
Some will respond quickly and others
slowly, but in the end there will be a sur-
prising and very gratifying development
of the whole staff. Teaching a salesforce
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from charts is the easiest and most effec-
tive way of getting ideas into the minds
of a salesforce. The lectures should be
supplemented by demonstration sales.

If you attempt merely to talk to a group
of salesmen the chances are that during
your talk they will be thinking about
many other things besides what you are
trying to convey to them, unless they pos-
sess unusual powers of concentration ; but
if you have a chart for them to look at,
you have a concrete object to focus their
attention on and you are going to make
a definite and lasting impression upon
your hearers.

- For the sales manager I would suggest
the use of three distinct kinds of charts
in training his force. The first of these
might be a chart of goods analysis as pre-
sented in this course. This chart should
show the source and nature of the raw
materials out of which any given article
is made—the process of manufacture in
detail, with special emphasis upon points
that determine superiority and value, the
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finishing processes that are employed to
bring the product to the customer in the
most advantageous form. These points
covering analysis should be so arranged
that the salesman can present them in a
logical and convincing manner.

A Goods Analysis chart usually shows
the salesman first of all how much he does
not know about his goods, and the first
step toward knowing is cognizance of one’s
ignorance on a subject. So the thorough
salesman will start to read the trade jour-
nals, the catalogues, and even the general
and trade encyclopedias. Often a concern
will send its salesman on a tour of its fac-
tory under the tutelage of one of its most
experienced men, and thus give a sales-
man a first-hand knowledge that makes
him a master in his line. This informa-
tion, for the greater part, has been lying
within his grasp all the time, but his
deeper interest has never before been
aroused. Or he has been allowed to get
into a rut, instead of being spurred to
secure this most desirable knowledge and
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making it a part of his mental equipment,
toward the end of developing his ability
and increasing the volume of his sales.
When a salesman has been thoroughly
aroused to the value of knowing all there
1s to know about his goods, he becomes a
new man for his firm from then on. Whole
salesforces have been transformed by get-
ting this big idea into an organization
through the means of;proper charts.

STANDARDIZING THE
SALES TALK

The chart method almost invariably
shows the sales manager some points upon
which he himself really needs more infor-
mation, because in teaching others he
must of necessity teach himself in order
to keep a step ahead of them. Thus he
strengthens his own hold on his men and
largely augments his influence over them.
By following the method outlined the
sales manager can standardize the sales
talk of his whole force on any particular
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article that his firm handles or is prepar-
ing to put on the market. Such a plan
makes it possible to talk any article with
a degree of uniformity and effectiveness
that experience has shown to be produc-
tive of the best results. Moreover, it will
be done easily and with no apparent effort
by each individual. This is how large
manufacturers drill their salesmen, so that
a man selling their products in New York
tells the same story that their man in
California is telling his customers.

Without a well-defined plan there would
be very little control over sales, and it
would be difficult, if not impossible, to
ascertain the weakest points in the dis-
tributing end of a business. The necessity
for a close, well-knit organization is ap-
parent to even the casual observer.

When the idea that the greatest possible
knowledge of his goods 1s the prime asset
of a salesman is thoroughly instilled into
a selling force, he should be made cog-
nizant of two other basic principles of
salesmanship; first, the consideration of
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the salesman’s personality, which, by the
way, 1s 90 per cent of selling; and second,
the analysis and handling of the different
types of customers.

BUILDING UP PERSONALITY

When it comes to drilling the salesforce
to handling the different types of custom-
ers the sales manager can use the type
analysis, Part VIII, adding whatever ideas
of his own that -may occur to him. These
type analyses have been built up from the
experience and observations of a great
many sales managers, as well as students
and writers on this subject.

The store system should also be charted
and posted where it can be seen con-
stantly. This has a good effect in stimu-
lating the salesforce to live up to the firm’s
system and to devise new methods for
saving time and money. The salesforce
should be encouraged and rewarded for
such effort. The idea that this lesson has
tried to convey is that a thorough knowl-
edge of goods is the first or basic principle
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of real salesmanship, that this knowledge
can be easily acquired, and a certain for-
mula or chart can be made to throw new
light on the sales talk so that a whole
organization will be vitalized. This is
something worthy of the attention of every
sales manager.

IMPORTANCE OF
- KNOWLEDGE OF GOODS

If your salesforce is scattered, the ideas
in this article can be communicated
through the use of the charts with supple-
mentary instruction by means of letters
and printed matter from the sales mana-
ger, sent out weekly. Salesmen in distant
territories will respond to this method
almost as well as those you gather in a
group before you at the home office.

- No up-to-date sales manager can afford
to overlook this phase of training his sales-
force. Within a short period of time he
should be able to see a very substantial
increase in sales, and the quotas of his

Google i gl il
i PR UNIVERSITY OF CALIFORNIA



ADVANCED MODERN SALESMANSHIP 97

men exceeded to such a degree that the
entire force will see that the sales manager
merits their support because he knows his
business. Other problems in sales man-
agement we shall be pleased to discuss
with our patrons and students.
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