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ABETRACT

The purpose of tils study was to determine the gualifie-
cations reguired for successful saleswork as interpreted by
employers who hire salespeople, the salespeople themselves,
the consumers who buy from salespeople, and the instructors
who teach salesmsnship in the two-yoar colleges of Kaensas.

Date was collected by means of & check list filled out by
sixteen reteil employers, fourteen reteil salespecple, ten
travellng salespeople, elght door-to-door salespeople, thirteen
salespeople who sell a servioce, twelve consumers, snd thirteen
salesmanship instractors. The check list was supplemented by
& personal lnterview with everyone except the salesmanship
instructors. The check list contained the topics covered in a
salesmanshlp gourse as offered in the Chanute Junior College.
The person filling out the check list wes asked to indicate
whether, in his opinicn, the tople is of great lamportence, some
importance, or little importence to a sslesperson in order to
be succesaful.

In susmerizing the study the dste was divided into three
areas. The flrst erea wes the personsl quelifications, both
physical and mental, that the selesperson should possess., It
wa8 found that the following items ranked highest in this order:
&ourtoty. taot, truthfulness, clesnliness end grooming, and
loyalty. The second ares oovered skills in English and Apithmetic
It was found that the following items renked highest in this

iv



order: aocourscy, csleulating whet She customer is to pay,
enunclation, knowledge of how to emphasize important parts of

the sales Salk, and pronunciestion. The third eres was devoted

to items the salesperson should heve s knowledge of. The
following items ranked highest in this order: manner of spproach
and grecting, thorough knowledge of product, ethical Lrestment

of customer, know yourself, methods of applying for e position,
customer objections and how %0 meet them, everyone is e sslesmsen,
knowledge of how to contaot employers, knowledge of cunsumers
needs and wsnts, and knowledge of how %o increase sales.

It wes recommended that teachers in the twoe-year colleges
of Kensas revise their selesmanshlp eourse in order to devote
sufficient time to the more important toples. It wes further
recomumended that teachers place more emphasis on personsl
qualifications and good Zagiish. Finally, it wes reconmended
that more students be encouraged %0 Sake salesmanship and thet
stress be placed on retalling.



TABLE
I.
II.
IIX.
Iv.
v.

VII.
Viil.
IX.
X.

XI1.

AI1X.

nv.

v,

LIST CF TaBLES

TIPES AND KUMBER OF PERSONS IRTERVIBWED veveaed
THE SELLER'S PLRSOHALITY  PHYSICAL QUALITIES .
THE SELLER'S PERSONALITY - MENTAL QUALITIES ...
THE SELLER'S BEILLS « BHOLISH ceeescucssccsscone
THE SELLER'S SKILLS « ABITEUETIC evecescvcocces
BASIC KNOWLEDGE NERDED IN SELLING eeveesscscnes
THE SALES TRANBACTION scevsceconscocvssvncscsae
SPSCIAL MEDIUNS FOR UELLING sevecevescooncncsos
ABLLING PORIOLIBE syeannssansnonssinaannssueons
MERGHANDISE IRPORMATION eesecccvoscacrsnsonnnan
GTORE BYITEM evccasvssvonsnsssosrsccasnesesssae
SELLING OMBSELY ceuecscssossnsnssvocascsanossss

RELATIVE IKPORTANCE OF PERSONAL QUALIVICATIONS
m BY 5&133?«:0?‘3 LA A R R L R A RN R E NN

FELATIVE TUPORTANCE OF SKILLG HELDED BY
smmwm (AR S R R YN T R RS

RELATIVE IMPORTANCE OF EKNOWLEDGES NERDED BY
SALESFROPLE L N R R

vi

PAGE
11
14
8
23
27
32
35
38
L2
b5
L8
51

35

57



CHAPTER I

INTRODUCTION

Statenent of the Problem

The purpose of the problem is to deteraine the gqualifi-
cetions required for successful saleswork as interpreted by
the employers who hire sslespeople, the salespeople themselves,
the consumers who buy from the saleaspeople, and the instructors

who teach sslesmanship in the two-year colleges of Kansas.

Heed for the Study

There is a definite trend from the seller’'s merket to
the buyer's market in our selling todsy. It is important
at this particular time for the salespeocple to know this
and be able to meet the needs of the consumer. In order to
meet these requirements it is important for the teacher of
salesmenship, as well as the selesman, to know what quelities,
skills, and knowledges the salesperson should possess.

There is an endless nuamber of topics that cen be covered
in a gemeral ocourse in salesmansbip. Since most college
salesmenship classes meet only two or three days a week for
elghteen weeks there is not sufficient time to cover all of
the toplies adequately. The average teacher follows the
partiocular text he is using end probably doesn't know which
toples are most important end should have the most time

1



allotted %o them. A8 & result perhaps meny less important
topiocs are receiving too much attention while some more
lmportant topiocs receive very little. It is the esuthor's
opinion that more tize should be allotted to the more
importent topics end less time to the others.

Salespecple slresdy in the fleld will benefit from
this study too. Fred H. Westberg writes:

"Salesman are born, not made," was once
& fevorite expression among merchsnts end
sales managers. The statement wes valid at
¢ time when the ethics of merchsndising were
sunzoned up in the words, "let the buyer beware."
During thet era, the qualificstions of & success=-
ful salesman were o glid tongue, a amixture of
Yankee shrewdness, and a ready fountain pen.
Times have changed. Now it is the duty of the
salesperson to aid people to buy intelligently.
Today's salesmen is & buying counsellor who
realizes that continued customer confidence ig
more important then making & particulasr sale.
It is hoped thet this study will help salespeople realize
the importance of Mr. Westberg's statement.

It is the purpose of this study to determine which
topics should be covered in a general course in college
selesmanship. The importance of esch topic will be deter-
mined, too, so that a proportionste amount of tice can be

sllotted to each.

Limitetions of the Study

The study wes mede primerily in Chanute, Kansas during
the school year 1948-1949, except for the oheck list mailed

to the teachers of selesmaenship in the two-year collegss of

lvgerchendising end Sales Training," ﬂg{%gigg
Zducation Assoclation Forum, (November, 1947), pp. 10-12.



Xanses. A few salesspecple and consumers in Iola, Hansas
are inoluded.,
Furthermore, the study is limited to a select group
of employera, employess, as shown in Teble I, and consumers.
¥inally, the study 1s lisited %o the check list as
prepared by the researcher, and found in the appendix of
the study. '

Definition of Terms

Retall Employexr. The owner or menager who does the
hiring of salespesople for that partiocular retail store,

Hetall Emplovee. The employee hired to sell merchandise
in a particulaer retaill store.

Hholesals Cglesmen, Term applied to traveling sales-
people who trevel for a wholesale or manufacturing concern,
They usually call on retall stores,

Door-to~Door Selesman. Term applisd to those sales-

people who attempt %o sell at the customer's honme,

Sexvice Saglesuan., Term epplied to those salespeople
who sell a service rather than a tangible commodity. An
illustration might be s bank employee, insurance salesman,
barber, beauty operator, ata.

Consumer., Any person who buys a commodity or a service
from & salesperson,

Zegcher. One who tosches sslesmanship in one of the

two-year colleges of Xanses.
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Helated Studies

A study wes made by Stephsn G. Fitchijien &t Syracuse
University, Syrscuse, New York.? Twenty retail stores of
various types in Syracuse were selected to be used 1n.tha
survey to deteramine the qualificetions needed by beginning
employees. The employeses represented any type of work that
beginners were hired %o do. In order to gather the necsasary
data two questionnasirea wore used. 0(ne questionnaire asked
for genersl information sbout the atore. The seoond one
requested specific information for each distributive oocou=~
pation for whish beginners were hired. The questionneires
were presented %o the employer in each store and supplemented
by & personal interview. The results of the survey showed:
1. OSchool subjects in which applicants must be well trained
include érithmetlic, penmsnship, Znglish, retalling, sales-
menship, bookkeeping, end office praotice., 2. The most
frequently checked duties spplicants should be able to perform
include properly cering for and handling equipment and mere-
chandise, keeping records, applying production information,
and applying principles of salesmanship. 3. The most
frequently checked egulipment applicents should be sble to
use include the cssh reglster, hand tools, the hand truck,
and the sales book. 4. The epplicant should possess good

vy Survey of the Opinlons of Employers Regarding the
Yuelifications of Beginning Retail Employees in Syracuse,
Wew York," {usmpublished master's thesis, Syracuse University,
1947), 114 pp.



personal end physical gualities., 5. The most frequently
checked weskpesaes lncluded insbility to apply the funds-
mental processes involved in simple arithmetic, weak
vocabulaeries, and poor use of English., It was recommended
that further studies be made to obtaln more details. It

was further recommended thet schoels give priusry emphssis

on developing end rarinlﬁc negessary perscnality traits snd
teaching essentiel subjeot metter. Finally, it wes recome
nended that such training plece secondary emphasis on teaching
students use of equipment and performance of dutlies.

# seocond sbtudy was made by ilma Lee Puckett at the
University of Towa.? The study was made to determine what
sales duties are most frequently performed by all types of
retail salespesople in Pekin, Illinois; and tc sscure opinions
of experionced retall salespeoples &8 Lo the most helpful type
of instruction whieh high schools oun give students., 4 check
1ist% of seventy duties commonly perforumed by asll types of
retall salespecple was set up., Thirteen girls from advanced
commercial classes were selected to help interview 105 sales-
people in 41 retall stores., 4an effort was made $0 interview
people who would be representative sccording to age, sex,
schooling, and experience., 1t was found that the following
dutles are most frequently performed: learn what the

customer wants; select the right merchandise to show the

Juy Jtudy of the Duties of Retall Salespeople of Pekin,
Illinols, for the Purpose of Buillding a Currlculum in
Distributive Education for Pekin Community High School,"
{unpublished master's thesis, University of Iowa, 19&05. 75 ppe
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gustomer; help the customer mske up her mind on which article
to buy; suggest additionsl merchanélse; make ocut sales slips,
use oash register, mske change, and wrap merchendise; spend
much $ime dusting and srranging stoek, It wes found that

the following duties might be profitably taught in school:
how to wmske changs; use cash reglster and edding meschine;
wrep merchsndise; psint showesrds; sdvertising; window
trimming; secure knowledge of merchandise. It was found
thet the following duties might bde learned best on the Jjob:
sslecting proper merchendise for customer; domanntragias
merchandise; working in all departments; glving information
about location of mesrchendise; exchengling mershandise., It
wag recoumended thet evening extension classes be continued,
end thet the business department of the scheol strive to
evantuelly heve & complete mnéchandisins eurriculum.

4 third study wes made by Thomes Vesssr Yorton at New
York Univoraity.‘ The purpose of the study was to discover
what tralte snd duties are required of reteil sslespersons
in depertment stores, and elso to determine what educstional
fecilitles are sveilable for retsil ssles trainirg in the
ares under investigetion., Twenty department stores in the
Hew York metropoliten aree were chosen and clessified into
three groupe eocording to type of clientele gerved. Duties

and tralte of selespeople were obtained from various menuels,

begraits and Puties Required of Retsll Salesperscns in
Department Stores,”™ (unpublished master's thesis, New York
Univeraity, 1933), 66 pp.



Job analyses, reting sheets, etc, colleocted from stores.

i cheok list of duties of retall selespeople was prepared

by one store und used as & cheok sheet with other stores.

Unly eighteen stores responded., To determine the smount

of attention given %o retailing in schools, the curriculs

of high schools in the area wes anslyzed. It was found

thet thers is a definite demand from departmsnt stores for
salespeople possessing certain trelite. CFf the thirty traite
listed, health, personasl appeerance, industry, responsibility,
and intelligence recelved the highest reting, It was also
found that certain duties are ccmmon to all selling Jobs

in depertaent stores. There were a large number of these
listed under contects with customer, relationship with store,
store systeam, cere of stook, and merohandise knowledge. It
was found that %he school is the place $o begin the development
of trelits; whereas Sraining on the Job, rather than in school
should be glven for the mejority of the dutles. Treits snd
duties can both be developed further if sohool snd job training
are combined. It was found that thores were only four high
schools in the metropollban area offering retalilng courses,
411 Tour schools give treining in most of the major traits
and duties. The main recommendation offered was that thers

skould bs more intensive studles msde over & larger area.



Yethod of frocedurs

Under the NHormative-survey Method of Research the
check list, supplemented by perscnal interviews, was used.
The check list wes mailed %o sslesmanship teschers in the
two-yeer colleges of Kansas. The check list was supple~
mented by a personsl interview with employers of ssles-
people, salespecple themselves, and consumers of goods
and services. According vo Good, Barr, and Socates it is
possible to secure more date with & personsl interview
a8 people went to see who is getting the informetion and
how 1t will be used. Furthermore, they need the stimulstion
of personal contacts in order to be "drawn out.” Likewlse,
the interview permits the interviewer to gsin en impression
- of the person who is glving the faots, to form some judge~
ment of the truth in the faots, and to "read between the
lines," things that are not said.’

A check 1list with rating scale (see appendix) was
composed containing the toplos covered in a general course
in selesmanship es offered in the Chanute Junior College.
The check list was needed as a bassis for correlation end
continuity in handling interviews. The cheeck list was
submltted to the researcher's committee for their approval
before being used in the survey. In reting each topie,

5Carter V. Good, 4. 5. Barr, end Dougles E. Scates, %gg
Kethodology of Educetions] Neseerch (New York, 1941), p. "



the person fllling out the check list wes to indloate
whether the topic is of great importance, some importance,
or litile importence in his partiocular Sonnaosian to
selling. _

Interviews were held with sixteen employers of sales~-
people ln various types of retail stores in Chanute and
lola; fourteen engloyeea'working as salespeople in various
types of retail stores in Chanute end Iola; ten traveling
salespeople, living in Chenute and Iole, who sell for
wholesale and manufecturing concerns; eight door-to-door
salespeople in Chanute who make their conteets in the home;
thirteen sslespeople in Chanute who sell some type of
service rather then & tsngible commodity; twelve consumers
in Chenute and Iola who buy from the sslespeople.

4 esopy of the chieck 1list wes sent to instructors in
sulesmanship in junior colleges and cther two-yesr colleges
of Xanses @s listed in the Kansas Zducaetional Directory.®
Completed returns were received from thirteen of theum,
Four colleges indicated they did not offer a course in
salesmanship. Three colleges d4id not bother to answer.

The study is besed on a total of seventy-thiree inter-
views and check lists, covering six different groups of
pecple connected with selling, aend thirtcen check lists

mailed %o teachers of salesmanship in the two-year colleges

6mwmm {1948-1949), ppe 75-77.
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of Kansas (see Table I). Hajor emphasis was givea to retail
selling because according to Faul E. Smith, the majority of
people who snter the selling field do so in some type of
retail store.’

The date collected with the oheck lists and interviews
has been compiled into tables, snd snalyzed in order to
determine the 1npor$aneo.or each of the toplcs covered in

the salesmanship course,

7"ﬁeloamanship—-ObJoctivns and Course Content," ygggag
Zusiness fducstion sssceistion Forum, (ipril, 1948], . 37.
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TABIE 1

TIPES AND NUMBER OF PERSCNS INTERVIEWED

e
Type Humber

Retail Employers:
Grocery Store
Lumber Yard
Yepertment Itors
llsrdware Store
Ken's Clothing Stors
Drug Store
Furniture Stors
Ledles' Clothing Gtore
Chevreclet Motor Company

Hetell Employees:
Furniture Store
Ford Kotor Company
en's Clothing Store
Grocery Gtore
Department Store
Lumber Yard
Drug Store
Gervice Station
Restaurant

#holesale Salesmen:
Grocery
VWallpapsr
Cement
Refinery
Fesd
Herdware .
Crackers and Cookies
Seeds
keat

Loor-to=Door Oelesmen:
Fuller Brushes
Jewel Tes
Books and Bibles
Grand Union
Cosmetics
Hose
Dresses

= —
PR RO R b 0 R b b b e 00 © e e b A O B 0 B0 A0 O A B 20
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TABLE I (Continued)

TYPES ARD RUMBER OF PERSONS INTERVIEWED

s —— ===
Type Number

Service Sslesmen:
Doetor
Barber
Dentist
Hurse
Bank Teller
Sank Cashier
Beauty Operator
Insurance
itenographer
Lawyer

’-‘
Pt o B ot et et et ot A

Consuners

n

Teachers (eheock list only)

fot
=

Total

o
o




CHAPTER IX

PERSONAL QUALIFICATIONS CONSIDERED ESSENTIAL
FOR SUCCESSFUL SALESWORK

In order for a sslesperson to be successful it is
necessary for hia to develop 8 welle-rounded personality.
To achieve this parsonalihy 1% is necessary for the

salesperson %o possess certain physicsl and nentasl qualities.
Zhysical Juelities

Table II 18 a summary of the physical qualities the
salesperson should possess as indicated by the seven groups
of people filling out check lists. It is interesting end
importent to note thet not a aingle item was cheoked as
being of little importsnce by any one of the eighty-six
peocples contacted. OCleanliness and grooming received the
highest rating of any of the physical quelities listed.
The importance of being ¢lean and wyll-sroaasd is recog-
nized in the ianstructions given by the L. E, Waterman
Company %0 its salesmen: "Cleanliness is the most important
feesture of sppearance. Well-brushed hair and clean hands
make & greater lmpression than bright neckties and fancy
waisteoats. "1

One salesperson indicsted thet most selling contascts

are ahort, and thet the customer's first lapression of &

1R, G. Walters end John ¥. Wingate, Fundemenbals of
Selling (Cineinnati, 1948), p. 142.

13



TABLE IIX

THE SELLER'S PERSONALITY - PHYSICAL QUALITIES

o p - - B e . =
in Salesmanship Employer [Employee ‘%Wholesale Door
A_B C A B _C 4 B C A B _C

Health &

Physique i 2 0O ik’ 3 @ 5 § 0 6 2 0
Good

Posture i1 §$ 0 10 § © 2 59 5 3 0
Cleanliness &

Grooming b 2 0 13 1 © 9 1 0 g8 0 0
Clothes i2 4 O 12 2 0O g€ 2 0 6 2 0
Voice 11 § ¢ 11 3 ¢ 6 4 0 7 %@
Kannerisms 11 5§ 0 12 2 ¢© 8 2 0 5 3 ©

A - Great Importance
B - Some Importance
€ - Little Importance



TABLE 1I (vontinued)

15

TEL SELLER'S FERBOHALITY - PHYSICAL QUALITIES

Topics Govered

in Salesmsnship dervice Consumer Teacher Total
Courpsse A _B_C A B C A B C a4 B ¢
Health &

~ Physique 2 1 0 8 4 0 11 2 0 6719 ©
Good
Fosture 0 3 © &6 6 0 12 1 0 5% 27 ©
Cleanliness &
Grooming 13 0 06 12 0 0 312 1 0 81 5 O
Clothes 32 2 0 11 1 O 11 2 O 7214 O
Volce 16 3 0 b 0 11 2 0 6422 O
Mannerisas 10 3 © 4 0 11 2 0 6521 ©

A = Grest Importance
B ~ Soms lmportsnce
C = Little Importance
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salesmen is often hls only impression. Therefore, it is of
the utmost lmportence that s sslesmen be clesu, well-groomed,
thet his clothes be eleen and neet, snd that he hee & pleasing
and sincere voice. Good heslth i1s of great lmportence becsuse
@ person cannot do bis dbest work while feeling "under the
weather."” One wholesale salesman seld that good health was

of perticuler lmpartnnae.ta him since he has to be out in

&ll kinds of weather snd lives in varied environments,

Good posture ronked lowest, but wss still econsidersd to be
important to the seller's personality.

Stephan G, Fitehijlan found in his study of reteil
salespeoples that out of twenty employers interviewed nine-
teen ochecked grooming &8 beling of greet importance,
eighteen checked heslth, sixtesn checked spesch, snd
twelve checked paatur&.z

Thomes Vessar Worton found in his study of department
store salespeople that out of sighteen employers interviewed
oishheén checked health ané personal appeerance &s being of
great importance.

These findings seem to correlste very well with this

svudy.

Heotsl Juelitles

According to M., A. Jencks, selling is definitely a

20p. git., p. 87.
30p. gib., Do 7.

PORTER LIBRARY



mentel process, pubtting 1t in the cless of & highly soientific
nubjeat.h Table III, whioch is 2 susmery of the mental
quelities e salesperson should posgess, verifies this
statement., Though the mental quelities in the cheok list,
a8 a whole, 4o not rate quite &8s high as the physical
quelities, 1% is importent to note thet there were very few
items rated gs being of iittlo importance by snyone in any
of the groups. Courtesy not only ranked grestest in lapor-
tence of the zentel quelities, but elso ranked higher then
any other itew on the entire cheok 1iast. Tact end truthfulness
also renked very high in sll types of selling. Imsgination
received the lowest rebting. This item was considered not
quite so importsnt in wholessle snd door-to-door selling.
Jeveral selespeople believed that if the selesperson could
gein the confidence of the customer, making bhe sale would
be esasy. One retell employsr mentioned thet belng alert
and never antegonizing the customer were of greet Llmportenoe.
Une retuall employee sdded Lhonesty end respect to the cheok
list and roted them as being of grest importance.

Stephan G. Fitehijisn found in his study of retail
employees that oubl of twenty employers interviewed nineteen
cheoked courtesy, seventeen checked lanitistive, thirteen

cheocked dependability, eleven checked cooperation, ten

brGeneral Salesmenshlp is Needed," Balance Sheet
(Septemder, 1948), pp. lh=15. ' :
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TABLE IIX

THE CELLER'S PERSOHALITY - MENTAL QUALITIES

Eopics Eoverei Rsi fi Rn%uff anr Eo

E;g:;:aamananip E:plg?ag . Emglayog Wholesale Dogr

T;uthfulneas 4 2 0 13 1 0 10 0 0 8 0 0
Loyalby 6 0 0 13 1 0 8 2 0 7 1 ©
Resourcefulness 14 2 0 12 2 0 8 2 0 &6 2 0
Inaginstion 10 4 2 6 8 0 L 6 0 3 50
Courage 10 5 1 10 4 0 10 0 0© 8 0 0
Self-confidence 13 3 0 11 3 © 6 4 © 6 2 0
Ambition 12 4 0 12 2 O g8 2 0 8 0 0
Industry 1 2 0 12 2 O 8 2 0 g8 0 0
Initiative 13 3 0 10 4 © A 6 O 6 2 0
Adaptability 13 3 0 10 4 O 6 4 © 4 4 ©
Observetion 15 1 0 12 2 0 8 2 0 6 2 0
Enthusiesam 2 4 0 12 2 0 8 2 0 7 1 0
Courtesy 16 0 ¢ 14 0 O 9 1 ¢ 8 0 0
Tact 16 0 0 13 1 0 1 0 o 7 10
éﬁ:::;:: - 1 2 0 13 1 0 6 4 O 6 2 ¢

A = Great Importance
B - Some Importence
C - Little Iaportance
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TABLE III (Continued)

THE SELLER'S PERSONALITY - MENTAL QUALITIES

Topics Covered
in Sslesmanship

Hdervice

Trathfulness
Loyalty
Resourcefulness
Imaginetion
Courage
Jelf-confidence
Ambition
Industry
initiative
Adaptability
Ubservation
Enthusiasm
Courtesy

Taot

Interest in
Customer

12
13
iz

8
il
i2
10
11

12

B
1
0
i
3
2
' &
3
1
b
3
1
1
o
0

i

cC © O © © O » O ©C © N © © o

o

* Consuner
B

i2 0 0O
8 3 1
6 5 1
6 4 2
6 4 2
3 9 ¢
8 2 2
10 2 0
L 7 1
3 7 2
7 5 0
8 4 0
iz 0 0
i1 1 ¢
9 2 1

Teacher

12
1z
12

8

9
12
i1
11
11
10
10
12
13
12

i2

O W W NN N F v e

0O 0 0o 0 © ' © © © © oo o o

o

Total

81 5
77 8
70 15
46 35
64 19
63 23
69 15
76 11
57 28
56 28
70 16
71 15
& 1
82 &

72 13

©C O O ©C N M N O w O M M O IO

A « Great Importance
B -« Some Importance

C « Little Importsnce
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checked alertness, and elght checked smbition, loyalty,

tact, and responsibility. The main weaknesses of retall
salespeople as found by Mp, Fitehijien were lack of initiative
anéd self-sonfidence.’

Thomss Vassar Horton found in his study of department
store salespeople that out of oiéhtoon employers interviewed
sixteen checked 1nﬁustry'as being of great importsnce,
fourteen checked responsibility, thirteen checked loyalty,
twelve ohscked interest and adaptabllity, eleven checked self-
confidence, initiative, lmegination, and enthusissm, nine
checked tacot, and six checked ambition.6

liost of these qualities correlate with this study of

salesmanship in general.
Sunmsry

According %o Ruben J. Dumler, "Success in slmost any
field depends about 75 per cent upon personality and 25 per
cent upon knowledge and skill. success in selling is dependent
upon personality to a large dnsrao."7 Tables II snd III
indicate the great importunce of the seller's personality if
he is to be & successful salesman. Hvery quality on the check
1list should be included in the iastruction. Furthermore,

’92- m.. PBe 85 and 87.
®Loc. oi.

7"3aleamanch1 b " =
p for Lverybody," Balance Sheet
(September, 1947), pe 26. ' ;
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honesty, respect, never antagenize the customer, end slertness
were added %o the check list by one salesman cnd should be
added to the instruction too. Appearance, good health,
pleasing end sincerec voice, courtesy, tact, and truthfulness,
beceuse of thelr high reting on the check lists, should be
given special emphesis in the instruction. However, do not
neglect any of the obher'qualitins.



CEAPTER IIX
SEILLYS CONSIDERED EGCENTIAL FOR SUCCEUSFUL SALEGWORK

in order to become a successful sslesperson certain
skills should be asstered. Two luportant skills to be .
considered in this study are English and Arithmetic.

Znglish

7able IV summarizes the seller's skill in xngillh.
Though the totel anslysis of English indicated that 1t is
fmportent in saleswork, it did not receive as high a rating
a8 the researcher antiocipated. OSeveral salespeople indicated
that the type of grammar %o use depends on the particular
customer. They seemed to fesl that the majority of custonmers
do not use very good gramusr so0 it was better for the salesman
not to be too partioculsr snd concise unless the ocustomer spoke
that way. The teachers of selesmanship naturally felt that
English is of great ilmportance; and most of the consumers
preferred to havoISha salesperson use good English,.

Enunciation and knowledge of how %o emphasize important
parts of the salea talk ranked & little higher than the other
items on the check list. 8Slang rated lower than any other
item in importance. Slang seems %0 be very generally used
today in selling and most of the employers, salespeople,

consumers, and teachers felt thet it is 2ll right o use a

22



T4BLE IV

THE SELLER'S SKILLE - ENGLISH

Topics Covered weball Retail Toor GO
in CUslesmenship Bumployer Zmployee Vholesale Loor
Sourse A B C - A B GC _A B G A_B C
Effects of

incorrect

Granmay 4 7 5 ? & % 6 1 3 h 4 O
Unity in the

bales Talk 7 7 3 7 & 3 6 1 3 5 3 ©
GCoherence iun the -

Sales Talk 8 6 2 T 5 3 b 3 3 6 2 0
Enowledge of How

to Bmphaslize

Inportant Parts

of Sales Talk 9 5 2 g & 1 T = 2 b & ©
Building a ’

Vocabulery 5 9 2 g 5 1 1 6 3 5$ 3 0
Chooslag Words

to Use g8 5 3 T ¢ 1 3 4 3 6 2 O
Slang $ T & g 3 3 3 & 2 6 0
Pronunciation g 5 2 5 0 5 2 3 L 4 O
Enunnistion g8 6 2 10 4 © 3 3 2 b & ©
Legible

Penmanship L TR R RN kAR L & ©

A = Great Importance
B « Some Importance
C « Little Importance
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TABLE IV (Continued)

THE SELLER'S BKILLS - ENGLISH

e e A S — i Wi

Fop
in Galesmenshi gervice Vonsumer Teacher Yotel

Course A B G 4 B C A B G A B C
Effeate of

Incorrect

Graomar 7 4 2 8 3 1 5 8 0 41 33 12
Unity in the

Sales Talk 6 4 3 9 2 1 9 4 0O 49 25 12
Coherance in the

Sales Talk 7-3 3 7 2 3 9 & 0 48 25 13
Enowledge of lMow

to Emphasize

Important Parts
of Gales Talk 2.3 3 & 3 3 11 2 0 353 2210

Building e

Voesbulary 7 6.0 5 5 2 6 7 0 37, 8
Choosing ¥ords

to Use s 2 6 4 2 8 5 0 L4 3111
Slang 6 5 &b 6 2 5 8 O 24 b 18
Pronunciation 8 3 2 8 3 1 6 7 0 K929 8
Enunciation 0 2 1 9 3 0 8 5 0 5229 5
Lagible

Penuanship 8 3 2 5 6 1 4 8 0 39239 8

4 = Great Importance
3 - Gome ortance
C - Little ortance
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certeln smount of it. The amount snd kind of slang used
would probably depend somewhat on the prospestive customer.

Guite & varied respouse was received in regard o
peamanshlp, tuough the majority did think it was of some
or great laportence. As far as actual selling 1s concerned
peamansiip is of little importznce, bub most salespecple
have ¢ make oubl sales aiips or ordar blanks which often
have %0 bs read by someons else. Une grogsry store owner
sald that penmenship was of great importance in her store
since one person takes the order by telephone, another person
puts the exda: up, end & third person hes to deliver the order.
Two employers suggested the need for vetter spelling among
salespecple.

Building & voesbulary and choosing words to use d4id not
rate a8 high as the researcher anticipated. According to one
large insursnoe company a varied vocabulery is important:

The language of a 1aﬁyar is different
from that of a priest or e&n engineer. Zaeh
possesses a lerge voeabulary of words, terms,
and phrases of whioh the others are lanorasnt.

You doubtless have haed the experience
of being the only layman present in a group
of doctors or lewyers or engineers or the
menmbers of some other profession. If =o,
you heve probsbly felt just a little out of
place. You have been unable to Jjoin ia the
gonversation because of your ignorance of
the things that were being talked asbout.

And if one of the perty stopped telking "shop"
and spoke to you in “everyday®™ Zaglish, you

probably Telt that he was just being polite.
If you stayed very long in such & gethering,
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you were either ignored or vored, and if she
1§ttcr. you slsoc felt thet you were boring
obhers.

How while such situaticns are not
frequent, for birds of & festher sre sel-
dom joined by a bird of another feather,
it illustrates the point that each indi-
vidual, when aloans, thinks in %teras of
his vocationsl and soolal savironuent.

48 a salesaman you will approach Browa, bhe
lewyer, one day, Smith, the dooctor, the pext
day, Davis, the Lagloeer, on soms obther

day; and insofar es you present your
proposition in thelir respective voecstionsl or
avoocational languages, the quiocker will you
angage thelr interest, nake your own ideas
clear to, them, and induce them to buy your
service.t

Stephan G, Fitehijisn found Lo hia study of retell
employees that out of seventeen employsra lnterviewsd
sizteen checked English es belng of great importance,
and Yen checked peamanship. English was sonsidered as

[

being one of the grenteat weaknesses of reteil salespeople.
aplthaetic
According to Table ¥V askill in the gensral principles
of arithmetic are very lamportant. Everyone sgreed thet the
salesman nust be able %o do fandsnmentel arithmetio 1n order
to caloulate what the customer 1z %0 pay. A1l were agreed
thet 1t was more important 8o go a listle slower and de

acocurate than $0 hurry and meke mistekes. 4 knowledge of
seles tax is important tc the salesman in the retall store

lreul W, Ivey, Successful Selesmanship, (New York, 1947),
pp @ 21"22 o

20p. oib., pp. 46 and 84.
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TABLE V

THE SELLER'S SKILLS ~ ARITHMETIC

?upfcs Eovsrod Rotuif Emiafi Egor Eo
in Jalesmanship ZEmployer Employee VWholesale Door
Sougse A B C A B G

AR C A BSOS

Caloulating

What Customer

is to Pay 13 3 0 13 1 o 5 5 0 A
Sales Tex 13 1 2 10 3 1 & 1 5 b 1 3
Acouracy i3 3 0 12 2 ¢ 7 3 o 6 2 ©
Discounts 2 212 7 4 3 7 1 @ 0 2 6
Use of

Percentage b 3 9 7 2 4 0
Comparisons 0 313 L 6 4 5 2 3 0 5
Pricing Goods _ .

and Services 2 311 3 9 2 5 2 ) © 3 5
Caloulating

Profits 0 4 12 5 4 5 5 % 3 11 6

A « Great Importance
B - Some Imporsence
C « Little Importence
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TABLE V (Continued)

THE SELLER'S SKILLS « ARITHHETIOC

Topics Covered .

in Selesmanship Service Consumer Teacher Total
A

Caleculating

What Custonmer

is %o Pay 10 3 0 11 1 0 8 5 0 6719 ©

Sales Tax 2 011 10 2 0 5 8 0 48 16 22

Agcuraoy 11 2 0 11 1 0 1 3 0 7016 0O

Discounts i 5 7 6 6 0 7 5 1 302531

Use of

Percentege 6 2 5 3 6.6 1 2927 30

Comparisons 5 3 § 1 7 & 310 0 18 34 34

Prieing Goods

and Services 3 2 8 2 6 4 6 6 1 213134

Caloulating

Profits 6 4 3 © 5 7 3 9 1 20 29 37

A = Great Importance
B « Some Importence
C - Little Importance
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and some door-to-door selesmen, but the msjority of wholesale
and service salesmen interviewed do not have to figure sales
tax. The viewpoints on discounts and percentage was about
equal. The majority of reteil employers said they marked Sthe
goods @8 discounted and the salesmen needed no knowledge other
then to sell the goods as marked., Little knowledge of discounts
and percentege was needed by doore-to~door salespeocple. OJervice
Salespeople needed little knowledge of dlscounts but were
about equally divided on percentage. The consumers csred
little as to what skills the salesperson had in srithuetic es
long as he could figure the consumer's bill acourstely.

kost of the employers, salespeopls, consumers, sad
teachers were agreed that the salesperson could benefit from
some knowledge of comparisons, pricing of goods and services,
and celoulating profits but Shst those items were meinly the
coneern of the owner or manager of the business. One service
employee sald thet it was importent for her to have a knowledge
of witbholding tex, social security tax, end rate tables. One
lusber yard saployer said thet his selespeople must be able %o
help customers estimate the cost of various building meterisls.

Stepban G, Fitohijian found in his study of reteil
employees that out of seventeen employers interviewed all
seventeen ohecked arithaetic ss being of great importance.
Arithuetlic wes considersd as being one of Sthe greatest weake

nesses of retail aaltapcoplo.a

31bid.
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Zhmmary

The salesmen should be able to speesk clearly and
distinetly, and know how %o emphasize important parts of the
sales talk. The salesman who meets many different types of
people must have a sufficlent vocadbulery to talk the
customer's languege. The use of sleng is becoming more
common and a certain emount is acceptable. FPenmanship is
not too importent from the selling standpoint. Howsver, any
salesman who has to take orders over the telephone, fill out
sales slips, or make ocut order blsnks should be able to write
legibly and spell correctly. All selespeople should be sble
to caloulate whabt the oustomer is o pay. Accuracy is much
more important than speed. It would be well for the salesman
to have some knowledge of discounts end percentsge. liost
salespecple do not need a knowledge of comparisons, pricing
of goods and services, or esloulating profits since that is
primarily the work of the owner or maneger.

-
L&

e
et
e |
I
e
o~
~



CHAPTER IV

ENCWLEDGES CONGIDIRED EGSERTIAL
FOR QUCCESOFUL SALEESWORK

in order to become successful, the salesperson should
possess certain knowledges about the fundamentals of selling,
the firm he works for, and the product or service he is selling.
Some of the knowledges, %o be considered here, are: basic
knowledge neoeded in selling, the ssles transsotion, speecial
mediums for selling, selling policies, merchandise informastion,

store system, and selling onseself.

Sesig Kuowledge Needed in Selling

Table VI is & summary of the basic knowledge neaded by
the salesperson in selling his produet or servies., Blackler
said, "4 fundemental of successful selling is knowledge of the
merchandise, The well-informed salesperson who has the infore
mation Yo answer the questions of customers inspires confidence
sné builds repeat sales and good will fqr the auoro.l According
to Table VI, s thorough knowledge of the product the salesperson
selle renked highest by all employers, salespeople, sonsumers,
and teachers contacted., Since service salespeople sell e service
rather than a product, they indiocated a knowledge of the service
was of great importance. One employer said that it was just as

l¥41liam R. Blackler, "Intelligent Selesmanship,”
Zducation Associstion Forum, (Februery, 1949), p. 16

31
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TABLE VI
BASIC KNCWLEDGE NEEDED IN SELLING
Eopion Eavaiﬁi Eiinif ﬁii if Eﬁgr %o

&
in Seleamenship Employer Zmployse ¥holesale Door
Sourse p B G A B G A B _C -

o

Enowledge of
Consuners leeds
and Wants 9 6 1 12 2 O 9 1 € 6 2 0

Buying Hotives
of Consuners & 7 3 5 7 2 g 1 1 3 50

How to Analyze
Consumer Demand & 5 7 8 6 0 8 1 1 5 3 ©

Thorough
Enowledge
of Product 15 1 0 10 &4 © 9 3 O 8 0 O

Thorough
Knowledge
of Firm 10 &4 2 10 4 © 7 2 3 5 3 ¢

A =« Creat Importence
B =« Some ortance
C - Little Importence
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TABLE VI (Continued)

BASIC KNOWLEDGE REEDED IN SELLING

Eopfeu Tovered

in felesmenship Service Consumer Teacher Total

Course A B _C A B C A B C A B C
Knowledge of

Consumers lieceds

and Vants i1 1 1 &€ 3 1 20 3 ) 6518 3
Buying Motives

of Consusers $ 1 3 4 3 5 8 5 © 43 29 14

How %0 inalyze
Consumer Demend 10 2 1 &6 3 3 9 L 0 50 24 12

Thorough
Enowledge
of ¥Froduct 32 ¢ 2 7 39 3 2 0 B X

Thorough
Knowledge
of Firm 9 3 1 b 6 2 10 3 0 5525 6

4 = Great Imporitance
B - Some Importence
¢ - Little Importence
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importent for the salesman to know his competitor's merchaendise
as it was to know hie own. A knowledge of the consumers needs
and wants ranked second., Blackler further stated, "Salesmanship
in its simplest terms is the ablility to satisfy the needs of
consumers. In many ceases the customer knows definitely whaet he
wants and asks for perticuler items of merchandise. Ian other
inetances, the presence of a need must be brought to his
attention."@ The other itenms in Table VI, though not as impore
tant as the two mentloned above, were considered to be of great
importance.

Fitohljlen found in hisz study of retail salespeople that
out of seventeen employers interviewed seventeen thought product

inforustion was of great 1nportanot.3

Ihe Seles Trenssotion

Table VII summarizes the importaznce of the seles transaction
Acoording %o Walters end Wingate, "It is desirable for a selesman
to know something sbout esoch gualified prospeot before he visits
the prospect or writes him & letter., This is trus, regardless
of the type of selling involved. Even a retail salesperson
ey occasionally obtain some advence information about &
customer before the ocustomer enters the store. it least, the
retail clerk should endecvor t0 gaein information, during the
time he is demonstreting an article, whioch he can use if the

customer comes into the store asnin.’“ Host of the people

2Ibig.
J8tephan G. Fitechijien, Op. gibe, pe 47.
b, 0. walters and Johan ¥, Vingate, op. git., p. 235.
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TABLE VIX

THE DALES TRANSACTION

opics Cove Hetal teil cor %o
in Salesmanship Employer Employee ¥holesale Door
A B C

b8 .0 A B C A8

Enowledge of g

the Customner i 4 © 8 5 1 16 0 © 5 3 0
¥anney of

Approach and

Greeting 6 0 0 1 0 O 9 1 0 8 ¢ O

Determining the
Customers Wants 11 4 1 12 2 © 6 2 2 6 2 0

Enowledge of
How to Display i 3 © 8 6 © 6 4 © 6 1 1

Knowliedge of
How to
Demonstrate 12 3 2 1 2 1 7 1 2 6 1 1

Enowledge of
Customer Objec~-
tions & Pow to

Meet Them i 0 3 13 1 ¢ 9 1 0 7 0 1
Enowledge of

¥hen to Cloae

the dale 13 3 2 g8 5 1 8 2 C© 7 3 ¢
Enowledge of

Terms of Yale i 3 2 W 2 3 7 3 ¢ 8§ 0 ©
Manner of

Farewell 14 2 0 10 3 1 7 8 & 5 3 0
Analyze Your

Failures 7O S 2 5 ¢ > 3 B 33 @
EKnowledge of

liow to Inersase

Sales 14 2 0 12 2 0 16 O © 8 0 O

A = Opeat Inportance
B - Gome Ing:;tanca
C - Little Importence
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TABLE VII (Coatinued)

THE ZALES TRANSACTION

" _
1n Salaamnnnhip Jervice Consuuer Teachey

Total

A B C 4o B € 4 B C
Knowladge of .
the CusSomer 2 1 3 7 3 2 10 3 0 6119 6
Hanuer of
Approach and
Greeting 8 5 0 10 2 ¢ 13 0 ©0 78 8 o
Determining the
Customers ¥ants 9 3 1 9 2 1 11 2 0 64 17 5
Knowledge of
How teo Display L 5 4 8§ 2 2 11 2 0 5623 7
KEnowledge of
How to
Demonstrate b 2 7 10 1 1 12 1 O 62 11 13
Enowledge of
Customey 0bjeo-
tions & low to
Heet Thenm 11 2 © 5 3 5 12 1 0 72 & 6
Inowledge of
¥hen %o Clcse _
The Sale 6 2 5 7 2 3 11 2 0 60 15 11
Enowledge of
Terams of Sale Ty 3 9 0 3 9 & © 6115 10
danner of
Ferewell 8 4 1 9 2 1 5 8 ¢ 582, &
Analyze Your
Fallures ® 3 i 4 2 6 8 5 0 54 22 10
Enowledge of
How to Increase
Sales g9 3 1 4 3 5 10 3 0 6713 6

A = Greet Importance
B - Some Importance
C = Little Importance



contacted indleated thst it is luportunt for the sslesuen to
know the customer's name 2nd to greet him by name. MNanner o
approach and greeting the customer received the highest reting
in Table VII. All of the other iltems reted better than sversge
importence. Knowledge of when to slose the sele ranked above
average. IV was sald thet most salespeople do mot abttempt to
close the cele soon encugh, and often talk themsslves out of &
sele. Nany salespeople never give much thought as $0 why Shey
falled to make @ sale, For thet reason enslysing your feilures
is importcent. Hnowledge of customer objections and how $o meet
them wes sSecond in lmportance. OUne Lnsursnce sslesman sald
that Iinsurance 1ls intenglble and more Aifficult to sell then
ssrohandise, especlally when She prospect hes never suffered

a loss.

Alme Lee Tuckett found in her study of the duties of retail
salespecple thet the following duties were considered of great
importence: learn whet the custoner wents, select the right
merchandise to show the customer, help the customer decide what
artlicle to buy, suggest additional serchsndise, and demonstrate

the merchandlise prOparly.5
Spegiel Xediums for Seilling

Table VIII ie a sucmery of the specisl mediume for selling.:
Enowledge of proper telephone technigue wes considered to be
of grestest importance. Practically ell salespeople make some

conbuots with customers by Uelephone., Oue smployer sald bhat

50p. @it., p. 23
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TABLE VIIX

SPECLAL BADIUMS FOR SELLING

Toplos Govered Retull Retall Door %o
in Sglesmanship Eaployer Employes Tholesole Doop

¥nowledge of
sdvertising 3 7 6 H 6 & 3 3 & ¢ & &

Rnowledge of

¥hat Conastitutes

A Good Sales

Letter 2 6 8 2 & 7 5 2 3 l1 ¢ 7

Knowledge of

Lffective

Kerchandise

Pisplay il 4 1 g 2 4 5 2 3 & 2 2

Knowledge of
Froper Telephone
Technique 10 4 2 10 3 1 3 4 3 3 3 2

A = Great Importence
B -~ Some Importence
C « Little Iimportance
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TABLE VIII (Continued)

SPECIAL MEDIVNS YOR SELLING

CPLCH COVOred
in Salesmanship Sorviee Consumer Teacher

A S

Eaowledge of
Advertising 3 3 9 0 9 3 & 5 0 2137 28

Knowledge of

Yhat Constitutes

A good Bales

Letter 6 &4 3 2 6 4 5 & 0 24 30 32

Encwledge of

Lffective

¥erchandlae

Display 2 110 & 2 4 10 3 O 46 16 24

Knowlano of
Proper Telephone
Technigue 0 2 1 8 3 1 7 6 0 512510

A -~ Great Impsrtance
B - Some Importance
€ - Little Imporhanes
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kis salespecple phone their speclial customers whenever new
merchandise arrives. liost of the salespeople said they had to
do very little writing of ssles letters, Knowledge of effective
merchandlise display was of little importance to most of the
service salespeople. One wholesale salesuan seld that his
product is an lmpulse item, bought mostly from sesing it
displayed. Therefore, he had to have a knowledge of how bast
to display his product. The only knowledge 9f advertising
needed by most of the salespeople was & knowledmge of what is
being edvertised in the paper by their firm. The manager or
owner mskes up the advertisements. OUne wholesale selesmaen said
that he makes up newspaper advertisements for his customers.
Wiorton found in hie study that retall salespsople need
to have a knowledge of the following: whet merchandise is
advertised each day by his firm, what merchendise is on display
irn the window, and how to errange displeys esch mornlng.6
Yuckett found in her study that retell sslespeople ahould have
8 knowledge of the following: teke orders by telephone, plen
and arrange ccunter and window displaya.7 Fitehlijien found in
his study Sthet reteil sslespeople needed s knowledge of the
following: how to properly display werchendise, and a general
knowledge of advertiaing.s

S¢homas Vasser sorton, op. git., pp. 12-13.

7ilms Lee Puckett, loga. oit.

8stephen G. Fitenijlsn, log. oit.

- 4 M

Ls ad Sl v r , D
PORTER L.o..aA



51
Seillag Folicles

Table IX is & susamery of the selling pclicies the sales-
person should have s knowledge of. The importance of ethical
treatuent of customers is very well illustrated in the follow=
ing poem by Edgar A. Guest:

If I possessed.a shop or store

1'd drive the grouches off the floor,
1'@ never let scme gloomy guy

Offend the foliks who ooz 0 buy.
i'é never keep a boy or clerk

With a mental toothsche abt his work,
Hor let & men who draws my pay

Drive custoasrs of mine away.

1'd trest the man who takes my time,

And speuds a nickle or e dine,
¥ith Courteay, end make hiam feel

Thet I was pleesed to close the deal.
Becsuse tomorrow, who osn tell?

He may went things I have to sell.
And in thet case, then glad he'll be

To spend hie dollere all with me.

The reecson pecple pass one door,
To petronize another store
ls not beceuse the busier place
Has better allks, or gloves, or lace
Cr lower prices, but it lies
In pleasant words and salling eyes;
The only difference, I believe,
Is in the treatment folks receive.
The high ranking the item received in Table Ii verifies Hr,
Gueat's poem. One wholesale salesman seid 1t wes just as
important to create goodwill with everyone else in the customer's
place of business, es it was with the customer himself, EHthical
treatment of competlitors recelved aslmost es high 8 rating as

that of the customer. The other iteus received vanly average
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TABLE IX

SELLIRG POLICILES

Topics Covered HEebail fetall Toer &0
in Selesmsnship Employer Employs; Wholessle Dogr
A Q o A E A 3 Q & g
Price Policies 6 3 7 7T 5 2 A 5 1 2 3 )
Credit Folicies 5 &4 7 16 3 1 1 2 3 3 2
Service Folicles 9 3 4 e 4 2 4 1 bW 2 2

Ethical Trestment
of Custouers 15 2 0 14 0 0 10 ¢ © 7 1 0

Ethicel Treatment
of Competitors iz 2 2 1 2 1 7T 2 3 7 1 0

Sglesman's
Relations ¥ith
iis Firm 7 6 3 9 5 0 é6 3 1 3 5 0

Greab luportauce
sone Iaportence
Little laportaance

(283
LI B



TABLE IX (Continued)

b

SELLING POLICIES

Topics Ooveread
in Selesmanship

servics

Course
Price Folicles 1
Credlt Voliciss &
Service Folicles 4

Bthical Treataeat
of Custouers 12

Zthlesl Treatuent
of Competitors 9

Selesman'’s
hRelaetions With
iils Zirn

Consumer Teacher Total

A B _C & B G A B _© A B C
3 6 5 1 7 6 0 333023

5 1 7 0 40 26 20

2 5 6 1 & 9 0 3930 17

0 T 3 2 2 2 % 7T 3

3 7 3 2 7 6 6 6019 7

6 2 5 5 9 4L 0O 42 34 10

A = Great luportance
B - Some Importance
€ -« Little Importence
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raeting. OUne reteil employer ssid that selling policles vary
from store to store esnd could beast be learned on ﬁha Job. One
retall employee, while speaking of price poliecies, éald that
he never mentioned price until the end of the sale unless the
customer asked the price., The same salesmen slways shows
mediuvam priced merchandise first, then he cen go up or down to
sult the particular customer.

Herchandise Informstion

Table X is a2 summary of merchandise informetion needed by
the successful selesperson. All salespeople would not need %o
possess all of this knowledge, but only those items related to
the produet or service he is selling. The importance of the
items reted asbout equal since a variety of salespeopls were
interviewed., 4 good many of the people contacted d1d not have
much faith in sesls of approval such as Good Housekeeping
magazine, Yareat's magazine, ete.

#orton, in his study of dopartment store sslespecple,
found that & knowledge of the following 1tems was sonsidered
toc be of great luportence: fashions, styles, qualities, values,

19 puckest found in her

materials, sizes, colors, and nakes.
atudy of retalil saslespeople thet n knowledge of these iteams was
important: colors, materisls, correet wear, show and compere

brlnds.ll

Ovhomes Vassar Morton, 9p. @ib., pe 13.
1151ne Les Puckett, 1og. olt.
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TABLE X

MERCHANDISE INFORMATION

Topics Covered Hetall = Hetail Toor 6o
in Selesmanshlp Employer Euployee Vholesale Loor
Course A_B C A_B_C A B C AB O
Enowledge of

3izes 10 4§ 2 g 3 ) 7 1 2 3 3 2
Lnowledge of

Labels 9 &4 3 10 3 1 ¢ 3 1 2 4 2
Enowledge of

Seals of

Approval & 35 2 8 § 1 i 5 5 2 h =2
Knowledge of

Brands 12 ) 3 12 2 © L 3 3 b & ©
Enowledge of

Styles 7 5 4 7 2 5 2 1 7 31 &
Knowledge of

Color end Design 9 2 § g 2 & a 1 7 b 0 4
Enowledge of

Textilea 6 3 7 6 2 6 0 2 8 2 3 3
Enowledge of

Grades & O & g & 1 3 2 3 & 3 1

A - Great Importance
B -« Some Imgort&nca
C - Little Importance
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TABLE X {Continued)

BERCHANDISE INFCOREATION

in Selesasnship Service Consumer Teacher Total

Cource A B C A B C 2 B C » B O
Knowledge of

Cizes 3 29 9 3 0 10 3 0 50 1e 18
Knowledge of |

Labels 2 2 9 9 3 0 10 3 O 48 22 16
Enowledge of

Seals of

Approvel 31 9 6 6 1 6 7 O 3031 25
Knowledge of

Brands 2 1 9 10 1 1 10 3 O 55 17 14
Enowlaedge of

Gtylea 2 2 9 10 1 1 12 1 O 431330
Enowledge of

Color and Deaign 2 1 10 9 3 0 11 2 0 4511 30
Knowledge of

Textiles i 111 9 3 0 12 1 0O 36 15 35
Enowledge of

Grades i1 210 7 5 0 11 2 0 b1 24 2)

A = Great Importance
B = Some ortance
C - Little ortance



L7
Store System

Table XI is a summary of duties connected with a store
system. How %o meke change and knowledge of how to make out
& sales slip or order blank rated at the top in this seetion.
¥holesale salespeople indicated that making change was not so
important to them. One employer sald that all of these itens
were importent in his store but that they could be learned on
the job rether than in school. One employer mentioned that
in making change the sslesman should not plece a bill in the
caesh register until the change has been counted back to the
customer., This does away with sny argument &s to the denomi-
nation of the bill., One grocery employer requested that we
teach students to sack groeeries properly as well a8 wrap
merchandise. One wholesale sslesman mentioned thet he had to
be careful how he handled his order book becsuse some sustomers
became frightened when he flashed the order book on them suddenly.
The order blank is equivalent %o the application blank for
insurance aaieanan. llost service, wholesale, and door-to-door
salespeople do not have to wrap merchandise. MNost wholesale
and doore-to-door salespeople 4o not have to operste a cash
register or edding machine. One salesmenship teacher sald
that salespeople should know how to operate a comptoneter.

Fitehijian found ian his study of reteil salespeople
that out of seventeen employers interviewed eleven thought
that a knowledge of these duties was lmportent: oesh register,



L8

TABLE XI

STOURE SYSTEN

ﬁ@pid! EOWNE ﬁaaif E ﬁ EGO!‘ to

ta
in Selesmenship Employer Employee Wholessle Door
Sourse ALB 8 4 B C A B G 4.8 C

Kaowledge of How
To lake Out A
dales Cheok &

Order Blank 10 4 2 13 1 © 6 3 1 & 3o
How To Make
Change 11 4 1 13 1 © 3 2 5 7 3 0
How To Wrep
Packages 6 8 2 9 3 2 - N A 1 4 3

How To Operate

an Adding Machine

and A Cash

Register 5 5 17 9 3 2 0O 2 8 c 0 8

A =« Great Importance
B - Some lIamportance
C = Little Importance
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TiBLE XI (Continued)

STORE SYSTEM

Eopzo- Eovoroﬁ

in Salesmanship Service Consumer Teacher Total

AR S 4. B O 4 B C ABGC

Enowledge of How
To Make Qut A

Seles Check &
Order Blank 9 1 3 9 2 1 11 2 0 64 14 8
How To liske
Change 10 0 3 11 1 0 11 2 O 66 11 9

How So ¥rap
Packages 1 210 8 4 0 6 7 0 323123

How To Operate

an Adding Machine

and A Cash

Register 4 3 6 5 & 3 6 6 1 28 23 35

A = Grest Iaportence
B = Some Importance
€ « Little Importance
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sales slips, wrapping of wmerchandise, and making ehanso.lz
Puckett found in her study thet retail sslespeople should have
& knowledge of the following: ocesh register, sdding maehine,
making chenge, wrapping merchandise, and making out sales
31199.13

Teble XII is ¢ summary of the importence of selling oneself.
Aocording to Weisbeoker, "Census figures show that two out of
every five high school graduates become reteil store employees
gsooner or leter. This doss not take into socount those who
engage in wholesale and specialty selling ss traveling salesmen,
also insurence, resl estate, and sutomoblle sslesamen, residential
selling, caenvessers, and solicitors. The student will use the
principles of salesamanship every day of his life es long as he
lives."ls The above statement indicstes that everyone is e
salesman, or uses the principles of sslesuenship st some time
during his life. A4ll of the iteme in Table XII were rated as
being of great lmportance.

123%ephan G. Fitchijien, 9p, oit., pp. 46 end 47.
13,10 Lee Puckett, op. git., pp. 23 and 24,

by, i, Weisbeoker "Why Study Salesmenship?” Balsnoe
gheet, (February, 1947), p. 248.
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::-.
Bmployee

in Selesmaenship Sébloyor

Course A B C
Zveryone Is A

Salesman ik i1 12 2
Know Yourself 14 X 1 )
Knowledge of

How To Contact

Baployers 13 1 2 11 3
Methods of

4pplying For

& Position %W 2 3 212 1

Wholesale
A B C A B O

10 0 ©
6 ¢ ©

10 0 ¢

10 0 O

A = Great lmportance
B - Some lumportance
C « Little Importence
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TABLE XII (Continued)

SELLING ONESELY

Topics Covered
in Salesmenship

Bveryone is A
Jalesman '

Know Yourself

Enowledge of
How To Contact
dmployers

Hethods of
Lpplyling For
A Position

30!;1@9 consumng Teacher Total
13 ¢ © 5 3 &4 W 3 0 701l 5
13 0 ¢ 3 3 &% A3 0 ¢ N 7 3§
i3 0 ¢ 7 3 & 23 2 0 27 7
3 0 © 5 3 4 12 1 0 72 & 6

A « Great Importance
B - Some lumporbance
¢ - Litsle Importunce
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Susmary

A summary of this chapter reveasls that practically all of
the items included are of some or great lmportance to one or
more types of selespeople. Selespeople sell a lerge veriety
of products snd services. Therefore, knowledge that might
beneflt cne salesman might not be of sny ilmportance $o another.
However, there are some things that ars of grest importance
to all sslespeopls regardless of what they sell. Soue of these
more important things sre: 1. A Shorough knowledge of the
product or service being sold. 2. Manner of approsoh and
greeting the customer. 3. Knowledge of customer objections
and how %o meet them. 4. IKnowledge of proper telephone
technique. 5. Zthlcel trestment of ocustomers and competitors.
6. How %o make change. 7. The fact that everyone is e

Balesmen o some degres.



CHAPTER V

CONCLUSIONS ARD RECCEMERDATIORS

Conelusions

Tables XI1I, XIV, end IV show & summery of the relastive
importence of the personal gquelifications, skills, and know-
ledges sslespeople need to possess ia order to be successful.
The reader should keep in mind thet thie 18 g summery of all
types of selling. Therefore, asn item that might be of importence.
in one typs of selling mey not be importent to ancther type.
Purthermore, the viewpoints of the tescher of sslesuanship, the
consumer, and the employer are included, g8 well a8 the susles-
people themselves. Finally, we have ¢ ploture of what topios
should be offered in e general course in selesmenship, end thelr
relative ilmportance.

In order to obtalin the reletive importance of one topiec
%0 ancther, each topiec was weighted. 4 weight of three was
arbitrerily given to those topics on the cheek list marked
"great™ importance; e weight of two was given to those topics
marked "some;" and s weight of one was given to those topics
marked "little.™ All of the welghta for esch topic were
complled in order to arrive at the total weighted score as
shown in Tables XIII, XIV, snd XLV,

Table ZIII is s susmary of the relative importence of
personal guelificetions to successful selling. The following

b
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TABLE XIII

RALATIVE IMPORTANCE OF PERSONAL QUALIPICATIONS
RNEEDED BY SALESPECOPLE

Fersonal Qualifiocation Henk ﬁg;g:;;f
Courteay 1 257
Tact 2 254
Truthfulness 3 253
Cleanliness and Grooming 3 253
Loyslsy 5 248
Industry 6 245
Clothes 7 2
Enthusiasn 8 243
Intereast in Customer 8 243
Observation 10 242
Resourcefulness 11 2L
Ambition 12 239
Health and Physique 12 239
MHannerisus 14 237
Yoice 15 236
Self-confidence 16 235
Coursge 17 233
Good Posture 18 231
Initiative 19 228
Adaptabllity 20 226

Inagination 21 214
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iteas rsnked highest in this order: gourtesy, tact, trutiafule
ness, oleanliness and grooming, end loyalty.

Table XIV is a summary of tho relative importence of skills
%0 sucoessful selling. The following items ranked Lighest
in this order: acouracy, caloulating what the customer is
to pay, inunoiation. knowledge of how $o eamphasize important
parte of the ssles talk..nnd pronuneiation,

Table XV 15 o summery of the relative importance of knowl~
edges 40 successful selliang. The following items ranked
highest in Sils order: manner of approach and gresting,
thorough knowledge of product, ethicsl trestment of customer,
know yoursell, methods of applying for a position, customer
objections snd how %o meet them, everyone 1s a saleanan,
knowledge of how to contact employers, gaowledgs of consumers

needs and wants, snd knowledgs of how $o increass sales.
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TABLE XIV

RELATIVE IMPORTARCE OF SKILLS WREDED BY SALESPROPLE

Desoription of 3kill Rank ﬁs;g;:gi
Acguraocy | 242
Celoulatling what customer is to pay 2 239
Enunciation 3 219
Enowledge of bow tc emphasize important i

parts of sales talk 4 21k
Pronunciation 5 213
Unisy in the sales talk 6 209
Ceherence in the sales talk 7 207
Choosing words to use 8 205
Legible piamnnsntga 9 203
Bulldlng a vocabulary 10 201
Effects of incorrect graamar 10 201
Seles tax 12 198
Slang 13 178
Discounts 1 171
Use of percesntage 14 171
Prioclng goods a2ad acrvices 16 159

Caloulating profite 17 155
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TABLE XV

RELATIVE IMPORTANCE COF KNOWLEDGES HEEDED BY SALBSPEOPLE

Deseription of Enowledge

Hanner of epproach and greeting 1 250
Thorough knowledge of produdt 2 245
&thical treatment of oustonmer 2 245
¥now yourself 4 2Ll
lethods of applying for a position 5 238
Customer objections and how to meet them 5 238
Everyone is a salesman 7 237
{nowledge of how to contaet employers 7 237
Enowledge of consumers needs and wants 9 34
Knowledge of how to inerease ssles 10 233
Determining the customers wants 11 231
How %o make change iz 229
How $0 make out & sales slip or order blank 13 228
Knowledge of the customer 14 227
Manner of farewell 15 226
Ethical treatment of competitors 16 225
Enowledge of terms of sale 17 223
Thorough knowledge of firm 18 221
Enowledge of how to display 18 221
Knowledge of how to demonstrate 18 221
Enowledge of when %0 ¢loss ths sale 18 221
snglyzs your failures 22 216
Xnowledge of proper telephone techaique 23 213
Enowledge of brands 23 213
How to analyse consumer demsnd 25 210
Salesman's relations with his firm 26 20k
Knowledge of sizes 26 204
Enowlelge of labels 26 204
Buying motives of consumers 29 201
Xnowledge of effective asrchandise display 30 194
Service policies 30 194
Credit policles 32 192
Xnowledge of grades 32 192
Enowledge of color and design 34 187
Knowledge of styles 35 185
Price policies 36 182
How $0 wrap packsges 37 181
Enowledge of seals of approvel 38 177
Knowledge of textiles 39 173
Knowledge of advertising 40 165
How to operate an adding mechine snd a

ocash register WO 165
Enowledge of what oconstitutes a good

sales letter 42 164
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Regonmendetions

The results of this survey bave been carefully studled
and anaslyzed. The followlng recomsendstions are msde:

l. A majority of the salesmanship teachers filling out
cheeclk lists indicsted that most of the topies listed were of
great importance. OSinoe .most college saslesmanship classes
meet only two or three times s week during the semester, there
iz not sufficient time to cover all of tke toples thoroughly.
Therefore, it is recommended that the two-year colleges of
Kanseg revise their salesmenship course to meet the needs of
sslespeople in the fleld. Toplos of less importence can be
coversd lightly or left out, depending upon the amount of time
availsble.

2. The study shows s greect need for more emphasis on the
personal qualitlies of the seslesperson, both physicesl and
mental. The resssroher fesls that most teachers skim over this
phase of salesmanship. Thorefore, it is recosmended thet more
tize be spent in the sslesmanship course in sttempting %o
Gevelop the salesperson's personslity.

3« 4 good many salespeople were of the opinion thet good
Zngliesh is not too importaent in selling today. It is the
regearcher'’s opinion that good grammer and speaking ability
are of the utmost importsnee in beconming & successful selesman.
it is recommended that good grammar be stressed ia the sales-

@manship course,
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4o The study brings oub the fact that everyone is a
salesaen %0 a certain degree, and cen benefit from knowing the
prineiples of selling. Therefore, it is recommended that more
students be encoursged to take sselesmanship.

5. The study shows that z mejority of students golng into
the selling field enter retalling., It is recommended, if the
school dovs not offer a éonrac iz retailing, that emphasis be
pleosd on reteil selling.
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prineiples of selling. Therefore, it is recommended that more
students be oncoureged to teke sslesmsnship.

5 The study shows that e majority of students going into
the selling field enter retailing. It is recommended, if the
8chool does not off'er s course in retailing, that emphasis be
placed on reteil selling.
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CHECK LIST = BALISMANSHIP

liane of person interviewed

Poeition Yoars of experience
Type of selling (wholesale, retail, ©to.)
Name of flimm ity gtate o

Type of business (grocery, furniture, m.)
tumber of sales people in organisation Date

B

The following topics are ones covered in a genoral course in
salegmanship in the Chamute Junlor collaga. Aﬂor each topic, ple
indicate whether mﬂ think 1t 1s of gre:

or little ifmnortance for a @o . pauna or We
thore are a.ny ot.herpo nte not monuonod. thot you think are
important, please list thom in the spaces provided below,

As The Seller's Personality~-Physical Qualities 4 5
1s Tlealth and phyolgu@essssssssassssssssnsssscscene
(eating habits, sleop, oxerclse, otc.)
2e Good DOBLUIOscessssessscossssssssonossssscsanssnse
2- Jleanlinoss ond groominfssessssesssssssssnccsnse
« Clothes (proper, clean, pressod, 0t0e)ecsseveces
5« Volce (pleasing, non=irritating, 0tGe)ecscsscsee
'?. rgmtm risns (detracting or irritating habits)eeee
- s

Be The Seller's Personality=-tiontal qQualities
le TruthfuUlnofesesssnescssesnsssnssssnsnsssssanonss
Da Loyl esses0sassesscesesseesessesessnsssnsessos
(to firm, to fellow omployees, to customer)
s 2E0UrCoTUlNO00ssssssnssnessssnsenssscassssssssas
o ImApAinatlioNesscssscssssnsncssscscssnsosnsssnsane
gwcﬂurlsﬁo..ooo-..ooooooootoc..-onco.oooa.ntcunoooo
s 10LE=00onTld0N00essssscsssssnssancsssssnsssssssne
S- AEDIGAONeensssscessssesssnsacnssessssnsssasansne
o INAUBUYTeccossconsssnscnsssannessssssseansencsans
De INltintivosssennasesnssssssncasssassssnssascenss
10 Adaptabllliyesesscsssssssssassscssescanssssssons
1le OboorvatioNssescsenssssscsssssnssesessanssssnene
12 NUNUBL AN 0099800002300 0080008800000800000000000
15 COUPLOOTassessssassscssssesassenssanasnssnensess
100 T000e0000000000800000000000000000008000000s00RSEs
lgu Intorest in CUSlONOrssssssssssssesssscncscsscnses
16, Otherss




Ge Th; geller's Skillge~ingliah

.
2s

De The Seller's Skillsge-Arithmetio

1e
2

a
Fa

Ee Bapic Enoviedge lNeeded in Selling

le
2e

e
4,

Se

G

Fe The Saleg Transaction

le
2a
e
é

Effocts of incorrect SIammilscscssescsscessnsses
Undty in the palon Lollessssssessnsssnsnssnsnsse
Gohorence in tho snlos talKeseessessscscsscenee
Knowledge of how to emphaglgze important parts

of Lhe 85108 LalKssssessncsssesnssssssnsnnsenne
Bullding o vooabulolysssssssasssssssssssssasssss
Choosing the words to use (depends on customer)
3lang (in general, avold use® OFf)sesesessessnnes
PronunclatioNesesssssssssssensssesnsacsssscnsse
N A O s e n s s0nnnetesansnsanssesssssscnasne
g:gibl& pennanshiDessssessssnnsssnsssssansesnas

res

galeoulating what the customer 18 €0 DAYesessses
G0l08 Lhleeennaesneseasnsesosdeisasssnesasnesnae
Accuracy (more important than Msoom‘o sasnes
Discounts (oash, quantity, sonsonal, @tCe)ecess
Use of porcontin 0Beesscesesssssscssensesssssens

BONBeentettntonsnsnsesessssssssossnssnse

(% of profit, % of szles, stockturn, etcs)

Pricing ppods and porvicBssessssssscsssscssens

( mariups, determining costs, ©te.)

Galeulating profilBsssesssssssscnsssscensnnssns

og. 1.:1”' purchases, inventories, oxnenses, ote)
res

Enowledge of the consumers needs and wantBeeeee
Buying motives of CconpuUMOrSssscssssscscsssssese
( recognition, beauty, knowledge, physieal
vell=boing, amusement, m gain, 0tes)
How to analyse consumer Ly
{what do consumers want, how much, when, mJ
Thorough knoviedge of his productesesssscsscoss
{ what sade of, how made, where made, oto.) .
Thorough Imovwlodse of hiag fllMeccesscsscccesses
(history of firm, orgonisation and manage«
Ot?‘:nt. policies of firm, rules and syetoms)
res

fnovledze of Lhe cuslonOresssscssscsssssssssses
(name, charmecteristios, intorests, etaos)
Hanner of approach and grootingBesccesscssssssse
Determining tho customors VANLBsssscsscessscense
Knoviedge of how to display £00dBesssceccssccse
nowledge of how to demonatrate £oodBessesssces
Enowliedge of customer objoctions and hovw to

M00h U0 sessssecasssssessnsecnsnnoncassssanes




11,
12,

Inovledge of when to 0loge Lhe 80l0sesseessecse
Enovledge of the terms of the 82lOsssssssssssse
Vaner of farewollessssesssssssssssssssssssonss
Jour PallurOfecssssasnssssssonsssasness
me’{m of how t0 inorenns BLlefscesssssssnce
{ suggesation uoluns, related goedu. ete.) .....
OO B e

Ge Special Mediums for Sel | W N,

1a
e
e

4e
Se

Knowledge of. &m (Mﬂ)..--o.noooooon

( newspapers, radlo, 6ta.) ¥
¥novledge of what oonstitum a good sales
1.‘“‘-‘!‘1..000.oo.on.oonn.oa-locoooo-ao..nnaoo.lu
Enowledge of effective merchandise displayeeees
F?ﬂ!bﬂgﬁ of proper telephone techniqudesseceses
Othorss

He Soll!.ng Policles

1.

2.
3e
4,
Se
Ge
([

Price Wliclﬁl..noo-nnlcoudoao-o-..on-oaoo-oool
(discounta, delivery charges, otos) .
Crodit wnelﬂoc.oouwooootoe-oooolonbooto-
{ to whom, length of credit, amount of cmnf
Service WI’-Q’.G......itl..’.l.i.l..ll.l..l. T
{ oreddt, delivery, packaging, installation).
Ethical treatment of mﬁom-conoccooooooitto
( oreating goodwill, eto,)

Ethical treatment of compotitorSecessccssscssss
(price wars, running down their ndse., otcs )
Salesman's relations with his firMesssesssceses
{ congerve time, expense accounts, thos

Otherss

I, Merchandise Information

la

2a
S

Jea

Knowledge of ui”toucuuocoouounnuucuo
inovledsn of LabolBessscssssssssssssssnnscsssse
¥nowledge of seals of approvilsssesssssssssssss
» fnoviedse of DrONdBesscncsnsasssssnsannannsssss

Inovledse of atyloBesesessscsnsescacsssssceeses -

Enowledge of color and GesifNessssssanssssocsse
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