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PREREQUI SI TES

To benefit fromthis MATCOM Learni ng El enrent, you shoul d:

have sone retail shop experience.

HOW TO LEARN

Study the El ement carefully.

Gve witten answers to all the questions in the El enent.
This will help you not only to learn, but also to apply
t he know edge in your work at a | ater stage.

After studying the Element on your own, discuss it with

your instructor and your colleagues, then take part in
t he practical exercises organi sed by your instructor.
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INTRODUCTION

You are a SALESMAN. Al ways ready to serve your custoners,
al ways ready to SELL ....

You need wait no | onger, for here cones a custoner. Ms
Green is entering the shop. Are you ready?

:

\_

You: Good Morning, Ms Green, how are you?

Cust oner : Very wel |, thanks.

You: What can | do for you, Ms G een?

Cust oner : I'd |i ke a packet of Crown biscuits, please.

You: |"msorry, but they're out of stock.

Cust oner : Ch no! What a pity! What shall | do now?

You: I'm really sorry, Ms Geen, but | think they
have Crown biscuits in the shop across the
street.

Cust oner : Thank you. 1'Il try there. Good bye.

So, you are a SALESVMAN? But you did not manage to sell any-
thing to Ms Geen. Are you a bad sal esman?

Do you want to try again? Very well.



You: Good Morning, Ms Green, how are you?

Cust omer: Very wel |, thanks.

You: What can | do for you, Ms G een?

Cust oner : I'd like a packet of Crown biscuits, please.

You: Well, I"'msorry, but Crown biscuits are out of
stock today, but we do have sone other nice
bi scuits.

Cust omer : Vell, | need sone for this afternoon, sone
nei ghbours of m ne are com ng over for tea.

You: Then | suggest you try these. They're a bit
sweet but |'msure that your neighbours wll
i ke them

Cust omer : Real Iy, how nmuch are they?

You: Same as Crown.

Cust omer : Then 1'1l try them Thank you.
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That was better
You are a SALESMAN,

after all .... ——

BisculTs
\ — \0%m0m

"A Good Sal esman" - in our trade we often hear that said
about sone of our colleagues. Wat do we actually nmean by
a "good sal esman” and the expression "sal esmanshi p"?

The exanpl es above have given us a first, basic explanation.

The "bad sal esman" does not care whether he hel ps the custo-
mer or not. He is not really interested in selling anything.
The "good sal esman”, on the other hand, always tries to help
custonmers and he often succeeds in selling sonething.



To be successful, a private
trader nmust be a good sal es-
man. Selling is how he
makes a living. The nore he
sells, the nore noney he
earns, because all the pro-
fits go into his own pocket.
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Now, what about you, i -
Your job is also to sell but a co-operative salesnman is nat
like a private businessman trying to nake a profit fromthe
di stribution of consuner goods. Hs aimis quite different.
4 )

.' What are the aims of a co-operative society?

Write either T (for True) or F (for False) in
the box after each statement.

A co-operative should supply the goods
the members need.

A co-operative should sell the goods at
fair prices.

The surplus (the '"profit'") from a co-
operative should go back to the mem-
bers, because they are the owners of
the business.

The members expect to save money by
shopping in their own store.

So, the question is: Do we really need good sal esnmen in co-
operatives?

The job seens so sinple - just to provide what the mem
bers ask for, not to persuade themto buy anything. W
want to help the nenbers save noney. Is this not the way
to achieve the ains of a co-operative?



Well, the job is not that sinple. In the exanpl es above

we saw that only the good sal esman hel ped the custoner find
what ' she needed. The bad sal esman suggested the custoner
go to anot her shop, where she may have had to pay nore.

So, if co-operative sal esnen are poor sal esnen, the custo-
mers may turn to other suppliers.

And you know what happens to a shop when the custoners go
el sewher e. The stock range and the services get worse.

The busi ness declines as nore and nore custoners turn to

ot her shops. It is a vicious circle. Eventually, the shop
may go out of business.

There is only one way of preventing this. If we want the
Co- operative Mwvenent to becone strong, if we want to have

an influence on the prices and the distribution of consuner
goods in general, then ....

WE MUST MAKE
THE CO-OP SHOP
THE BEST SHOP

BUT A SHOP IS ONLY
AS GOOD AS ITS STAFF

Therefore:

THE CO-OPERATIVE
SALESMEN MUST BE
THE BEST SALESMEN




f D
. Do you agree with the following statements?
Write either T (True) or F (False) in the

box after each one.

To be successful, a co-operative
needs excellent salesmen.

"Selling" is the main job of the
assistants in a co-operative shop.

You should aim at becoming the
best salesman in your area.

How to be a good sal esman

You have been chosen for an inportant job. It is an interest-
ing and stinmulating job, but only if you know how to do it.

To know the "art of sal esmanship", as sone people call it,
means know ng:

o the custoners

o your sel f

o t he sal es process
[

t he goods

Conpare with the list of contents on page 1.



YOUR CUSTOMER®S

As nenbers of the Co-operative Society your custoners are
part-owners of the shop. You work with them for their
benefit. This is the nost inportant thing for you to renmem
ber .

Now, |let us | ook at sonme of your custoners.

M Ally can never make up
his m nd. He has been | ook-
ing at that kerosene | anp
for a nonth now. I's he
going to buy it or not?

Ms Brenda is still very shy,
al t hough you have known her
for two years. She cones to
the shop every day, but
hardly says anyt hi ng.

Ms Cark buys a lot in the
shop. Maybe too nuch ...

Carel ess with her noney.

M David is |ike a sergeant
maj or . Sonetines he starts

ordering people around in the
shop.

Ms Ellington is very worried
that you may charge her too
much. She checks and rechecks
your calculations ....

Yes, al though nost of your custoners are very "ordinary"
people, they all have very different personalities, and you
nmust manage to get along with all of them for yours and the
menbers' sakes. By getting along with all these different

peopl e, you make themli ke the shop. A poor sal esman m ght
not be able to do this.

Menbers enjoy comng to your shop because you:

al ways give efficient service
are honest and fair to everybody
are nice and pleasant to everybody.



O course, knowi ng the custoners as well as you do nakes
it easier to treat themin the right way. A sal esman who

knows the personality of each one of his custoners will pro-
bably be the nost successful salesman in the world.

No sal esman can ever achieve that. On the other hand, only
a small part of the custoner's personality is of interest to
you as a salesman, that is, his behaviour jn the shop: his
behavi our towards you the sal esnan

The Custonmer and You

Wen Ms Geen entered the shop, she had a good reason

(page 3). At first, you thought her reason was that she
needed Crown biscuits. Then you found the real reason - she
needed sonething for the afternoon tea.

A CUSTOVER ALWAYS COMES TO THE SHOP TO

SATISEY A NFED.  YOUR JOB IS TO DI SCOVER
AND SATI SFY THAT NEED!I ONLY WHEN YQU
FULLY UNDERSTAND THI S WLL YOU BE A GOOD
SALESVAN

And what a difference this can make to you! You are com
pletely famliar wth your stock range. You know, for in-
stance, that you have 6 or 8 different things in stock which
woul d satisfy Ms Green's needs.

And remenber, if you - in the Co-operative Shop - are
not able to help customers to get what they need, another
sal esman i n another shop will. You know t he consequences.


ana
A CUSTOMER ALWAYS COMES TO THE SHOP TO
SATISFY A NEED . YOUR JOB IS TO DISCOVER
AND SATISFY THAT NEED! ONLY WHEN YOU
FULLY UNDERSTAND THIS WILL YOU BE A GOOD
SALESMAN.


10 -

Mrxe about the Custoner's Needs

Custoners cone to your shop because they have certain needs
and w shes. Many of them know exactly what they need, but
sone, |like Ms Geen, cannot do w thout your help and advice

O course, nobody can buy everything he wants. For instance,
M Ally has the noney, so why does he not buy that |anp?

Wiy does Ms Clark, who is not as rich as M Ally, spend so
much noney in the shop? What is it that makes peopl e buy?

~

Mrs Clark, and then try to write down - in
a few words - the factors which determine
@ vhat we buy.

.' Think of the behaviour of Mr Ally and

\_ Y,

Some peopl e spend their noney on better food, while others
buy cheaper food just to be able to buy a nicer dress.

O hers save their noney for their children's education.
Peopl e are different.

For all of us, however, noney is limted. Mney shoul d have
been the first word you wote in the box above (or a simlar
wor d) . Peopl e may agree on this point but seemto have dif-
ferent ideas about what they need; it depends on their way
of thinking. Let us sinply call it personality. (Have you
witten sonmething |ike that above?)
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THE SALESMAN

Tal ki ng about the custoners |eads us back to your job as a
co-operative salesman. \Whatever the personalities of your
custoners, you are supposed to help themin satisfying their
needs.

You do not necessarily want the nmenbers/custoners to spend
nore - that is not the aimof a co-operative. But you do
want to increase the sales of the co-operative shop.

How do you solve this problen? Well, if you can nake al

the customers cone to you to buy what they need, you will
succeed. The nenbers' loyalty neans a lot to the shop and
to the Co-operative Mvenent. You will only win this throug
true co-operative sal esmanshi p, hel ping the nenbers to buy

W sel y.

We know that custoners can be difficult to understand, but
what about sal esnmen? They, too, are individuals with per-
sonalities of their own.

Let us study the behavi our of sonme sal esmen, taking two ex-
tremes:

A custoner enters the shop

Sal esman

Cust oner: Good nor ni ng.

Sal esman: Mor ni ng.

Cust oner: ['d like two litres of mlk, please.

Sal esnman: Sure. (putting the mlk on the counter)
Cust oner : And sone butter please.

Sal esman: Qut of stock.

Cust omer : Wiat? Wiy is it out of stock?

Sal esnman: How should | know?

Cust omer: That's too bad.

Sal esman:
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Cust oner: I'd also like to buy a shirt.

Sal esman:

Cust oner : (Beginning to | ose her tenper) Do you sel
shirts?

Sal esman: Sure. Over there. (Pointing to a shelf)

Cust oner : Do you have a bl ue one? Large size?

Sal esman: They're all over there. | don't know.

Cust oner : (Angry) You can keep your shirts. | am going

somewher e el se
Sal esman
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You wi Il agree that this was not good sal esnanship. W

coul d describe this extreme case as " the passive type" of
sal esman. He will give the custonmer what he asks for - if

it is not too nuch trouble. He is not in the |east interest-

ed inselling; heis sinply not a salesnman.

It is very bad for a co-operative shop to have passive sal es-
men.
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Now, let us take a | ook at the other extrene:

RN

Sal esman:

Cust omer:

Sal esman:

Cust omer:

Sal esman:

Cust oner :
Sal esman:
Cust oner :
Sal esman:

Cust omer:
Sal esman:

Cust omer:
Sal esman:

Cust oner:

Good norni ng, Madam How are you today?

OCh, fine, thank you. 1'd like two litres of
m |k, please.

Here you are, Madam l"d make it four litres
if I were you, tonorrow it may be out of stock.

But....but I only need two litres today. The
rest won't be fresh tonorrow.

This mlk will be fresh tonorrow, | tell you
You take four litres.

(Feeling unconfortable) But, bbb..
(I'nterrupting)... No! No! Four litres it is.
And butter, please, ane packet.

Butter's out of stock, Madam Have sone mnarga-
rine, it's nuch better for-the Kkids.

s it? | thought butter was better.

No, no! Margarine is better, and it's cheaper,
too. Do you want one or two packets?

e - small

No, no! Take a big packet. It will save you
money in the long run. Here it is. Wat else,
Madanf

A shirt for ny husband.
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Sal esman: Here we are - a nice smart, yellow shirt!

Cust oner: Bl ue!

Sal esman: What ?

Cust oner : He wants a bl ue shirt, nmedium size.

Sal esnman: No nmedi um size, Madam Small w || do.

Cust oner : (Very confused) How do you know ny husband's
size?

Sal esnman: Eh.... Madam would you say your husband is ny
size or smaller?

Cust omer: Lar ger

Sal esman: ‘ Larger, you say, | see.... Yes, that's
O K You see, this type of shirt cones in
| arger than standard sizes:... This shirt wll
fit himperfectly.

Cust oner : Are you sure?

Sal esman: O course, Madam ... A beautiful shirt,

Cust omer : (Sighing) Al right, all right.... 1I'Il take
it.

Was this sal esmanshi p? He tal ked four tines as nmuch as the
passi ve type. No! His sales technique is not good either.

He is the "high-pressure type", alnost forcing the custoners
to buy.

Normal |y he will not succeed in cheating the custoners as in
this case. Most custoners will resist and refuse to buy
what they do not need. Those who cannot say "No" will react
later, which may be even worse. They will feel dissatisfied
wWith their visit to the shop and it is not likely that they
wi ||l conme back.

So a high-pressure sal esnan i s dangerous. He may | ose cust o-
mers. In a co-operative shop, the custoners are nenbers and
they own the business. Wen a custoner is lost, it neans the
| oss of someone who believed in the co-operative idea. No,
the hi gh-pressure type is nat the right type of salesman for
a co-operative shop.



W are now comng to a basic principle of sal esmanship.
The nodern sal esman fully understands that he needs the cus-
tomof his "regulars". It is the nunber of regul ar custo-

nmers that deci des whether a co-operative shop will succeed
or not.

The Custoner-oriented Sal esman

The sal esman in a nodern co-operative is basically a good
Listener rather than a fast tal ker. He ains at understanding
t he custoner, creating an atnosphere of trust and trying to
satisfy the custoner's real needs.

He is -
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What makes a custoner-oriented salesman different from ot her
types of sal esmen? Let us | ook at his behaviour in general,
starting with sone very basic principles.

ing a shop? Write your comments on the situa-

’ As a customer, what do you expect when enter-
tions described below.

1. The staff of the shop you enter do not seem at
all interested in you. Wien you ask for assistance
they do not treat you politely.

2. You need help froma sal esnman but he is busy
cleaning a shelf, a job he does not seemto want to
interrupt.

3. You are being served by a shop assistant. A
"very inportant person" enters the shop. The assis-
tant | eaves you standing and i mredi ately | ooks after
t he ot her custoner.

4. When the tel ephone rings, the sal esman i medi atel y
| eaves you in order to answer it. After a rather

| ong conversati on he cones back and conti nues serving
you, W thout any excuse or explanation as to why the
t el ephone call was nore inportant than you

5. You just want to buy a packet of salt. "W ve run
out," says the sal esman and does not say anything el se.
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1. The staff of the shop you enter do not seem at
all interested in you. When you ask for assistance
they do not treat you politely.
2. You need help from a salesman but he is busy
cleaning a shelf, a job he does not seem to want to
interrupt.
3. You are being served by a shop assistant. A
"very important person" enters the shop. The assistant
leaves you standing and immediately looks after
the other customer.
4. When the telephone rings, the salesman immediately
leaves you in order to answer it. After a rather
long conversation he comes back and continues serving
you, without any excuse or explanation as to why the
telephone call was more important than you.
5. You just want to buy a packet of salt. "We've run
out," says the salesman and does not say anything else.
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Vel |, when you have deci ded, as a customer, to spend sone
of your noney in a shop, you feel that this is inportant.

And you expect the salesnman to feel that it is inportant
for himtoo.

So, as a customer, you expect a certain type of treatnment
when you enter a shop

You want the staff to

notice you.
You expect themto | )\l < ‘ "@5ﬂqh
greet you. 0 worl\ _ g\'il

If you are a regul ar
customer, you may even

expect themto recognise \
you .

In short, you want to

feel wel caome

Sonmetines it is a good exercise to pretend to be a custoner
and to renenber how custoners think and behave.

But | et us now put you back in your normal job as a sal es-
man to see how you should greet and treat the custoners to
make them feel wel cone.



In a Counter-Service Shop

18 -

Your introductory remarks shoul d make the custoner feel

wel cone and confi dent.

This is good. If you can
attend to the custoner

straightaway, it is sinple.

You greet her, await her
answer, and contact is es-
t abl i shed.

This is even better. You
should try to | earn your

custoners' nanes, and use

t hem

Remenber that smles and
friendliness are free
gifts - be generous.

00D MORNING
MRS. LONG.
HOW/ ARE 40U 2

nmean to them when you use their

® Why do customers |ike you to know their nanes?
' What does it

nanmes in the shop? Wite your comrents bel ow.

®
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Why do customers like you to know their names?
What does it mean to them when you use their
names in the shop? Write your comments below.
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| f you already have a custoner and a new one arrives, you
shoul d not | eave the one you are serving, but you can still
take notice of the newconer.

I n nost cases you al so have tine for a "Good norning, Mdant
You always have time for a nod and a smle and that is im
portant. You have nmade contact and given the newconer con-
fidence while you are still with another custoner.

Good - that is the custoner-oriented sal esman in action!

In a Self-Service Shop

In a self-service shop there are, generally speaking, nore
custoners and fewer enployees, but that makes the job of

t he sal esman even nore inportant. The custonmers can help
t hensel ves to nost things but sonetines they still need
your hel p. You should not only be able to help the custo-
mer, you should also be able to see whether he wants help
or not.
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What  do_the CQustoners_ expect?

The custoners in a self-service shop have the sane needs as
the custoners in a counter-service shop, that is to feel

i mportant and to feel welcone. Mor eover, they expect help
when they need it.

What _ do. you_do?

The beginning is nore or |ess the sanme. You have to estab-
l'ish contact. The "Good norning” is also correct here.

The smile and the nod are always correct. But what then...?
How do you know whet her the custonmer wants assi stance or
not? Well, if there are not too nmany custoners, you nmay
ask: "Can | hel p you, Madan?"

However, you will not always have tinme to ask all your cus-
toners if they need assistance or not. You have to | ook out
for the "HELP!" signals
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If a custoner | ooks happy and is slowy wal ki ng about put-
ting things in a basket, everything is all right.

Al nost any ot her behavi our should warn you that help may be

needed.



"HELP!" signals:

A custoner | ooking confused,
that is a "HELP'" signal

A custoner | ooking around all
over the place,

that is a "HELP!'" signal!

A custoner hol ding different
articles with a puzzled ex-
pressi on,

that is a "HELP!'" signal

An annoyed customer hurrying
out of the shop. Sorry!

That nmeans you m ssed the
"HELP!" signal - you have
| ost a custoner

=

1 T

1T




The "HFIP'" signals need your jmmediate attention Wy?

Well, the custoner is stuck in one way or another. The cus-
tomer has a need which she cannot satsify without your
assi st ance. What will happen if she does not get assistance

i mredi ately? One likely reaction is that the custonmer wl|
t hi nk:

"Ch, in this shop one can never get any help. 1'd better do
ny shoppi ng somewhere el se.”

If this happens you have | ost a regular custoner, you have
reduced your sal es considerably, instead of increasing them

Note below by how much you would reduce your

.' What is the loss of a customer "worth'" in money?
annual sales, if you lost a regular customer.

A custoner-oriented salesman is an expert on "HELP!'" signals.
He woul d never | ose a custoner as in the above exanple.

To sum up:

As a customer-oriented sal esnan

you establish a good rel ationship with every custoner
you aimto create a feeling of confidence,

you ensure that your custoner feels inportant

you ensure that your custoner feels welcone;

you are generous with smles and nods;

you are an expert on the "HELP!'" signals;

| ast, but not |east, since you are a Co-operative sal es-
man you never forget that the custoner/nenber is your
enpl oyer and that he owns the Society.
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THE SALES PROCESS

There are many different ways of conducting an actual sale
but when a custoner-oriented salesman is on the scene, the
pattern will al nost always be as foll ows:

listen
ask

advi se

Since your aimis to satisfy your custoner's needs, you can-
not sell anything until these needs have been establi shed.
The first thing that you have to do is to |isten

Si nce you have al ready established contact by greeting the
custoner, it is quite natural for the custoner to tell you
what she wants.

Suppose the custoner tells
you she wants to buy a shirt.
She may tell you nore - or
she may leave it at that. If
she tells you only that she
wants a shirt - do not start
selling one! Leave that to
t he "hi gh-pressure" sal es-
man.

. | asl .
The nore you know about their needs, the better your chances
of maki ng your custoners sati sfied.

The di al ogue could be sonmething like this:

Cust oner ; I'd like to | ook at sone shirts.

Sal esman: Yes, Madam What kind of shirt? Long-sl eeved,
short - sl eeved?
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Cust oner: Wl |, long-sleeved, | guess.

Sal esman: And what about the size?

Cust oner : Well, it's for ny husband, he takes nedi um si ze.

Sal esman: Medi um si ze, long sl eeves. Yes, we have quite
a few Any particular colour?

Cust oner: Well, | don't know..... maybe red, or blue, or.

Sal esman: Here we are, this one is nediumsize, and this

one, too. What about the material. Do you pre-
fer cotton or maybe synthetic material ?

Cust oner : | don't know. My husband wants a cool shirt for
t he hot weat her.

@dialogue the saleman already knows a few things
'about the customer's needs.

.’ iLet us stop here for a while. After this short

Fill in the missing words in the statements below.
Cross out either the "definitely'" or the '"preferably"
in each statement.

The size should definitely/preferably be

The sl eeves should definitely/preferably be

The col our should definitely/preferably be

The material should definitely/preferably be

The sal esman wants to find out whether he is able to satisfy
t he custoner and supply a shirt that nmeets her needs; that
is why he is asking all these questions.
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The size should definitely/preferably be
The sleeves should definitely/preferably be
The colour should definitely/preferably be
The material should definitely/preferably be
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O course, there may be © =
hundreds of shirts that neet
t he custoner's needs.

But there is only a limted
nunmber of shirts in stock in
t he shop.

And only a_few of the shirts
in stock are of interest at
this nmonent: only those
which will neet the custo-
mer's needs.

In this case, there are two shirts which are suitable for
selling to the custoner, as you can see. They will satisfy
the custonmer's needs, and they are in stock.

A sal esman who does not |isten and ask questions may waste
both the custoner's tine and his owm by trying to sell one
of the other shirts in stock.
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By asking a few questions our sal esman has al ready found
t hat

the shirt should definitely be of medium size;

the shirt should preferably have |ong sl eeves;

the shirt should preferably be in a bright colour (red
or blue was nentioned, but it did not seemto be that
i mportant);

the material should definitely be cotton (the custoner
said she did not know, but a synthetic material would not
be cool in hot weather).

It is inportant for the salesman to note what is definite,
and what is not.

Check what you have witten in the box on page 24. Does it
correspond to the above statenents?

Let us now continue the dial ogue.

Sal esman: It should be cool in warm weather, you said.
Then | suggest cotton. Here we have a nice one
in cotton .... long sleeves .... nediumsize.
Cust omer : Yes, it |looks nice, maybe it's a bit dark though.
Sal esman: What about this one? Sane type but yell ow.
Cust oner: Yes, naybe. What's the price?
Sal esman: This one costs $35. It is very good quality
I ndeed.
Cust oner : Vell, maybe it's a little dear
Sal esman: Per haps, Madam but here's another one, also in
yel l ow, which costs only $20.
Cust oner : That's better. \What's the difference in quality?
Sal esman: Vell, the quality is not really the sane, the

material is thinner. If your husband is going
to use it as an everyday shirt, it wll not |ast
as long as the nore expensive one.

Cust oner: As a matter of fact, he's going to use it as an

everydaK shirt - but anyway $35 is too nmuch for
me at the nonment. Maybe |I'l1l cone back |ater.
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Sal esman: Madam you said that your husband wanted a coo
shirt for the hot weather. Wat about a short-
sl eeved shirt? W have one of the sane quality
as the $35 shirt. Wth short sleeves it'll
cost you only $25.

Cust oner : Yes, why not then? I'I|l get good quality wth-
out paying too rmuch. Al right, I'll take that
one.

Sal esman: Thank you. |I'm sure you' ve nade the right
choi ce. Here you are, Madam | hope you'll be
back soon

Cust oner : Thank you very nmuch i ndeed.

Well, that was the custonmer-oriented salesman in action. Did
you notice how well he used his know edge of the custoner's
needs? Instead of a red or blue, |ong-sleeved shirt he sold
a yellow, short-sleeved shirt, and the custonmer was fully
satisfied.
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You now know t hat you should follow the Listen - ask - advise
pattern. What el se do you need to know?

Vell, no technique in the world will help you to sell if you

do not know the goods you are selling.
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YOUR STOCK RANGE

There are many ways of getting to know about all the diffe-
rent things you have in stock. Sooner or later you wl |l

| earn by experience, but that takes too |ong. A custoner-
oriented sal esnan has to learn quickly. You can do it if
you want to. Here are a few tips:

Ask nore experienced col | eagues or the manager for in-
formation.

Read about the goods. Oten the information is printed
on the packets.

Be a regul ar custoner of your own co-operative. You
can learn a lot if you use the various products yourself.

Ask the manager to organise a course or a study circle
on "product know edge".

DO YOU KNOW ?

HOW LONG CAN |
KEEP THIS TIN?

ANY RAISINS

DOES IT CONTAIN IN THIS MIX?
CHLORINE? I

' WILL IT RUST?

CAN | PUT THIS ONE
ON AN OPEN FIRE?

HOW MANY INSIDE?

PRICE
PER KG.?
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Sales Talk

Even if you know about the goods you sell, you can nmake m s-
takes during the sales process. Listen to this anbitious
salesman trying to sell a transistor radio:

Cust omer : Yes, that radio | ooks nice. You said $200,
didn't you?

Sal esman: That's right. It is a nice one, it's got six
transistors.

Cust oner : Six... | see... hm.

Sal esman: It has both short and nedi um wave bands.

Cust omer : Aha. .. (looking confused)

Sal esman: And a tel escopic aerial.

Cust omer : Tel escopic, you said..... (now nore confused)

Sal esman: And an ear phone, too.

Cust omer : A phone???

Sal esman: ?bs, for the ear. And the manufacturer's guaran-
ee.

Cust omer : Eh, $200 - well, that's a | ot of noney. |
think "Il come back |ater.

Sal esman: Yes, you're very wel cone.

Cust omer : (Leaving - murnuring to hinself) Tel escopic

phone, manufacturer's earplug, why don't they have
ordi nary radi 0os?

@W\The salesman knew all about transistor radios, so
what was wrong?
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Al that the sal esman said was true. He nmentioned a | ot of
the radio's characteristics. These characteristics tell us
what the manufacturer has put into the product, howit is
made, etc., for instance: this radio has a tel escopic
aerial....

But this was nore than the custoner could understand. To
hi m anot her question was nuch nore inportant: Wat are the
advantages to me, what benefits will this product bring ne?
An exanpl e: | need not add an aerial to this radio....

So the sal esman shoul d not confuse the customer with nore
technical details than he can understand. He shoul d expl ain,
briefly and sinply, the benefits to the custonmer, before he
mentions the characteristics, the technical specifications.
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Let us give our sal esman anot her chance. He now knows t hat
the henefits to the custoner are the nost inportant thing,
and that he should nention themfirst. Then he can nention
the characteristics to prove his claim If he uses the
l[ittle word ' hecause' it will not be difficult:
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Sal esman: $200, that's right. It is a nice radio. A
set of batteries will last a long tinme because
it's got six transistors which use very little
power .

Cust oner: Ch, that's good - it'll save ne noney in the
| ong run.

Sal esman: Yes, that's right. You can get all the |ocal

programres very clearly, and you can listen to
foreign stations as well, because it has both
short and nedi um wave bands.

Cust oner : Can | really, with that small radio?

Sal esman: Oh yes, and you don't need to put up an aeri al
because this radio has a built-in tel escopic
aerial.

Cust oner: Well, that's very good.

Sal esman: You can also |listen without being disturbed, or

W t hout disturbing others, bhecause it has a spe-
ci al earphone. Just plug inthis little ear-
phone here. Then the | oudspeaker goes off and
only you will hear through the earphone. Try it.

Cust oner: | Now ent husi astic) Very good indeed! | can
listen to the radio at night when the kids are
asl eep.

Sal esman: Shoul d you have any problens with this radio,
just bring it back to us, hecause the nmanufactur-
er gives a six-nonth guarantee and will repair
it free of charge.

Cust oner: That is very good to hear! And only $200. I|'|
take it!

That was different, was it not? And yet the technical details
(the characteristics) were the sane, only this time they were
used differently.

The sal esman did not start by telling the custonmer that the
radio had six transistors, instead he found the advantages or
benefits this would bring to the custoner: "a set of batte-
ries wll last along tinme...." This was the first thing he
said. Then he expl ained and proved his claimby nmentioning
the characteristic feature of the radio: " hecause it has six
transistors...."
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You shoul d al ways nove fromthe BENEFI TS to the CHARACTERI STI CS

Look at the follow ng exanpl es:

BENEFI TS CHARACTERI STI CS

This shirt is confortable
to wear, it feels cool in
war m weat her and warmin
cool weather... E:i:> because it is nmade of cotton

You can keep this mlk for
ub to six nonths w thout a

refrigerator [::{:} because it is long-life mlk.
These trousers wll [ ook
ni ce even w thout ironing because they are the so-called

"wash-and-wear" type

These sandals will | ast
| onger . .. E:#:>> because the soles are reinforced

Once again, everything you sell has its own characteristics,
whi ch you nust |earn. These are what the manufacturer has put
into the product right fromthe begi nni ng.

But you must first find out how these characteristics henefit
the custoners. And, of course, these benefits are not a
reality until the product is sold to the custoner and he be-
gins to use it.
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It is inmportant that you understand the follow ng principles:
Know the characteristics of each article in the shop
Tell the custoners the henefits of the articles!

You have to practi se.

describe some products. Try to find the benefits
of those characteristics. Write them on the left,
. as in the first example.

.' Below, you will find a number of statements which

BENEFI TS CHARACTERI STI CS
%«/W'é ﬁ(/m/_ymfb because this cooking pot

Z&{3¢&a@ has a plastic handle

because these tablets con-
tain both vitam ns
A and C

because these shoes have
real |eather sol es,
not plastic.

because the bottle has a foo
proof screwon top

because the case is nmade of
st ai nl ess steel.

because tRese are safety mat-
ches.

because they are hone-nade.

because it is nade of gal va-
ni sed iron.

because this bread contains
no sugar.

because this paint is in a
spray bottle.
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BENEFITS CHARACTERISTICS
because this cooking pot
has a plastic handle
because these tablets contain
both vitamins
A and C.
because these shoes have
real leather soles,
not plastic.
because the bottle has a fool
proof screw-on top.
because the case is made of
stainless steel.
because these are safety matches.
because they are home-made.
because it is made of galvanised
iron.
because this bread contains
no sugar.
because this paint is in a
spray bottle.
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To Sell Mire

Qur exanpl es have shown that a good co-operative sal esnan
can sell nmore than an ordinary sal esman. But what will hap-
pen to our nenbers/custoners then? WII| they spend nore
noney than necessary? This is definitely not the aimof the
Co- operative

Let us |look at two exanpl es:

Ihe;CLdinary Sal esman

Cust oner : Yes, |I'll take that torch, please.

Sal esman: Very good. | think it's a wise choice. It's
a wel | -known make. That will be $4 then.

Cust oner : Thank you

The Sales-ninded Salesman

Cust oner: Yes, |I'll take that torch, please.

Sal esman: Very good. | think you've made a wi se choice.
It's a well-known make. \Wat about batteries?

Cust oner: Ch yes, of course! | forgot about them

Sal esman: You need two, they are $1 each. By the way,
here we have a special bargain. It's a four-
pack for only $3. You'll save $1, and have
two extra batteries at hone when you need them

Cust oner : Very good. |I'Il take a four-pack.

Sal esman: Thank you. \Wat about bul bs? Do you want any
spares strai ghtaway? They are $1 for a packet
of two.

Cust oner : Al right, 1"l take one packet.

Sal esman: Very good. That'll be $8 in all. Thank you.

Now | et us anal yse these exanples. The custoner's need
was not just "a torch". The need was for a handy source of
light. Wthout batteries and bul bs he woul d not have got
what he needed. The custonmer woul d have to spend noney on
t hem sooner or |ater
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The good sal esman realised this, and the result was:

he was gi ving good service to the nmenber by supplying
everyt hing he needed at once;

he increased the sales of the co-operative shop:;

he did not increase the nenber's spending.

There are many ways in which you can increase your sales

wi thout selling nore than the custoners need. Suppose that
the customers normally buy only half of what they need
fromthe co-operative shop, and the rest from other suppliers.

Then you can double the sales of your shop without increasing
t he amount the customers buy. Wat a chal | enge!

Sell Conplenentary CGoods

"Selling nore" is often a matter of thinking ahead and rem nd-
ing the customers of other things that they nmay need as a
conplenent to what they are buying, as in our exanple. Wth

a torch you need batteries and bul bs. Batteries and bul bs

are said to be conplenentary to torches.

If you are selling a packet of witing-paper and envel opes, of
course, you should rem nd the custoner that he needs a good
pen.

When a customer is buying dress nmaterial, you should ask
whet her she needs buttons or a needle and thread.

" Suggest complementary goods for the following:

House paint:

Hinges:

Nails:

Tea:

Flour:
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el Al : cl

In the sales exanple illustrated on pages 23 to 27 the
customer asked for a blue or red, |ong-sleeved shirt. The
shop did not stock such a shirt, so the sal esman sold a yel -
| ow, short-sleeved shirt instead, and still satisfied his
custoner's needs.

That was an alternative sale. You know by now that the cus-
toner goes into the shop to satisfy a need. Usually, there
is nore than one article that can satisfy that need, somne-
times there is a whole group to choose from Let us take
a few exanpl es:

A customer asking for tinned pineapples nost |ikely needs
a fruity dessert. She m ght buy a different tin of fruit or
she m ght buy fresh fruit. Wio knows, she m ght even buy
chocol at e puddi ng or sweet biscuits. That is if soneone
suggests it. That soneone should be you - if you under-
stand the need behind the request for tinned pineapples.

In our first exanple on page 3 the custoner asked for
Crown biscuits. The actual need behind that request was
sonething for the afternoon tea. You coul d have sold a cake,
many ot her types of biscuits, sonme fresh pastries or maybe an

appl e pie.

To succeed in selling alternatives two things are necessary:

1 You need to know what goods you stock. There are alter

natives for alnost all your goods - you shoul d know
whi ch ones.
2 You have to understand the custoner's needs. A custo-

nmer-oriented sal esman certainly wll



. Suggest alternatives for the following items
from the stock range in your shop.

Orange marmal ade (the actual need nmay be sone sort
of fruit preserve)

Fish (the actual need nay be "a dinner")

Lettuce(the need may sinply be "vegetabl es" - you
have t he whol e range of vegetables to choose fron

Chi cken stock cubes

Salt - Ch no! Do not overdo things!* If you are
out of stock here you had better do something about
your ordering system

* There is no alternative to salt.

Renenber :

Accept a "No" fromthe customer. If the custoner really
needs pi neapples, do not go on trying to sell chocol ate pud-
di ng!

If you overdo the "alternative selling" you may becone a
"hi gh- pressure" sal esman. Your job is just to suggest one
or two alternatives in a polite way, and not to force the
custoner into buying.

Sell New Articles

The main reason for introducing a newiteminto your stock
range should be that it has special advantages when conpared
to existing articles.
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Orange marmalade (the actual need may be some sort
of fruit preserve)
Fish (the actual need may be "a dinner")
Lettuce(the need may simply be "vegetables" - you
have the whole range of vegetables to choose from)
Chicken stock cubes
Salt - Oh no! Do not overdo things!* If you are
out of stock here you had better do something about
your ordering system!
* There is no alternative to salt.
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Because it is new the custoners do not expect to find it
in the shop. Consequently, they will not ask for it.

It is perfectly all right for you to informthe custoners
about your new articles, but accept the fact that not al

of themw || be interested, for the sinple reason that they
do not need the article.

Sell Reduced Articles

We have often repeated that a custonmer. buys things in order
to satisfy a need Is it then correct to say that if a cus-
toner does not need an article at a certain price, he wll

not need it at a reduced price either? No, it is not correct!

We have al so said that nost people need nmuch nore than they
can afford. They have to give priority to certain needs. A
bargain may give custoners the opportunity to satisfy a need
for sonething which they could not otherw se afford. There-
fore it is correct - and good sal esmanship - to call atten-
tion to things which are sold at reduced prices.

Agai n, do not overdo it and suggest too nmany bargai ns!

You may offend the custoner. He may feel that you consi -
der hima "l owincone" custoner. An of fended custonmer wll
not return.

You may al so nake custoners buy nore than they need. The
custonmers will realise and regret this - later. This is
dangerous, as we have al ready said.

You may al so weaken the econony of the shop if you al ways
suggest bargains instead of full-priced articles. This is
anot her probl em though, discussed in other MATCOM El enents.

T .

Qobvi ously one good way to increase sales is to sell a |arger
gquantity than the custoners initially ask for. In nost cases
this benefits the custoner.
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Many articles cost less per kilo, litre, etc., when bought
in larger quantities. If the custonmers can stare |arger
quantities safely, and can afford them they will save
both time and noney.

| | h

You will agree that sal es depend very nuch on the personal
skill and good behavi our you show i n your direct contact
wi th the custoners.

By the way, we nust nention that there are ot her ways of
pronmoting and increasing the sales and inproving the services.
For instance, the way you display the goods is very inportant.
In fact, if you use the right technique for the display of
goods you will find that the display itself will help you to
sel|. That is why good display techniques are sonetines cal -

led " silent salesmanship”.

The display of goods is dealt with in other MATCOM El enents.
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Your Personal Appearance

You can be sure that customers notice the standard of
hygiene, both of the shop itself and of its staff. They
will also notice the way you dress and your personal appear-

ance in general.

Apart from the fact that cleanliness is a MUST in a shop,
because of the health hazards when dealing with foodstuffs,
it would be a pity to have your skills in salesmanship come

to nothing just because of poor personal appearance.

' Think about the following statements. Do you
- agree with them? Comment briefly on each one.

1. Your appearance depends on your personality.
You are free to dress as you |ike, at work as
wel | as at hone.

2. Al the nenmbers will respect your style of
dress; it will not affect your sales.

3. Al'l shop staff should have a "uniforni.

4, The only thing the manager and the nmenbers can

demand is that you are clean and have a cl ean
and smart appearance.

5. Wite down Eive Rules regarding personal ap-
pearance in the shop.
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1.
Your appearance depends on your personality.
You are free to dress as you like, at work as
well as at home.
2.
All the members will respect your style of
dress; it will not affect your sales.
3.
All shop staff should have a "uniform".
4.
The only thing the manager and the members can
demand is that you are clean and have a clean
and smart appearance.
5.
Write down Five Rules regarding personal appearance
in the shop.
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"CHECK-OUT"

To prove to yourself that you have fully
understood this Elenent, you should now
go through the follow ng questions.

Mark what you think is the right answer
to each question. The first question is
answered as an exanple. If you have
problems with a particul ar question, go
back and read the correspondi ng chapter
again. Your teacher will later check
your answers.

1 Whi ch type of salesnman is needed in a co-operative shop?

a The hi gh-pressure type.
b The passive type.

C) The customer-oriented salesman.

Which is the nost serious risk when a custoner is badly
treated?

a He will |eave w thout paying.
b He will |eave w thout buying.
I He will never return to the shop

3 The aimof your first words to a custoner entering
the shop, is to

a find out what the custoner wants;
b find out the custoner's nood;
c create contact and a feeling of confidence.
4 Wiy is it inmportant to listen to the custoner before

you start selling?

a Because you should always |leave the initiative to
t he custoner.

b Because you cannot sell anything w thout first
finding out the custoner's needs.

C Al custoners need to talk.

5 Shoul d a co-operative salesman try to increase the
sal es of his shop?

a No, trying to sell nore than the custoner asks for
I s al ways bad.

b Yes, he should try to increase his share of the
mar ket .

C Yes, if he sells to non-nmenbers only, so that the
menbers save their noney.
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Which of the follow ng statenents tells us the
"characteristics" of the product?

a These biscuits are good for children
b These biscuits contain no sugar.
c These biscuits are very popul ar.

VWi ch of the follow ng statenents describes the
"benefits" of the product?

a Thi s bucket is made of plastic.
b Thi s bucket has a steel handle.
c This bucket is light to carry.

Stating what the benefits of an article are, neans:

a telling the custoner everything about it;

b not telling himthe di sadvant ages; _

I explaining its advantages fromthe custoner's point
of view

What do we nean by "HELP!'" signal s?

a That you need assistance from a coll eague.

b That the fire-alarmis ringing in the shop

C That a custoner's behavi our indicates that he needs
advi ce.

Wi ch of the following is an exanple of a "conplenentary
sale"?

a Selling a whol e packet of rice to soneone who asks
for only a small packet.

b Selling toothpaste to soneone who has asked for a
t oot hbrush.

C Gving an extra egg - free of charge - when you sel
a dozen eggs.

Which of the following is an exanple of an "alternative
sal e"?

a That another salesman in the shop will attend to
the custoner.
b Sel ling tonorrow what you cannot sell today.

c Selling tomatoes to a customer who asks for cucum
bers.

If a custonmer is anxious to pay the | owest possible
price for a comodity, you should recomrend:

a that he buy larger quantities at a time (10 kg for
$6. 00) ;"

b that he buy smaller quantities at a tinme (2 kg for
$1. 30);

C that he wait to see if the price goes down.



COMPLEMENTARY EXERCISES

To conpl ete your studies of this
topic you should take part in
sone of the follow ng exercises,

r@;gﬁ;:vll be organi sed by your RACTICE

: : |
. . - o

Sel ect a nunber of articles fromyour stock. List
the "characteristics" of the articles. Then, try to
transformtheminto "benefits" for the custoners.

) o | sal

D scuss and conpare what each of you wote in the box
on page 16. Try to explain why the shop staff behaved
in this way.

3 Your Personal Appearance

Conpare your comments on the statements on page 40.
Di scuss and prepare a group report on this subject.

Le Pl avi | hni

Sal esmanshi p can best be practised through "rol e-playing
exercises". You should take part in several such exercises
under the guidance of your instructor. The training should
preferably take place in a shop, using the actual assort-
ment of goods.

The person playing the part of the custoner should be clear
about his general needs, his funds and other conditions re-

| evant to the situation. The person playing the role of

t he sal esman shoul d, of course, know his stock range and the
characteristics of the articles.

Afterwards, each "play" is discussed and anal ysed with re-
gard to the sal esman's approach in general, his way of treat-
ing the customer, his use of the |isten-ask-advise technique
and his ability to describe the benefits and characteristics
of the products.





