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5m¢ “Vime You Sell a chkurd or Clipper, You've
/ Y/ Sold a Lot More Than an Automoblie.

7 One of the most successful sales managers in the country glares at
' " his encyclopedia salesmen, pounds the table and shouts: “Your

R ‘. customers -don’t buy a set of books! Get that out of your hequ'
i ‘ ‘ They’re buying your song-and-dancel” ..

\ +- Granting that your preseniahon of a Packard or Chpper is not suppq d to have all
ar .- the “song-and-dance” of “the book pitch”, it's still true that when a mah buys from

" you, he has bought—not just an auiomobrle but-<=YOU . . . YOUR sales- presentahon, '

»

Wée«a o prospect fculs to buy a Puckcu'd or Chpper from you, it isn't
essarily the product that hqs dlsappomied him. He has also ¥
YOU down, |
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© PACKARDS — HOT POPCORN

| .lfﬁyeu were in Tlffanys shoppmg for a dlamond necklace in rhe $2 000 to $4,000

‘. : gau.’

QUALITY

": Being cultured, refined, mtelllgent, courteous peo'”le themselves, ihey apprecrate

~these qualmes in the people wrth whon;--—-rh y .do-b

'-"‘-_._‘.counrssv ALSO HELPS OPEN r-us Wi

| quallty' class, you wouldn’t buy it from a salesman who was wearing loafers and a

pen-collared sport shirt. Nor would you buy it from'a salesman who, though

dressed in a ‘cutaway and patent leather shoes, sIopped chewing gum fo say, ”H:ya'

: Bud what ¢'n l do ferya'-‘"

Because a customer ”buys" YOU when he buys your producr, the more closely your .

_;‘:-._“appearance and personallty resembles what the prospect is lookmg for rn anew - .

PPer, the easler it wrll be” Y°“ o sell him.

rospect is lookmg for ! f‘ ihlngs as

S STABILITY
ELEGANCE A PRESTIGE
DISTINCTION BEFINEMENT-

i
Mo ®

The ma|or1ty of Packard prospects reﬂecr these same attrlbuies in ihelr personalmes

COURTESY IS YOUR BEST DOO ".I;“ENER . :
COURTESY IS THE KEY THAT OPENS A MAN’S CASTLE
HIS INTEREST, HIS FRIENDLINESS AND HIS SUGGESTIBII.ITY,,,*-

The smart Packard Cllpper sales~_
man dresses, acts’ ‘and speaks not” |

to please himself but to please h15f" L

prospects. -

IO
R



Voa : ' For the benef‘ t of those salesmen whose dealers hav  na} yet or-si:
' ' here a *.

" few of the most important self—evaluatlon ques’rlon :
" size retention bookiets that are: a part of 1he progra m.

average, below or above average?
“.. - Have my methods of prospecting improved?
o Do I close more. sales?
- ._Do 1 dose profltable sales?

" What have | learned since | first began to sell whlch has lmproved
- my ability to sell? - R

“!!ew»» do lrate on

SINCERITY

“ PLEASING VOICE
a)” “selling cars is |mporiant o

~a) I've heard myself recorded :

b)" well, maybe - o b) 1 haven't
RO don't think it matters - ¢) No complaints, why bothe'"‘r'?'\
GOOD APPEARANCE oo CONFlDENCE
3 q) I check my appearunce - - a) | continue to study my job _
b) so what? - . L " b) | knew everything when | started .
c) what are you 1alk|ng qbouj‘? | c) I'm. not very “lucky” :

i BY: - . o . ‘\.‘.
| _ a) a memorized formula o o

b) the amount of fime’ pent Wﬂh ih oc
c) using trial closes ~ "
- d) waiting until the customer mdlcut ﬁ
. 1'1'0 MAKE THE BEST FIRST AND GENERAI. IMPRESSION ON YOUR CUSTOMERS HOW
' SHOULD YOU DRESS? oo R | 4 i

a) carelessly
b) according to the latest men's fashion books

c) neatly and conservatlvely :
d) flashily—to indicate you ‘re a great’ financial success.

- “WHICH ONE OF THE FOLLOWING PHASES OF PACKARD-CI.IPPER SALESMANSHIP IS MOST
. FREQUENTLY ABUSED? o IR

o a) ack of ’ract and courtesy T e
ST - b) poor planning and budgeting of fime T S
P * - ¢) improper dress and poor groommg

S . d) inability to talk in a conv:ncmg manner.' L

.
EI

 “THE EXACT TIME TO CLOSE A SALE ;:AN BE DETERMINED WITH REASONABLE ACCURACY

5



.'asu:?_ in the sellmg psychology of the successful Packard-Clipper salesman is
he ,ssumpuon chat every prospect he meets — no matter what the prospect looksf N
ike — is an excepuonal individual. Every prospect is a distinguished personage,

“a VIP, a man of real eminenceé — no ordinary mortal.

~ Once the salesman plants this thought firmly in his mind, his sales interviews -
" _will automatically contain a tone of subtle flattery that substantially reduces the

. the prospect's sales resistance.

Even those few individuals w'i'tff little self- pride—~even the ones who say "flatcery
will get you nowhere’ —eventually find it both easy and pleasant to believe you
if your comphmentary tone is persxstent and sincere enough. And once your prospect
 looks upon you as an ufmsually perceptive fellow for recognizing his superior
~ qualmes. he is also ready to beheve you when you insist that the Packard is '

' the one car such a dlstmgmshed person as himself should drive.

~you |_|_ SELL MORE PACKARDS AND CLIPPERS “
. BY PLANTiNG IN YOUR MIND THE THOUGHTS ---

MY PROSPECT is one of the few who DESERVE to drive a Packard.
A i o —




APPROACHING THE SELECT MARKET
For, jhe Pécléarel salesman who is wefl-spokeh, well-dressed well-mannered, courte- “*

ous and consnderate, ‘mass prospecting methods work |ust as successfully in the select

market as in the volume market.

- :Your appeal to this market, however, ls dlfferent from the appeals you use so suc-

£ B 'cessfully in the more general market.

The Average Select Market Prospect

| Ieadershlp that he should be dnvmg a Packard y
_1_"'same outsiandmg qualities to the Packard
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'THE POIM' __is.-- P o

. _ " ﬁ .
Once you make up your mmd to DO SOMETHINQ DIFFERENT
you'll begin all over again to learn, analyze, study, and discover new

things about your profession. Boredom can’f touch youI You'll recap-- '

ture the enthusiasm you had when you' first began selling Packards'

anr.l Clrppers. Your salesmanship w1l| |mprove almost :mmedlately

B A
M

Maybe you are the kmd that hated school hated study If 'S, ihe

| “When youre green, you re stlll growmg .

.' The Packard Clipper salesman who stays green — who keeps learning

hough he is already a top producer — will be a

Besf of all, you'll sell more cars, earn more money

truth is — you never -ee‘!y studred at all! |
THE PERSON WHO STUDIES, I.EARNS '\ SRR
THE PERSON WHO IS LEARNING FlNDS EVERY MOMENT
" INTERESTING, STIMULATING, and EXCITING. R
You are extremely lucky, Mr. Packarcl-Chpper salesman, that you are in |
a prol‘essuon where you will never run out ‘of things to learn. ?‘?’r .
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Get A Receipt'

8

Lk

You have all seenone of your fellow Packard- Clipper salesmen come stumbling
back ‘from a " hard-sell” but unsuccessful pitch, mopping his brow and slumpmg_
the nearest chair with the words: « . . . like talking to a brick wall.’ Maybe y@u- ve
been in that spot, yourself. ' o B
- 1f so, ' -

Isn’t it possible that it’s partly because you were dehvermg your haulﬁse
to your prospect JUST AS IF HE WERE a brick wall, instead of
being ? ' ek

Maybe - the Packard- Chpper salesman who keeps. runmng into “bnck walls
is working too hard. Maybe he s trying to do all the work himself, t,rymg to do all E
the selling himself. :

*,

" 'I E THE EE'OSPECT A CHANCE TO SELL HIMSELF A LITTLE P,

i af,.‘

. .INSTEAD, wHyV o

3

.:N; i

W
T

:VOTELL some of your enthusmstlc sales story, of course e L

i _-»:}_;y?':. .‘
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 SELLING POWER IS: EARNING POWER 4
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of dressmg, talking and acting in keeping with the chstmgmshed quality and ieader—

ship of the product you represent. This week, let's think about selling the product.

A

3

“job on it! By the way, what do you think of our interior trim .. . prefty nice isn't it?

In last week’s Power Pack (NO. 10), we stressed the importance of selling xourself

car. has. You need a new car. Even though you've never owned a Packard before,
‘you figure you'd better fmd out if there is really anything to ‘this torsion-level =~ ©

business you've heard about. So you wane!er into a Packard-Chpper dealershlp, and .

ask abauf it.

1 . ‘7 7 " ‘.
The pleasant well-mannered salesman says, "Well, it's great, it really is! It ke

the car Ievel you know — no matter how many people you have in it. No ofher _

' car has'it. It's great. It's a  torsion-bar suspension instead of sprlngs ... much beﬂer

than springs. It's a little hard to explain, but the engineers have really done a great -

'~ you the following _*éina\*'f\/fe 0 -t_he queshon-—

..\

4L



WHAT'S A CAR ANYWAY?
. LG

A

The car we drive is. in a sense, “our home away from' home. In fact, because
moré people see us in our cars than in our homes, ‘the kind of car.we drive is
more important to the ego of m%ny of us than- -the kind.of house 'gg Flve in.

If a Man S HOUSE is hIS CASTLE
‘A Man’s CAR is his THRONE L |

L L. HIS PARADE UNIFORM ' ..HiS COAT OF ARMS - - ... HIS CREDENHZA,ES

N PASSPORT | ‘ . : ms CREDIT REFERENCE

HlS CALLING CARD

Most Americans like to feel they belong to a certain group. There’s no quicker
and surer way to get this feeling— —false or- not——than to wear the clothes of

that group; and what is a car but a major part of our apparel' ,

If we drive an aristocratic car, we know that everybody will 1mmed1ately assume
we belong to the austocracy And if people treat us like arxstocrats our vanity
- is largely satisfied. . s P

L Everybody likes to make a good flrst 1mpressmn.

WHEREVER ws Go, WHOMEVER WE MEET .. ... e

The Car We D'rlve Up In




. - - -~ BUILD THER EGOS

. Many of the most Eéucces_sful Packard-Clipper 'salesmen owe their success to the
. fact chat they've learned how to sgll_ Packard products not just as fine dependable
- transportation but as meaas to satisfy their prospects’ deep psychological needs.

A

b
LRI

These salesmen are students of human nature. They search

for ‘clues to the underlying = = - even the subcontious
— — — motives their prospects have for wanting a new car. ~ =,

~ MR. X, might be running a shoulder—td-shoulder race
for promotion with a rival at the office.

MR. Y. has anobnoxious neighborv}”ﬁ;ﬁésmji}ét'bought -
“a gaudy new car and is bragging about it too
~ much. : :

~ MRS. Z.is up for re-election at hgr_ Woman's Club. -

ALL OF THEM THINK THE OWNERSHIP OF A NEW CAR
‘WILL HELP THEM ATTAIN THEIR GOALS. |

The clever salesman keeps all such possibilities in mind, and subtly interjects
comments which anyone of thése prospects might apply to his or her own situation. -

j:é.";,g‘ét."am:iages of Packar

d OrQC].ipE_e; e

B ' " Besides selling all the normal custgmer-a
‘ ship—such as safety, performance, ease o? handling, enginee-_‘

. Lo .l'
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qwer bumps.

| f: ;"Gb;\fio""ﬁslv* the front-to-
- . Toore comfortabie rjde than
*sprmgmg

feaiure.
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Be Smarh Mr..Packard—Clipp%r .Sa-:l_-"egglan! e

" All Packard-Clipper salesmen, even the top producers, have new thmgs to _earn all

'YOU’LL NEVER BE BORED

the time. _ g ‘ | ;..a, |
The minute a man feels that he has learned all there is to learn, knows all hé' has

to know about his occupation, his efficiency and productiveness start doWn-hlll

For salesmen: particularly, it is disastrous to be bored

YOU'LL KEEP THE ENTHUSIASM THAT SELLS,
YOUR SALES RECORD WILL CONSTANTLY IMPROVE—

50 LONG AS YOU'RE ALWAYS LEARNING NEW. TH;I‘NGS

'| SELLING POWER IS EARNING POWER Sk SELLING POWER 1s EARNING POWER

*. ABOUT SALESMANSHIP %, ABOUT. YOUR PRODUCT

e

% ABOUT YOUR PROSPECTS * ABOUT YOURSELF -

IMPORTANT TO DEALERS

£ ;:}Don’t wasteyour promotion and aclverhsmg dollars! Don’t waste the ad- - o
T‘* ' verhsmg and promotional help the factory gives you — such as the “Double .

.- Discovery” advertising and promotion program that is running during the
" 2nd quarter, inclding May and June. '
?“-_-;__?Converi the progpects that such adverhsmg and promotion bring you into
~ profits by making' sure your sales team is trained well enough to convert

prospects’into buyers. '

ORDER YOUR MANPOWER DEVELOPMENT PROGRAM, this year's
'RETAIL SALES TRAINING PROGRAM, ‘Many dealers report their
~ ‘salesmen participating in the meetings fully ai df-enthusmst:cally
ORDER TODAY — from the Sales Trammg Dep :

-J.-'I 3

.  SELLING POWER
,.i) ‘. ) N @“\,{Eﬁ PR Y



: ~ Aleutian Islands sent a higher percentage of G. I's fo psychiatric wards than did

Clippers, DOING SOMETHING DIFFERENT in your non-workmg récreational hours

tried because you thought they didnt fit your. sa|es personallty

over and show this fme car ro your, wd‘e rlght now, slr '

surprrse her?” -

oy

va
DO SOMETHING ABOUT IT-——-.

@ wwr 4

Boredom is dangerous! During the last war, non-combat are.as. like Panama and the

combat areas, proving that the human nervous and mental systems are more easily
damaged by boredom than by bombs and bullets. - |

The cure for boredom is an obvious and srmple one: DO SOMETHING DIF-
FERE!\T Like the cure for any other ailment, it pays to apply the remedy at the first .

ympioms . L T St
If you notice even a suspicion of boredom' m your sellmg of Packards and

will help; but a far more effective and lasting cure is fo DO SOMETHING DIFFERENT - e
_ IN YOUR SELLING! Experiment! C e ‘

Try being more aggresslve rhan you have had nerve enough to b‘f before.‘

Test out the techniques of ‘other successful salesmen; the. iechmques 'y‘ ulve never

FOR INSTANCE

&

Instead of approaching the walk-m with your. usual ”"Good afternoon, sir
Beauhful day for the baseball game, isn't it? What can 1 do. for you?”, try: “nello,
s:r Did you have in mind a Earhcular model ‘of car you were planmng to buy today,

sir, or would you llke to see several dlfl‘erent models?”

Half-way through your demonstrahon nde, sprmg rhe queshorv "Can we go

‘ you planmng to




"Published weekly by the Pa'
- Sales Tramang Department

s A compllat:on of ‘powerlul |d as and
o suggestlons for bu:ldﬂg SEI..I.ING POWER!

i
- . : . i
|

.ood Personal Sellmg
Demgpds Mutual Understandmg

letween The Salesman And The Prospe

Be Smart Mr. Packard-Clipper Salesman

. v-..q

\

: _Not that you should beheve every?hmg He says. Most successful sales-
.negative suggeshons of the prosPect
,ned themselves *not to hear * a prOSpect s

INING POWER -~ # SELLING POWER IS EARNING POWE




'~ and shrug offi

The Pacl‘card-Clipper salesman with the best canned sales talk in the country‘
won’t, for that reason alone, sell the most Packards or Clippers, any more than.
. " the best Shakespearean actor in the world will hold_everybody spellbound. Some

people won't like the best canned sales talk on Packards or Clippers, either;

-

Like a good actor, ybu have to play _to and with your audience. If your. '

-“audience” next Tuesday happens to be a rather “slow” fellow, you'll have to
“slow down to keep him with you. If next Friday's “audience” is on the “sharp”
side, you'll have to go fast. You have two hazards: losing the “slow” man because

_you are too far ahead of him and are confusing him; or losing the * sharp one. -

because he’s too far ahead of you and you are -boring him.

Let's suppose you had a sales talk so good it sells 60% of the people who "

listeritosit. Should you give that same sales talk in the same way to EVERYBQDY,

Efenough to’ make sure you had t,hem W1th you, po:t t .

sthe’ non-buyers as just “too dumb” to get the point ? 60% closes:__
~ would-be.a tri':‘,mendous Sales performance; but yhy let those other commissions go.
. 'when, it would be so easy to brlng “the dumb ones_ “"‘ong by adaptmg your dehvery""‘:
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BE SMART, Mr. Packard-Clipper Salesman i

In the last few issues of POWER PACK, we have given you some brief sales

talks on certain important Packard- Cllpper product features, and suggested that.
yo memorize them.

You are all aware that successful salesmen i1h all fields use with every pros-

pect certain unichanging phrases that have proven to move their prospects towards
the sale. :

Some ‘salesmen, in fact have every word of their sales.talk standardized from
- start to finish. Such a methodical approach to salesmanship is commendable,.
much better than any hit-or-miss method. . . .

BUT ! It has its dangers, too,
In selling Packards and Chppers you “can’t afford
“culed museum gmdes ‘who, when, mterrupted 1n thelr

Aétu'ally , the better yoﬁ{ﬁa{fé:i‘meﬁlb:rized""t'he SEN |
the better you will be able to.....



Haxmg recogmzed thal: some obstacle to buymg a Paclcard or Clipper exists in "
your prospect’s mind, your strategy for getting safely past it is similar to what
you would do when you encouter any kmd of road block ona: h;ghway '

TAIN THlNGS YOU DON’T DBM. .-

B 1: Y%ﬂ ‘don’t speed up ah'd trY to 1gnore the sn:uauon. - . . e
ﬁou don’t try to bump it head-on or push it out of your way '

,'_A

.

Important

There are ‘still some- kits of the. powerful ﬂANPOWER DEVELOPMENT PR _
GRAM, the Packard-Clipper sales Trcumng Progrcl;ﬂ for 1@56 left. =

-

Judglng from the comments and results repoﬁ.
theéiprogram conscientiously, the stocE of ihese

.Your dealer owes it to you - AND T0 HiMS-ELE"‘
1t costs only $491,50 It ws“ hel'

pl’urul - cars.”

i

ou and yb'ur -
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Successful Packard—Clipper Salesmen Know How To Handle Detours. g

First, they know a detour when they see it. The detour sxgnal ina sales interview
is never as plainly marked as on a highway. Fo

"::?“ XY
SR x;« ’\
Trainee salesmen often fail to recognize when a detour is called for in their sales "«

talks. They continue full speed ahead until they suddenly hit an obstacle that
causes a break down too serious for overhaul in time to make their sale.

W~ .. . ., . -
L ; . ;o : .

. WHEN TO DETOUR

1

© 7 #w IT°S TIME TO DETOUR WHEN YOUR 'PROS'PECT'

. . = = 1. Hasna't understood what you've told him
o - 2. Doesn't believe what you've told him
' 3.. Doubts the wisdom of purchasmg a Packard or Chpper

& -

4. Asks a question
s 5. Makes an excuse for not buymg
6 Ra1ses an objection

-

1N
v

e
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Challenge the Stall

~ If he.says, "I'll have to checf thlS w1th my w1fe,

. .You say, “Fine! Let’s 8o and see her now.”

If he says, ‘Maybe I'll stick with my old car a llttle longer,

“* You say, “Suit yourseif Sir, but that can be pretty expenswe, .as you know:,

e increasing service costs, ‘higher operating costs, depreciation.—— but worst

0 of all, it can make a.big difference how your business assoc1ate§ and fnends
.feel about you . In this beautlful new Packard though i

- If he merely keeps saying, * I thmk il wau:,
Make h1m givea reason —— BY ASKING “WHY”

Your T“Packard-Clipp'er Prospect ASks‘ a Direct Ouestion. T

. Give him the Answer — or Offer to Get the Answer — nght Away, even if
his question detours you radically from the point you were makmg
(You still keep control —— even on a d_etp_u;)

\

Your Packard Chpper Prospect Raises an Ob]ecuon

a4 . e

Lead Him Out far enough to Make Sure He is Expressmg lus REAL ob]ecuon S

Play Up Another Product Advantage to prove that it more than offsets the dis-
advantage the prospect imagines. :

You ve heard |t before, but it’s worth 'Fe,Peatin-g?%}f

An OBJECTION is REALLY a REQUEST
FOR MORE INFORMAT!ON )

‘\
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Be Smart Mr Packard Chpper Salesman'
IN YOUR SELLING OF PACKARDS AND CLIPPERS 5 | gj
/ i e S 3 ;,,

. ,- i , ) ' . :\. i

Flattery Wlll Usually Get You - SOMEWHERE,
)QFTEN, RIGHT UP TO THE SIGNED CONTRACT'

B WA 3
| ,i/""“\\_r/ ::
T ‘. A S ,J
... Most human beings, maleand female, have a strong “streak of vamty in their ‘}
. makeups A large part of what we buy,| 1s bought to satisfy that vanity. - b

e

I

If it weren 't for vam{y, we’d all drive our cars for 10 years or more. The
‘real  reasoniso many ot ?us buy a'new car every one, two or three years is not v"{g
. because our car. is worn out, is too expensive to maintain, or looks 'shabby, nor ki
is it because~ frequent changes are econom1ca1 elther, 1t , because we want to
S _show everybody we're as up-to-date, as stylis  and 45w '
. ,car as the rest of the people in the group to w ch \




. WEIGHT DISTRIBUT

“Among the superlor engine
. - safest cars anyone can drive, Mrs. John
the front and rear wheels. '

o o Because the engme is at the front, the front wheels carry a heavier 1oad than the
‘ rear wheels on all American cars. Too much weight on the front wheels is undesir-

able from the pomt of good steerlng, prevention of skids and good traction. In fact,

Consumers Reports_have set up & gradmg of cars on welght, dlstrlbutlon. 57% or . E
more of the weight on the front wheels is classed “ undesuable 54 to 56-% it

. _classed average”; and 53-4%% or less is rated “ desu‘able

«The front-wheel weight on '56 Packards and Clippers gets the deeii;?abl'e rating. ”

e To you, as a Packard or Chpper owner, Mrs. Johnson, thxs means not only great e

: ‘ease of steermg but safety for. you ¢ ‘and your famxly i am sure you will agree that’
dmportant to you, isn't -1t,¢? (GET A RECEIPT) o R '




L e et

Wiat ls The Twin-Tracti “_"’.% Differ satial?

%

your driving_ safety and convenience, Mrs. Johnson.

-~ “At one time or another, I'm sure you 've been stuck in snow, on ice, or in sllppery

‘mud, because one of your rear wheels just kept spinning, isn't ihat rlght’-‘

the one that's on slrppery ground — get all the powéﬁ

let one rear wheel —

AT

- gets at least 20% of the power even in the worst condmons when one wheel is on

sheer ice and the other on dry pavement.

“That's the convenience part of it: you'll never get stuck; but safety is even more

. important, isn't it?

“When you hit a patch of ice, or are on loose gravel or on a hlgh crowned road,

or a bumpy or ‘washboard’ road, on a sharp turn, ror when you're going fast

. around a curve, Twm—Trachon gives your car a posrhve grlp on the road, no matter

" difference between keepmg and Iosmg control of your <ar, Mrs. Johnson.

B | "nk weé' have a rrght fo e- proud of that You’d be proud to

,,,uldn'r‘you, Mrs. Johnson, fo. know you ‘were drrvmg tﬁa

“The Twin-Traction Differential is another exclusive featuré‘?_ﬁof great importanc_e' to .

~ wheel that's on solid ground — the only ‘wheel that can push your car ahead —

E ”I know ou're not oin io enter your €ar in an automoblle races, Mrs, Johnson,- s
‘ V 9 9 Y o

iver regard thls iype of drffer-" _l

o~

|3 - how bad the road i ls. Having constant power in both rear wheels can mean ihe- N




INDECISION IS AN UNGOMFORTABLE STATE OF
- MIND FOB ANYBODY ' A

‘ f””‘w’"

This fact is of great significance to you as a Packard-Chpper salesman it should de-

~ finitely affect your everyday sales technlque _
Many salesmen, especially those new to the profession, are mastakenly afraid of
. “high-pressuring” their prospects. They allow themselves to admit that, their pros-
pects sometimes have good reasons for not making a qunck decision to buy. Unil
experience proves otherwise, many such salesmen confidently believe that, if they
get their prospects enthusiastic about the Packard product and treat them with cour-
_tesy and agreeableness, the prospects will return to buy at a later date — when they

_have had a chance to make up their minds.

‘What reully happens is: those prospects find a compehﬂve, »
“salesman smart enough to help l'hem make up: i'helr mmt:is= |

 NEVER FORGET

when a man lets you tell him about your product,

~when he exposes himself to your salesmanship, K ' v
“he. is a “hot prospect” WHO WANTS AND EXPECTS YOU TO HELP HIM OVERCOME

“THE INDECISIVENESS WHICH IS A PART OF ALMOST EVERYBODY’S NATURE. -

" If he leaves the dealership in the uncomfortable state of mdeas:on, you have not
~ served him, not helged him, — nor have you helped yoursé’lf as’ a salesman should!

When you have mastered the use of so-called ”hlgh-pressure" to the pomt where.; .
you can help even the most persistent staller overcome his indecisiveness, ﬂ"lere is v

" one more step fo take ~ aftei the order is signed. ASSURE THE BUYER THAT HE

S e i R R

r;uHAS MADE A WISE, IMPORTANT, AND WONDERFUI. INVESTMENT CONGRATU-
LATE HIM ON HIS WISE DECISION

Alf‘yowsend him off wnth excltement and self-satisfaction, he’ll come back eager to
' eal with the s _@%esman whose “high-pressure” helps him make up his mind!

A ﬁelp em maA-e up Me:r mmds 2 Hake ‘em happy they did

" NOTE. Many of the recorded sales mterv%i)vs in the MANPOWER DEVELOPMENT
Jfeous: "'use of "hlgh—pressure and some of

T e e ._.E-





