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1. Request


This document is intended to support my request for a total of four credit hours for life learning that is equivalent to or exceeds that which I would have acquired in an advanced college-level course covering Sales.

2. Sources of Learning


My sources of learning in the area of Sales are the following:


Swyers Printing – I spent 10 years in direct sales and 2 years as sales manager. I also served as in the role as technical sales support. In this role I would help train the new sales staff in the special needs of print sales. As Sales manager I was also responsible to do co-calling with the existing sales staff and recruit new agents. 

Western New York Youth for Christ (YFC) – Serving as Marketing Director I was responsible for door to door sales calls for the organization. The Niagara Youth Conference required contacting 2000 organization to confirm 300 group sales resulting in sale of 6000 admissions. 

I am founder of GMS Production. This 20-year-old sales and service company had its roots in filling the needs of audio reinforcement for non-profit organizations but GMS has now evolved into print brokerage service.

I completed the Dale Carnegie course on effective speaking and human relations in May of 1989.

Success 1996 (seminar) October 1996 at HSBC Arena – Speakers included George H. Bush, Jim Kelly, Larry King, Zig Zigler and others.  


Sales seminars on printing at Concepts 96 at Walt Disney World, Concepts 97 at Orange County Convention Center in Orlando, Print 98 McCormick Center Chicago. 

Mentoring relationship with Buz Swyers (father), who staring in his basement grew Swyers Printing to an $8 Million year operation in 2 states.

3. Learning

When determining if I had already learned the equivalent of 3 to 4 advanced credit hours of learning in the area Sales I have turned to the “Guide for Credit for Prior Leaning” page on the Empire State College website. The following is learning outline is based on the format that ESC has approved.

Consumer Behavior


In order to successful transition from a sales clerk that “takes orders” to a sales person who “services” an account you must understand consumer behavior. There are many theories about why people do – what they do. One concept that is widely accepted is Maslow’s Hierarchy of Needs. Maslow suggests that people are motivated by “unsatisfied needs” and that there are certain lower needs that first must be satisfied before you can move on to any higher needs. A good sale approach understands this concept and builds a relationship from the ground up. 

Consumer behavior also includes the understanding that a customer has both wants and needs. You need to eat but you want a steak. McDonalds fills a basic need; Charlie’s Steak house fills a basic need and a desired want. If you can fill both a customer’s needs and wants you will have a higher potential for a positive profit margin. In recent years McDonald’s success has been found not through just filling of the basic need for food but also filling the customer’s wants of quick service, low prices and a playground for children. 


As part of the start up team for Swyers Printing Orlando researching customer demographic databases was key in determining site location. Originally the expansion plan called for a new printing plant to be built in North Carolina. Once the data mining was complete we discovered that the needs of the Carolina region were already being met but to our surprise central Florida was a diamond in the rough. Thru the use of governmental websites and databases, Printing Industry of America (PIA) databases, and various Internet sites we established a customer contact list. ACT was used to manage the new contacts and in an 18-month period sales were grown from $0.00 to $4.5 million.


Product Knowledge and Channels of Distribution for a Product


From day one a salesperson must learn the concept of features and benefits when making a presentation. The “features” describe what the product or service can do but the benefits will help define the value of the product to the consumer. An example of a feature would be “our pizza boxes come with a plastic stand in the middle”. The benefit would be “your customers will no longer complain that the cheese is stuck to the box top.” The key to long-term relationship sales is to establish the unique features and benefits of your product line or company as a whole. 

There are many ways to bring your product or service to the market place. Some manufactures use a direct selling approach. At Swyers Printing I represented the manufacturer and the manufacturer directly billed the customer. There were times we also used a Distribution network. We sold to a distributor or print broker who would in turn “mark up” the price and sell it to the end customer. We had no control over what price the distributor charged. When working in this environment you must be careful to draw clean lines of responsibilities. For example once a broker brought a new customer to us – we no longer had the right to sell direct to that client. 

One form of marketing is the pyramid (illegal). The pyramid-marketing plan requires you to spend more time and effort on selling the system then the product. The very fact that pyramid schemes are outlawed by Postal Lottery Statute (Title 18, United States Code, Section 1302) is a clue. The elements of a lottery and a pyramid scheme are the same – prize, chance and consideration. You join a pyramid to win the prize (expecting gain due to your participation), chance (you have no control over who is below you – your success is completely based on chance) and consideration (you have to pay someone to “get in.”) 

Today’s sales person can no longer sit by the phone and wait for a call and expect success. Careful research must be done on market trends disposable income and consumer confidence. The era of generic brochures are over. I have worked on projects where the photos in the brochure changes based on the ethnicity of the recipient. In a normal direct mail campaign where 2% return is consider success we saw some of these target-marketing campaigns hit 10%. 

Personal Selling Skills

Success 1996 sales seminar had an impact on my approach to sales. The understanding of the proper technique of prospecting, setting up your day, phone call to personal call ratio were important element I needed to learn. Asking for the sale is so simple but often mist. One important concept I learned that weekend was the idea of the referral letter. The concept of instead of charging extra for all the “above and beyond work” I have done for you Mr. or Ms. customer could you instead tell all your friends how great I am.  Or better yet, could you write a letter of recommendation and send it to your contact list? I will pay for the cost of your letterhead and postage. What a concept! Through the referral process Swyers Printing handled a very high percentage of the market share of preprinted laser form for the financial industry. 

The greatest insight I have learned thru the years is from the book “How to Win the Rat Race Without Becoming a Rat” by Dr. Kenneth Leman. Dr Leman is a regular on Good morning America and is a consultant to companies such as American Airlines and Pepsi. Dr. Leman is most noted for the concept of birth order. This book show how birth order has an effect on how a person does business, sells and more importantly buys. For example most sales persons are baby of their family. Most accounts are first born. Most middle managers are middle children. 

I have learned to focus on better understanding of the consumer with the intent to better serve them not manipulate them. Some key areas of understanding.

· First-born buyers want to know both the good and the bad. If you put together a sales presentation for a first-born and never address the down side - look out. Time is important; don’t waste their time by being late and with a slow start to meat of your presentation. And always have options for the first born to choose from.

· Middle children – Hunger more for relationship style. They prefer to have a slower more sensitive approach. Respond well when they perceive you really are there to serve them with no hidden agenda. A short note from time to time in the sprit of congratulations or recognition will go a long way. 

· Baby of the family buyers want to be impressed. Where mentioning that Tiger woods uses this product will most likely offend a first born buyer it will score points with a baby of the family buyer. Fun, warm, fuzzy is just as important as the facts about the product.

I have learned that these principles are the foundational beginning of proper selling techniques not the end. 

Order Processing


“It is a lot easier to sell a late job, than a bad job,” is one concept that my dad hammered into me at a young age. The main goal is always to get the job done right and on time. But if you have to choose between doing a bad job on time verses a great job a little late – lean toward quality. Now, if the project is the banquet brochures for a specific date – this rule does not apply.  

The best way to loose a customer is to not deliver what is promised. A good salesperson always works with the order entry department to ensure that customer expectations are met. I have learned that the production department needs to give the sales department feedback on current inventory levels and production time lines. If inventories are running low the sales department will know to be careful to not make promises that cannot be kept. On the other hand if inventories are running too high, the sales group can and should help move these over stocked or slow moving items. Selling existing inventory is one sure way of protecting the bottom line. 

Some companies use a first in first out (FIFO) or last in first out (LIFO) system in filling orders. I have always found that the higher the dollar the amount involved in the sale the less the influence FIFO or LIFO has. The principle I have learned to preach to my staff is the enemy of the most important is the urgent. A careful analysis of each days orders by the production manager with input from the sales department can overcome the emotion of the moment that can negatively impact the order process. 

The advent of the computer has changed the workflow of the sales order system. I researched, trained and help establish an order tracking system, which could print reports based on when the order was placed or based on a priority scale. The scale we used was numeric 1-5 where 1 is the highest priority and 3 was normal turn around and 5 was fill in work. I would also print out a daily report by salesperson. This report would give incite on monthly sales goals and work in progress. The goal of this system was “no surprises.” 


Sales Management


People “leak” and if they are not pumped up from time to time they fall and become useless. I have learned through my years managing sales people are similar but not the same as managing the rest of your staff. Some of the principles I have learned to keep in mind when managing my sales staff are the following:

· The sales staff is the gateway to the company. 

· Properly motivated – they are the lifeblood of the company.

· When sales are down cutting commissions is not the best place to start saving money. Actually this is the time you need your sales staff at the highest-level motivation.  

· You can have too many salespersons. In one situation the production staff could not produce all that my sales staff could produce. Telling a salesperson that the customer you just spent 6 months cultivating to trust you with an order will have to go somewhere else – is not fun.

The way you motive a salesperson is through compensation. I have learned and experimented with a number of different styles.

· 100% Base pay. In my experience this works best when you are handling house accounts that require little to no formal service. A customer who “does not want to be sold” appreacheate know that the person they are dealing with is not motivated thru a commission. Some believe that the sales agent’s judgment may be compromised thru their compensation package. The disadvantage to this program is the lack motivational content. The agent gets paid the same regardless of sales volume.  

· % Base Pay & % Commission – This the most practical approach. The sales person has the comfort of knowing they will take home something in each paycheck. The sales person also knows that this is just the beginning. If they want more all they have to do is hustle. Careful balancing must be done in determining the base pay. If the base is set too high or the commission is set too low the motivational impact may be reduced. 

· 100% Commission – This works well with highly motivated sales people who believe in themselves and the company. The risk is highest for the sales person. A higher commission level is required to compensate the agent for the additional risk. I have learned the downside of this structure is when things start to slow down your sales staff may starve or worse leave. There is also extra pressure placed on the production department to perform for the 100% commission sales staff. 

· Draw – A salespersons friend and enemy. The best way to look at draw is to treat it as debt. The company is fronting a sales person commission for work they have yet to produce. The good side of the draw is the stability. One system, which worked out well for me, was where each quarter I would sit down with the sales staff and determine what the next 13 paychecks would be. There were times sales were up but the checks were down because the agent had over drawn last quarter. The disadvantages of this program is the slow response in motivation and the possibility that a sales agent can go so far in debt to the company with is no hope of recovery. Many a salesperson has lost their job due to setting draw too high.  

As with all these concepts the balance is between keeping the sales force motivated with out giving away the store. I have learned that because all of your customers are different it is best to match the different sales styles to each customer. These different styles may result in different sales persons. These different persons require different types of motivation. I have learned it to be very common to have different sales persons working for the same company each on their own compensation program. 

The only thing worse than training a sales agent and having them leave is not training them and having them stay. One salesmen success story is Hank. Hank sold ice cream for Heresy’s before he came to us to sell printing. With no prior printing experience I took Hank under my wing. We spent hours together in the plant explaining the printing process and transferring the sales skills Hank already posses over to this new industry. The first number of sales calls we went together. With each meeting I was able to do less and less. After 3 years with Swyers Printing Hank grew his sales to almost $750,000 annually. A typical printing sales person sells $250,000 a year. 

I have learned over the years – People buy from People not companies. I released that myself, being a salesperson, as well as my sales staff are a product just as much as the commodity we are selling. One important component of your self is your ethical guidelines. Unlike some of our competitors we did not tolerate kickbacks or bribes to purchasing agents.  Substations of material form the purchase orders were never allowed. There was one example were we lost a $100,000 order because we used the paper that was in the request for question (RFQ) for the estimate. The paper distributor informed us that the other printing companies that we were bidding against were using a different spec paper in their estimates. The question is what is your price or more directly what dollar amount is your integrity worth. After calling the potential bate and switch to the attention of the buyer we submitted our bid. Unfortunately we did loose the project to the other printer, and they did bate and switch the material.  How did they get away with this indiscretion?  Easy the buyer only sees the samples not the entire project. The important lesson I learned through this experience is the following, I now know I cannot be bought for $100,000.  

Summery

My years of sales and sales management experience has cause me to get college level training in the form of books, seminars and mentoring relationships. My successes in growing the Buffalo Bills form a $5000 year account to $400,000 annually could have only been accomplished not only learning sales at an advance college level but also applying these principles in real life. I welcome the opportunity to discuss further my sales learning with the evaluator. 

4. Supporting Documentation.

· How to Stop Worrying and Start Living, by Dale Carnegie, Simon and Schuster, NY
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