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The Caniasser Jor the

case you will know the prospective donor. Before

carUullN from your exijerience and acquaintancewith him what ,s the best hne of appeal to make to

of ar-iment. or >-our plan of attack. Your job ismuch hke that (. a salesman. In this case, howeveryou are not endeavoring.^ to sell him a smiritv^';
"

Koods, but vou are trying to arouse in him the satis-faction and the exaltation that comes from havml^done a service m a self-sacrificing wav. Vou aretrying to sell him somethin^^ that will ^dve him moreenjoyment m acquirin.ir than a person obtains inmaking an ordinary purchase. In other words in-stead of getting a man to give you monev for a bondor for goods, your aim is to get him to give you moneym return for the satisfaction and pleasure that hegets out of helping Dalhousie UniUrsitv thus in!

Canadf
'^' ^''''^^' ^° ^' ""^ '^'''''^ ^^ the 'people of

MANAGING THE INTERVIEW

You realize that in business when the mind of acustomer is a jumble it is hard to accomplish a saleIhe same principle applies here. But how muchharder is the task when the mind of the salesman's
also a jumble. So your first duty, before callinguj3on a prospective giver, is to get clearly into you?mind the mam points of your interview. We areoften prone to rush into an interview unpreparedand without the slightest idea as to what we aregoing to say. We have no well-defined plan thor-oughly mappea out, and are likely to depend on get-tmg inspiration on the spur of the moment It is
well to remember, therefore, that, no matter how
clever we may be. proper preparation is bound to
increase our efficiencv.

^hJ^'^ ^l^\
thougii{ to get thoroughly in mind isthat our task is a matter of the highest importance


