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introduction from customers or acquaintances of theirs

.in Canada to a score or two of firms.

i those he called upon, twenty-three ‘gave (Or often

O e
sent. through a clerk or officetboy) i answer to his card
or letter, the answer We ard not interested 1in Canadian
tra 1'

In Manchester” and districty, Shefhe 1d. Huddersfield and
Leeds s11 instances are given wliere no-satistaction was to be

not see the principal or any one 1n
rity, 1 ne in the house would talk advertising, or he
W et past the sentry One or two had uniortun
u v been bitten by the rascally “Dr. Griffin/’ of Montreal

An entry. .very common 1in this report is: "Called twice,
but was r'\:‘?'v to get to see lany one in authority.”—Or,
“could not get at the prmvnp.u,- two visits.”"—Or, “called on
this larg= firm several times, but was. unable to see any one
but a subordinate T'hey had, as several firms put 1it, “No
time t5 see canvassing agents.’|

In many cas€és he was rcqm'[cd to fill up a printed form,
stating who he had come; to | $ee, what he wanted to see
about, who his-principals were. |Generally, in such cases, he
was turned over to’'a subordinate, or else abruptly told that
there was nothing for him. -Somietimes his busmess card was
returned. Certain entrtes he |makes are amusing: “The
amount of formality to be géne through 1s appalling”—
“This firm’s ideas of the passibilities of Canadian trade are
too humorous to dwell upon”-—{'A repetition of the form-
filling and waiting pcrf-'rm.m\'('\'f"‘»-—"l.:ﬂcncd attentively to
me. 'Taciturn. Unable to consider - the proposal’—“Blunt
refusal to talk advertising”’—"Ag§ exclusive as Buckingham
Palace”—*“Hazy idea of Canada’q possibilities”—“Only after
three times'calling, and by sheer ipersistence, was I admitted
to the counting-house.”

At Sheffield he was more civilly recetved. But here, too,
he found sentries, sometimes boxéd up at a distance from the
firm ~or .company’s office, | and the use: of forms
to fill up quite common. In o¢ne or two cases he was ad-
mitted to the .premises and evén offered to. be shown
through, but as to advertising, |“Could not think of it”; .did
not wish to extend their field, or|“were not in a position to
increase their appropriation.” 1n (the great majority of cases
he could no more get to- see a |principal than an ordinary
tourist visitor to the dome of St Paul's®could get to see the
Dean and Chapter ¥

True, there were exceptions. The c¢anvasser
succeeded, indeed, in getting sgme advertisements, and
in other instapces, only a few, however, he was allow-
ed to state his case and tell where it was probable
certain merchdandise could be!sold in Canada. One
firm, for example, were courteous and even friendly,
confessed to an interest in Canadian trade, but did not
believe in paper and ink publitity as a means of intro-
ducing their goods to the market. Another to whom
he had a letter, returned a polite refusal to talk ad-
vertising at present; call agaip—but the calling dgain
produced no effect. .In a Manchester case a personal

letter was presented which hrought some under-¢lerk
to say that the principal “didinof make a practice of
giving intet views to advertising men.” At a Shel
field firm’s office he was given abundant statistics
about the extent of its works! the immensity of thei
utput, and was also given a t‘.‘:n.\fwunv, but as for ad

In the face of the almost tiniversal interest which
re told exists nowadavs in Britain towards Can=
is currous that such aniattitude should charac
nufacturers as.thesé!incidents show The
proud self w.f't'lignienr\'. the absolute stub-

hn Buyll rwvu«éwm in them, until one is

e with '\"“i,’; was said bv Peter B

agent :1‘.§‘1T311(']1(\tvr “The Eng

ter in the world, but he’
%t a Canadian canvasser

facturers in the United

States, and in at least 100 cases he will be received
with civility, questioned about ( anada, and shown the
premises and products of his temporary hosts. Per-
haps he will be “jollied along,” but anyhow he will be
received and his case heard. And he will get a dozen
or two ‘advertisements as well, if he knows his busi-
ness. If English exporters refuse to see or listen to
people who can assist them to secure a goodly share
of Canada’s purchases, they need not be surprised if
other countries, less forbidding, carry off the trade
which our indifferent and excessively formal relatives
in England ought to have.

L N
THE SCIENCE OF SALESMANSHIP.

The incompetence, ignorance, and brusqueness of
a large proportion of the salespeople at our big stores
are features that often strike the average customer,
and the query somietimes arises: would it not result
in better net profits for the merchant if he ‘would
pick and choose his assistants better, paying them if
niecessary higher wages for a higher class of service,
and possibly for him to manage with a smaller num-
ber of them? As it is, thousands of dollars’ worth of
trade must be lost every year from the simple fact
that salesmen and saleswomen are of absolutely no
assistance to a would-be purchaser in making his
selections. The latter comes to a store with the best
interftions in the world to buy something he (or per-
haps more often she) wants; but the exact form of
this she does not fully know. A word of suggestion
would do the trick, an article would be sold, and the
cash received. As it commonly is, however, the one
behind the counter doesn’t quite know what the 'cus-

tomer wants, and shows it; worse than that, he shows.

he does not care. And so the very article needed re-
mains unsold, and the customer goes away, and with-
out any strong temptation to return to that
particular store. For the average man who wants 'to
buy anything wants it to be sold to him; he does not
want to act as his own salesman also. -~ Yet he does
not' get it if he does not happen to spy it on a near-by
shelf—that is what it amounts to in some of our de-
partmental stores. Efficiency in selling, as in other
things, is what merchants and the departmental stores
need, even if they do have to pay high wages for it.
Quite often there is a difference in the selling capacity
—and customer-drawing capacity—of salesmen to the
amount of two or three hundred dollars or more a
week. Compared with this, of what account are a few
dollars extra on the wage-bill, or even the doubling
ot 1t’

There Bre stores and stores. In one, the person-

ality of a kden, obliging proprietor will make itself felt

it once in the intelligent painstaking clerks ready to
wait upon a néw-comer at once, and td get him exactlv
what he needs, gr the nearest to that in their power,
and 1&1 chances are that éither the new-comer will go
awav a }r""\‘]‘-::\:‘ or, what is the next best ']Viﬂg'. a
customer perfectly ready to go to that particular
store the next time ?w needs at “"“‘1-\' ;'W ‘:f~‘]‘:'|(' ]Y‘-
inother store ne perhaps which draws bv its ex
tensive advertising, and adopts the “take-it or leave

t” plan, tl lerks are either slow, or obtuse. or they
don't Yike taking trouble \t anv rate, thev are not
efhcient, they do not carry out the work thev are paid
to.d the best ssthle manner they are ;3‘5 I)fli"
ind render account in ill-service The result is. a new
customer gets vants—if he sees it, or if his
needs are so plain as to he incapable of beine m

und:
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