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i | Chapter

Robert Boyd, salesperson for NRC Corporation, has just Robert: Is there a possibility for changing some of

received a bid request from the city of Akron, Ohio, for a the specifications?
new computer system. The following conversation occurs DP Manager: I'l be perfectly honest with you
when Robert visits the city’s data-processing manager: Bob. Our hands are tied on this matter. The data-

Robert: Good morning, Mr. Thomas. My name is
Raobert Boyd. I'm with NRC and I'm here to talk with
you about the bid request | just received in the mail.

Data-Processing Manager: Good. What can | tell
you?

Robert: Well, first let me say that I'm glad to see
the city is going to buy a new system. NRC will do
everything possible to comply with your bid
request. | must admit, however, that I'm disturbed
to see the way the specifications for the system

processing department simply doesn‘t have the
authority to change specifications. By the time we
received authorization for a new system, we had to
write specifications that fulfilled basic guidelines
established elsewhere. The county board and our
accounting department had a lot to say about
guidelines, especially Art Bigelow, who heads up
accounting. You know Art worked with a BMI
system for years before he came with us.

Robert: Well, all right, Mr. Thomas. | guess I'll have
to work with what |'ve got.

have been established.

DP Manager: What do you mean, Robert? Questions Outline
Robgrt: It seems fo me that jthe specification; 1. Explain what happened to Rabert. - Th—- - o
heavily favor BMI. Now, | belleve. our system is 2. What should Robert have been doing prior to the - i oecﬁ ommunication
bettgrl tha_n t_he1rs, but .I don '[.thll"lk your . call? Whom should he have called upon? 5.1a Se:fiin M
specifications necessarily provide a fair comparison. 3. Do you believe he has a chance of changing the P '.fely essages
DP Manager: Robert, | really don't know what | specifications now? 5-1b Two-Way
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lLearning Objectives

After studying Chapter 5,
you will understand:

S AWNS

* The elements of the communication * The importance of listening
process to successful selling

¢ The major elements of nonverbal
communication

e The importance of two-way
communication to successful selling

* How dress affects the credibility
of salespeople

Several times, we have emphasized that building a relationship with a customer is
critical to long-term sales. If so, the cornerstone of this relationship is mutual
trust. Continuing sales depends on how well or how poorly the relationship is
managed by the seller, with future marketing success contingent upon the devel-
opment of an in-depth account relationship based upon mutual trust. Research
has demonstrated that trust in the buyer—seller relationship depends on five sell-
ing behaviors:'

Candor (truth of words)

Dependability (predictability of actions)

Competence (ability/knowledge/resources)

Intent (or empathy; placing the customer’s interests on par with the seller’s; a
commitment to be there, be responsive, etc.)

s, Likability (though emotional and difficult to clearly define, a perception of

commonality by both parties)

Examined in detail, these five aspects of trust all involve communication, ver-
bal and nonverbal, As already indicated, candor is established with words (and
follow-up actions). Dependability means fulfilling prior verbal promises. To estab-
lish competence, the salesperson must demonstrate his or her technical command
of products and applications (i.e., accurate, complete, and objective). Intent, or em-
pathy, means that the salesperson understands buyer needs and equates them with
his or her own. Likability is validated with courtesy and politeness, commonality of
interest, and positive emotional feelings.

Unless salespeople can communicate the superiority of their product or service
to potential buyers, the product will remain unsold. To persuade prospective cus-
tomers of this superiority, salespeople must be able to identify accurately the needs
and wants of customers. Salespeople must listen closely to what customers have to
say, analyze their spoken words, and be attentive to their nonverbal behavior. Cus-
tomers’ eyes, gestures, vocal intonations, and overall appearance will reveal much
about their thoughts. Salespeople must take their impressions of these verbal and
nonverbal expressions and structure communication that relates the critical prod-
uct features that satisfy customer desires. In short, salespeople must be effective
communicators. They must be able to formulate their thoughts and ideas so that
others can understand them. Moreover, they must be adept at analyzing and un-
derstanding what customers are saying to them, as well as their own communica-
tion, verbal and nonverbal.

5-1 The Communication Process

The development of communication skills requires, first, that one have an under-
standing of how communication takes place. Figure 5-1 diagrams the communica-
tion process.

As depicted, communication begins with a source or initiator. For our purposes,
the source will be a salesperson, but it could just as well be the announcer in a televi-
sion commercial. The source has certain thoughts and ideas in mind to communicate
to the receiver. To accomplish this, the message (sales presentation) must first be
encoded into a form that can be transmitted to the receiver. This involves transplant-
ing ideas into symbols—words, pictures, and numbers—that represent the ideas. In
this book, for example, I have used words and figures to transmit my ideas to you, the
receiver. It is important that the source use words and symbols that have the same
meaning to the receiver. This notion goes beyond mere semantics. Think of the com-
puter salesperson who says to the prospect, “You should install our new zip drive with
its 29-millisecond seek time, 100 megabyte storage and removable disk, which will re-
duce total system overhead devoted to backing up the hard drive.” You must use words
and symbols that the consumer will be familiar with and understand. You may im-
press people with a big word, but you will seldom sell them arything.

* Besides avoiding big, confusing words, salespeople also should avoid the use of
abstract rather than concrete words. For example, it is much more clear if the sales
representative says, “'This unit copies 100 documents per minute,” rather than “This
unit copies fast” It also is a good idea to describe things in the active voice instead
of the passive voice. “She bought that car without driving it” sounds much stronger
than “That car was bought by someone who had not driven it.” One final and im-
portant point to remember is that seemingly synonymous words evoke far differ-
ent emotional reactions. In the minds of buyers, there is a vast difference between
boat and yacht. In real estate, salespeople sell homes, not houses. The former brings
to mind images of the family sitting around the fireplace; the latter does not. Sim-
ilarly, cellar is out and basement is in; basement suggests a paneled family room,
while cellar is where vegetables are kept. Good salespeople don’t use the term de-
velopment, preferring area of new homes. And when discussing financing, initial in-
vestment is substituted for down payment.

Once ideas are encoded into words, the message is transmitted to the receiver.

- This may occur by voice waves carried through the air, by various forms of writing,

or by electronic media such as television, radio, or Internet. The importance of non-
verbal communication, however, must not be overlooked. Such forms of expression
as dress, body movement, voice intonations, and sounds of laughter or surprise all
enter into the communication process. '
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source

The initiator of
communication who has
certain thoughts and ideas in
mind to communicate,

encode

Translating ideas into
symbols—words, pictures, and
numbers—that represent the
ideas to a receiver.

message

Communication, both verbal
and nonverbal, that is
transmitted from source to
receiver.

Figure 5-1
The Communication Process
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noise :

Any unneeded factor that
interferes with transmission
and reception of a message.

decode
To translate a message from
source to receiver in ideas.

feedback

Communication to determine
if the receiver understands the
message as sent by the source.

The accuracy of communication is affected greatly by the amount of noise that
occurs during transmission of the message. Noise refers to any unneeded factor that
interferes with transmission and reception of the message. In personal selling, noise
can consist of interference from ringing telephones and clattering printers or inter-
ruptions by secretaries, subordinates, and other workers. These are all physical dis-
tractions. Mental distractions are mental side trips, preoccupations, and fantasies.
Factual distractions occur when one gets so preoccupied with individual facts that
they miss the main point. Semantic distractions occur when we overrespond to an
emotional-laden word or concept. Just think, for example, of the distinction between
welfare and aid to dependent children. For which are you in favor of cutting govern-
ment expenditures? Then, there are factors within ourselves that interfere with effec-
tive listening—self-focus, defensiveness, experiential superiority, and egocentricism.
Self-focus is a preoccupation with thoughts about ourselves; more positive feelings
about oneself and others are required for effective listening. Defensiveness usually re-
sults from one’s feeling threatened, generally because of negative feedback. People
who have lived through a variety of experiences manifest experiential superiority over
those with less, failing to listen to the latter. Egocentricism is self-focus carried to an
extreme; it is the tendency to view the self as the center of every activity.

For effective communication, the content of the message as decoded by the re-
ceiver must be identical to that transmitted by the source. This does not always oc-
cur. The receiver may have difficulty comprehending the message because of noise
or because of preoccupation with other matters. The receiver may also engage in se-
lective perception. This phenomenon has been extensively researched in the social
sciences. Basically, it means that people will pay more attention to a message with
which they agree than to one with which they disagree. Also, people will tend to in-
terpret a message in keeping with their own beliefs, attitudes, and past experiences.
‘What implications does this have for salespeople?

" The salesperson must always be sensitive to selective perception. People not
only interpret things in terms of their existing attitudes but they also sometimes fail
to notice information in opposition to their existing beliefs. Although salespeople
may think they have given a good presentation of a superior product, they may ul-
timately lose the sale. Selective perception may have influenced the outcome in two
ways. First, prospects may have tuned out relevant portions of the presentation be-
cause they disagreed with them. Second, prospects may reinterpret the presentation
to conform to their own beliefs. For example, when a salesperson says, “This Savin
is the finest copier money can buy,” a prospect favoring Xerox machines may take
this to mean that the Savin is expensive, maybe too expensive.

The last element of the communication process is feedback. It is vital that the
source know if the receiver is getting the message. As we have seen, there is no guar-
antee that the message sent is identical to the message received. A question from the
receiver, a frown, or even no reaction at all may indicate that the source should
modify the message and try again. With feedback, understanding is more likely to
occur; without it, there may be no understanding at all. In other words, communi-
cation is a two-way process.

5-1a Sending Messages Effectively

1. Clearly “own” your messages by using first-person singular pronouns (“I,

» i

my )J) .

Personal ownership includes clearly taking responsibility for the ideas and
feelings that one expresses. People disown their messages when they use
phrases such as “most people;” “some of our friends,” and “our group.” Such
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language makes it difficult for listeners to tell whether the individuals really
think and feel what they are saying or whether they are repeating the thoughts
and feelings of others.

2. Make your messages complete and specific. Include clear statements of all
necessary information the receiver needs to comprehend the message. Being
complete and specific seems too obvious, but often people do not
communicate the frame of reference they are using, the assumptions they are
tnaking, the intentions they have in communicating, or the leaps in thinking
they are making. If you are selling digital cameras, should you assume that the
customers know what megapixels are? Do they understand why they need
more? Do they know the difference between optical zoom and digital zoom?
Don’t make untested assumptions about the sophistication of the customer.

3. Make your verbal and nonverbal messages congruent. Every face-to-face
communication involves both verbal and nonverbal messages. Usually
these messages are congruent: The person who is saying that he appreciates
your help is smiling and expressing warmth in other nonverbal ways.
Communication problems arise when a person’s verbal and nonverbal
messages are contradictory, If a person says, “Here is some information
that may be of help to you” with a sneer on her face and a mocking tone of
voice, the meaning you receive is confused by the two different messages
being sent.

4. Beredundant. Sending the same message more than once and using more
than one channel of communication (such as pictures and written messages
as well as verbal and nonverbal cues) will help the receiver understand your
messages. However, while keeping the message the same, change the context.
The Miller Lite commercials are a good example; “Tastes Great, Less Filling” is
always the message, but the environment (e.g., beach or home party) of the ad
changes. In this manner, one does not offend the receiver.

5. Ask for feedback concerning the way your messages are being received. To
communicate effectively, you must be aware of how the receiver is
interpreting and processing your messages. The only way to be sure is to
continually seek feedback as to what meanings the receiver is attaching to
your messages. For example, periodically ask, “Am I making sense?”

6. Make the message appropriate to the receiver’s frame of reference. Explain the
same information differently to an expert in the field and to a novice, to a
child and to an adult, to your boss and to a coworker.

7. Describe your feelings by name, action, or figure of speech. When -
communicating your feelings, it is especially important to be descriptive. You
may describe your feelings by name (“I feel sad”), by actions (“I feel like
crying’), or by figures of speech (“I feel down in the dumps”). Description
will help communicate your feelings clearly and unambiguously.

8. Describe others’ behavior without evaluating or interpreting it. When reacting
to the behavior of others, be sure to describe their behavior (“You keep
interrupting me”) rather than evaluating it (“You’re a rotten, self-centered
egotist who won’t listen to anyone else’s ideas™).*

5-1b Two-Way Communication

A little story might help make the point here: Imagine you sell photocopiers and
that the secretary of a prospect calls saying her boss needs to buy a copier and wants
to see one that afternoon. You skip lunch, load your top-of-the-line model into
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your car, and drive 50 miles to make the presentation. You arrive early to ensure you
have plenty of time to set up because your product does everything—runs colors,
collates thousands of pages, handles two-sided copies with ease and speed. You're
confident the prospect will be wowed. So far, so good, However, the prospect walks
in, takes one look at the machine, and says he doesn’t need such an advanced
model. “We never do colors and we don’t have any use for collating,” the prospect
tells the rep. “What I want is a machine that will give me top-quality prints of sin-
gle pages and spit them out in a hurry” And that was that. The rep never even got
a chance to give his presentation. The salesperson said he could be back the next
morning with the right machine, but the prospect said he was going out of town
that night and suggested the rep call the following week to set up an appointment.
When the rep did so, he learned the prospect had bought a competitor’s inferior
product for a higher price than the top-of-the-line model he'd just rejected—all be-
cause the rep failed to ask a few basic questions before hitting the road to give his
presentation.’ .

Some theories of selling and many practicing salespeople, as well, put great
emphasis on dominating the prospective customer. Their idea of selling stresses
one-way communication—from the sales representative to the prospect, with lit-
tle or no feedback. The objective of one-way communication is to dominate
prospects verbally so that they are compelled to buy the product by the over-
whelming weight of the salesperson’s argument. One-way communication views
customers as passive, unthinking, and easily manipulated by salespeople. Some
companies have adopted this theory of selling, even going to the point of having
their sales representatives memorize a canned sales talk that every customer re-
ceives regardless of the individual situation. They believe that certain key words
and phrases will compel the prospect to buy; accordingly, the entire sales force
commits the words to memory.

The fact of the matter, as we saw, is that effective communication involves two-
way interaction. Without feedback from the receiver, one cannot even be sure that
the message received is the same as the one transmitted. Moreover, according to the
marketing concept, the goal of marketing is to satisfy consumer needs and wants.
Without two-way communication, it is doubtful whether these needs and wants
can be identified. Two-way communication provides the opportunity for continu-
ous feedback, allowing salespeople to determine their progress and to identify those
points in the presentation that require further emphasis or explanation. Commu-
nication is more accurate because the sender can better determine if the message is
getting across to the receiver.

Two-way communication is advantageous from another standpoint. We know
that we seldom enjoy being talked to without a chance to answer. How do you feel
when someone attempts to control the conversation, jumping into the middle of
your sentences without regard to what you are trying to say? One-way communi-
cation is anything but ego-gratifying to the customer. The fact of the matter is that
the more people participate in a discussion, the more likely they are to convince
themselves. If the salesperson asks the right questions and allows customer partic-
ipation, many times customers sell themselves on the product.

5-1c The Importance of Active Listening

The popular stereotype of the salesperson is that of the glib talker. Certainly many
salespeople seem susceptible to the disease of talking too much. Someone once com-
mented that salespeople seem to have been vaccinated with a phonograph needle.

Whether or not this is true, the drive and ego strength that impel one to make sales calls
also tend to make salespeople talk at length about their product and company. To per-
form effectively, however, salespeople must obtain information from their customers
about their specific situations. Does the customer have a need for the product or serv-
ia?? If s0, will alterations have to be made? Can they afford it? The easiest way of gath-
ering these facts is by listening closely to what the customer has to say. Yet, as Figure 5-2
indicates, both salespeople and buyers alike believe sales reps talk too much. Although
the ﬁgure‘dates from 1994, recent material supports the same tendencies.*

. Despite its importance, most individuals, including salespeople, are inefficient
listeners. Tests have shown that immediately after listening to a 10-minute oral
pr.esentation, the average listener has heard, understood, properly evaluated, and re-
tained approximately half of what was said. Within 48 hours, that drops off another
50 percent to a final 25 percent level of effectiveness. To summarize, we comprehend
and retain only one-fourth of what is said.” This is in spite of the fact that of all our
cor_.n.municative skills, listening is used the most—more than speaking, reading, and
writing. How good are you? In the “Web Exercise” section at the end of this chap-
ter, you'll find an exercise that helps you assess your own communication skills.

Pterhaps the major reason we are such poor listeners is.the prevailing attitude
t.hat listening is passive—that persuasion requires forceful speaking. We seem to be-
lieve that speaking is power; that is, our speaking has the ability to persuade the
other to our point of view without question. Whenever we describe someone who
ought to take sales as a career, we say they have the “gift of gab.” In fact, the listener
has more power, for he or she understands not only what they know, but also what
the speaker knows, Watch what happens if one party to a conversation continues to
speak; eventually, the speaker is the one who becomes uncomfortable, because what
he or she knows of the other party is necessarily limited. Moreover, listening con-
veys a powerful message to the speaker: “I'm interested in what you say and in you
as a person. I think you're worth listening to. I may not always agree with you, but
I respect your right to express your views.” ’

Hoyv does ane become an active listener? By careful practice, as with all other
sales skills. One must conscientiously apply oneself to listen to what others have to
say. Research has shown that effective listening is hard work. Increased heart action
faster circulation of blood, and even a slightly increased body temperature are char—,
acjceristics of active listening, Salespeople must make a commitment to practice this
skill. Table 5-1 shows a few other suggestions on how to become an active listener.

Talk too
much
(41%)

Other (13%)

on product Fail fo follow
performance through on delivery
(16%) {(30%)
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VD E O

Figure 5-2
The Number One Problem
of Salespeople

Source: Adapted from "Seventh
Annual Communication Survey,”
Communispond, inc., 1994,
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Table 51 Suggestions for Active Listening

Effective Communication 141

Watch for nonverbal
hehaviar.

Reject the attitude that
speech equals power.

Be sensitive to personal
pronouns (e.g., “I.”
“we”).

Invite amplification
{e.g., “Did anything else
happen?”).

Establish eye contact.

3

Ask clarifying questions
{e.g., “So what you're
saying is . . .").

Do not listen to only the words themselves; also watch carefully for cues about the speaker’s real intentions. Buyers may
say “nol” but if they are smiling, sitting with a relaxed body posture and open hands, or if they continue to study and
look at the salesperson's samples, the contrary may wel! be true.
Qur mental ability creates ancther major problem with listening. It is known as the interaction rate. Consider the foliowing:
« \We can speak at the rate of 125 to 150 words per minuie.
¢ \We can listen at between 275 and 300 words per minute.
+ We can think at more than 3,000 words per minute.
These figures show that we can listen at three times the rate most people can speak, and we process words at almost 20
times the rate most can speak. Therefore, your mind <an race ahead and wander while somecne else speaks. We can
plan our day and contemplate what we will do after work and still get the gist of what someone is saying. But while our
minds wander, we miss much of what we are capable of capturing.
Practice being interested in what others have to say. You are not always the most interesting one around. Become
sensitive to the prospect’s use of personal pronouns, such as |, we, you, us, and our, These are cues to things that really
interest the prospective customer. ‘
Invite additional comments. Phrases like “Go on,” “What else?,” “How do you feel about that?,” and “Did anything else
occur?” encourage the speaker to say more and to continue fo share ideas and information (not to mention thinking
pasitively of the questioner).®
Establish eye contact with the customer quickly. The ears tend to follow where the eyes go. Maintaining eye cantact also
makes it more difficult ta feign attention. Moreover, it will help you spot changes in the buyer’s facial expressions or
bady movements.
Ask clarifying questions to test your understanding of a message. Ask, “Did | understand you to say . . .,” "It sounds like
you're saying . . .,” "It seems as if you feel. . . .” As the last question implies, it is important to verify not only facts but
also feelings—often they are much more important. Not only do such questions act to clarify but they also demonstrate
caring. There is an old saying n selling: “Your customers don'i care how much you know until they know how much
you care.” Feeding back what they are saying (bath content and feeling) demonstrates caring. Rephrasing is one of the
most powerful listening techniques available to you, and one of the easiest to learn.” Simply think carefully about what
you just heard, put it in your own words, and say it back to them in the form of a guestion. For example, when someone
indicates ta you they are concerned about getting new service 1o their facilities under construction, your rephrase and
their response might sound like the following:

“| can certainly appreciate why having the service ready when you are has to be important to you!”
Rephrasing shows the other person that their situation sunk in with you and you really understand it. It also gives the perscn
a chance to reiterate and expand upon their concern, which makes them feel better about it and gives you the chance to
identify something you can do to make a difference. Some good ways to begin rephrase questions are the following:

e “As|understandit...”
« “Doyoumean...”

Deon‘t interrupt.

Suspend judgment.

Demonstrate attention
through nonverbal
behavior (ncdding
head, etc.).

Look for commanality
of interests and
experiences.’

Listen for ideas, not just
facts.

Encaurage
communication through
responses that let the
speaker know you are
paying attention.

-
One step up from reflecting on the implication is respending to the feeling, or empathizing with another person, It
means putting y_ourself in their shoes and really feeling how they must feel. To respond to the feeling, all you ha;fe tod
is putlsomt_e version of the word feef in your response. That includes the forms of found and fait Exar'n les of this °
technique in response to a custemer who tells you about being billed incorrectly are as follows: . i

“You must feel frustrated having to correct this situation.” 14

"We gt XXXXX fee! frustrated as well.”

Qbove all, when custorpers want to talk, shut up and listen. Never be so invelved in what you are going to say next
yoitéZLll I'CkUt the_m off,PJ’umpmlg into the middle of a sentence. How do you feel when someone interrupts you? Don‘t
ike saying, "Please, inish!” i i —
you fe ying _ e, let me finish!” As a professional salesperson, you should never have occasion to hear
Although it is important to determine the speaker's main points and paraphrase them in your awn mind, it is

absolutely critical to suspend judgment. Th i i |
Aol pend judg . The latter will prevent understanding and color one's further effectiveness as

Some theorists argue that the majority of active listening is demonistrated by nonverbal behavior. Some suggestions:
demonstrate positive bodily responsiveness {i.e., don‘t shake your head in disbelief); lean forward‘ directly?agce thes.
spegger, don't angle away, use relaxed, but alert posture (e.g., don't slouch, but don't be tense); Eastablish an open hod
PDSJtIOI’],‘ nod your head in agreement and smile; be aware of nroper proxemics (distance); and L;se vocal res or?siv )
(i.e., change pitch, rate, inflection, and voiume periodically).™® ’ i e

tyaeaso dagree ent or co i ce. Y t D ( plain a s a[)() to
!de 0 expe lence. B |e| elate sl [a past experiences, or e

A X I
View. IS de onstrates u de sia d|ng‘

Salespe_ople shoul_d listen for ideas, not just facts. A study conducted a number of years aga at a midwestern universit
determined the differences between the best and worst listeners. The poor listeners expend tao much effort on tryin yt
remember all thg facts. The good listeners spend their time evalwating central ideas, For example, when a s eake?stitso
engmeratmg a |I5t.0f seven points, poor listeners try to remember it in detail. Meanwhile, the spe:aker has pro ressed t
point two, as the listener tries to catch up, only to discover that point three is now being'discussed and or?it goes Th0
poor listener has retained only disassociated fragments, rather than trying to understand what the 'facts add . t b )
relating them to each other and seeing what key ideas bind them together."! pe

Periodic responses suclh as "uh-huh,” "ye;" apd “I'see” encourage the speaker. Avoid complete silence. The fack of any
response whatsoever implies you are not listening. It may resuit in defensiveness or anger on the part of the speaker.

nonverbal communication
Actions, gestures, facial
expressions, and other
nonspoken forms of expression
that reveal underlying thoughts

and emotions.

5.2 Nonverbal Communication

Nonverbal communication refers to actions, gestures, facial expressions, and other
nonspoken forms of expression that reveal underlying thoughts and emotions. It
miay or may not occur simultaneously with verbal communication. Attention to
nonverbal cues from customers can tell much about their thoughts, particularly
those they might not wish to disclose in spoken form. Nonverbal communication
represents a substantial proportion of the communication process. According to an
expert in the area, Albert Mehrabian, 55 percent of our communication is through
posture, gestures, and facial expressions; 38 percent through our tone of voice; and
only 7 percent through words themselves."? _

Mehrabian indicates that nonverbal communication, as indicated in Table 5-2,
indicates the degree of liking, status, and sheer responsiveness:'’

1. Likingis often expressed by leaning forward, a direct body orientation
(e.g., standing face-to-face), close proximity, touching, relaxed posture,
open arms and body, positive facial expression, and direct eye contact.
Observe, for example, males watching sports on television and

drinking beer,

2. Status, especially high status, is communicated nonverbally by bigger gestures,
relaxed posture, and less eye contact. Male executives will talk to subordinates
(or professors to students) while leaning back in their desk chair with their
hands behind their head and their elbows out (very relaxed), but the
subordinate (or student) seldom behaves the same way.

3. Responsiveness nonverbally is exhibited by moving toward the other person,
by spontaneous gestures, shifting posture and position, and by facial
expressiveness. These are all positive examples of responsiveness.
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pacing

Aligning oneself as closely as
possible with another in mood,
attitude, and verbal and
nonverbal behavior.

Table 52 Nonverbal Communication

Leaning forward

Direct body orientation

Close proximity

Open arms and legs

Bigger, more expansive gestures
Relaxed posture

Less eye contact

Leaning back in chair with hands behind head
Moving toward the other person
Spontaneous gestures

Facial expressiveness

Liking is expressed by

Status is expressed by

Responsiveness is expressed by

5-2a Pacing ‘
The importance of effective listening and questioning in fos'termg. two-way c0?1-
munication should be obvious by now. Some recent research in social behavior a so1
has implications for selling.'* This research indicates that one of'thenmost pogerf'u
ways of gaining rapport with people is b}r first pacing {or trackmg ) them(,1 at blsi
aligning oneself as closely as possible with the qther in mood, attitude, and verba
and nonverbal behavior. Pacing involves presenting to anothe'r pe‘I'SOI'IVthOSE aspects
of yourself that are most nearly like those of the other. The pr1nc11?le is that likes ;I-
tract, and once someone likes you, he or she will want :co agree with you. Tlhus, : }ei
salesperson should first pace and then lead. An expressive _salesperson deahﬁg wit
an analytic-type buyer, for example, should tone down his or her approach to se-
rapport.
CurePacP;Elg may be thought of as holding a rnilfror up to people so that wh.at thely
see, hear, or feel is consistent with their experience of therr%selves and :che1r ﬁj -
ity. Pacing involves getting into agreement or ahg(flment with, or beafmg a like-
ness to other people in a way that communicates, “You can trust me. I'm on YO'UE
side. I'm like you.” The salesperson should attempt to match the .posture,lfai:‘f
expression, gestures, and breathing of the client. Peqple tenfl to hke. people like
themselves and will want to agree with people they like; pacing is critical to this
Pmc}"azz.ing calls for the salesperson to match the clien.t’s verb_a.l behavior. Imagm}ijl a
sales representative from New York trying to do business with someone from C-I
abama. As the New Yorker talks ever more rapidly and ﬁenet1Fally, t.he .Ielaxe'
Southerner responds more slowly, wondering what in the world‘ls motivating .th1s
animated creature. It also makes sense for the salesperson to llncorporate' client
words and phrases into his or her own speech. The idea ’H(Sere is for the client to
think, “I like this person—he [or she] speaks my langl..lage. . .
Pacing extends to nonverbal behavior, too. Consider this quote from a study
published in the Harvard Business Review: “In moments of great rapport, a re-
markable pattern of nonverbal communication can dc'avelop..Two people will mir-
ror each other’s movements—dropping a hand, shifting their body at exactly th.e
same time. This happens so quickly that without videotape or film rep:lay one is
unlikely to notice the mirroring. But managers can lfaarn to watch for disruptions
in this mirroring because they are dramatically obvious when they occur. ... In-
stead of smooth mirroring; there will be a burst of movement, almost as if both are

losing balance.”'®

By implication, salespeople should do the same. The more that the salesperson
and client share movements or posture, the greater their feelings of acceptance, be-
longing, and well-being,

Evidently, pacing is innate and something we often do instinctually. At the Child
Development Unit of the Boston University Medical Center, Condon and Sander
studied films that showed the “correspondence between analysis of the soundtrack
of [an] adult’s speech and body movements of [an] infant™ In some cases, the in-
fant was barely 12 hours old. Other researchers have found that newborn babies ori-
ent themselves to sound, preferring the sound of the human voice, especially a
worman'’s voice. They prefer to gaze at faces rather than at objects; their eyes follow
a turning human face, and they may imitate certain facial gestures. In Beyond Cul-
ture, Edward T. Hall cites studies in which movies “taken in a variety of settings and
circumstances reveal that when two people talk to each other their movements are
synchronized.”" This synchronization, Hall instructs, occurs in barely discernable
ways: an eyelid blinks or a finger curls in synchrony with a particular word sound
or voice stress, In other circumstances, two bodies may move entirely in synchrony
with one another, “as though the two were under the control of a master choreog-
rapher.” Furthermore, observes Hall, “Viewing movies in very slow motion, looking
for synchrony, one realizes that what we know as dance is really a slowed-down, styl-
ized version of what human beings do whenever they interact”®

Some people are surprised to learn that successful salespeople even pace the neg-
ative body language of their listeners. By temporarily adopting the customer’s body
language, salespeople initially establish agreement on a nonverbal level, Simultane-
ously, they pace the prospect verbally and in mood. The latter may seem especially
strange, but think back to the last time you were in a bad mood. Suppose you were
having a bad day and someone were to comment, “You know, I'm not myself today.
I don’t know why, so I'm just taking it as it comes. But T can still find a few things to
enjoy. Like talking to a friend or going out for a walk” Once the prospect feels the
sales rep is in step and understands, he or she can begin leading toward the positive,?”

If the general idea is for the salesperson to pace and then lead, what happens if
the client fails to respond? The answer is simple: resume pacing, When rapport is
fully developed, then try leading again.

5-2b Source Credibility

Nonverbal communication is especially important in establishing the credibility of
the salesperson. A prospective buyer’s response to communication is heavily influ-
enced by his or her attitude toward the source of the communication. If the source
is viewed as believable, the message is more likely to be influential. For example, an
article concerning business’s future role in society would be more persuasive if it
appeared in the Wall Street Journal rather than in Penthouse.

Several factors influence source credibility. In the initial meeting, the salesper-
son’s company identification is likely to carry much weight with thé prospective
customer. A data-processing salesperson from IBM will have a much easier time
gaining the confidence of a U.S. prospect than would a sales representative for Bull
(a French computer manufacturer). The perceived expertise of salespeople also af-
fects their credibility with the customer. It is important for the receiver to feel that
the sender of the message is knowledgeable about the product or service.

The external characteristics of salespeople are of great importance in convey-
ing an image of credibility. Gestures, appearance, dress, and language all provide
cues to source credibility. The critical aspect of nonverbal behavior to the salesper-
son is that if'a discrepancy exists between verbal and nonverbal behavior, the latter
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A classic defensive gesture

will be believed. If the salesperson expounds eloquently on the virtues of his or her
product, but fails to make eye contact, crosses his or her legs, or fidgets nervously,

the verbal will all be for naught.

5-2¢ Body Language

Body language is regarded by many as the most important element of nonverbal
communication. Tt is critical for salespeople to recognize the messages present in
dients’ body language, because these messages reveal much about their thinking.
Salespeople should also recognize the ability of their own bodies to communicate.
Salespeople can increase tension and decrease trust by projecting negative body
language, or they can evoke contrasting effects through positive body language.
Knowing how to use body language is an added dimension toward understanding
both oneself and others. Recent research by Professor Goldin-Meadow in her book,
Hearing Gesture: How Our Hands Help Us Think, concludes that gesture “plays an
active role . . . in the thoughts we think”?' Gesturing seems to decrease “cognitive
load,” the amount of mental effort needed to perform some task. Gesturing is a way
to take your thoughts and put them out there for you and others to see. Tt may help
you examine your thoughts, even if not consciously. So, the smart sales rep will pay
more attention, the more the client gestures.

Individual gestures are similar to individual words in a sentence. By themselves,
they mean little, if anything. Just as many words can be put together to form a sen-
tence, gestures can be put together to compose a complete picture. Yet one must be
cautious in interpretation; body language is an inexact science. At times, a gesture
has meaning, while at other times, it is simply a more comfortable position for the
individual. _

Some of the basic elements of body language are the eyes, face (especially the
lips), hands, arms, legs, body posture, and walk. In combination, these elements can
communicate just as effectively as words, For example, can you interpret what mes-
sage the customer in the photograph is conveying? If you were a salesperson who
had completed a presentation to her, how well would you say you had done?

The customer in the photograph has adopted a defensive posture. His body is
rigid, his arms are tightly crossed, his lips are pursed, and his left fist probably
clenched. This crossed-arm position is common in everyday life and seems to be
used universally throughout the world to communicate defensiveness. Teachers use
it, especially when questioned too closely by students. The very young will cross
their arms when defying their parents. The very old will use it when defending their
right to be heard. The positionacts as a guard against anticipated attack orasa fixed
position from which the individual prefers not to move.

When confronted by a buyer in a defensive posture, salespeople may respond in
several ways. After brief pacing, they might seek to convey their own sincerity and
openness through appropriate body language. By opening their hands, moving
closer to the client, unbuttoning or removing a coat, or sitting at the edge of a chair,
salespeople may reduce the client’s defensiveness. They might hand the prospect a
sales brochure or proceed to demonstrate some feature of the product. They might
also ask carefully worded questions to draw out the source of the client’s resistance.

The same tactics are appropriate when the prospect signals outright rejection
by touching or rubbing the nose, crossing the arms and legs, throat clearing, hand
rubbing or ear tugging, and glancing sideways. Here it is particularly critical that
salespeople ask questions to draw out the problem: “I think there’s something here
that doesn’t sit quite right with you. I wonder if you could tell me what it is?”

In contrast, the salesperson may hope for a favorable evaluation from the
prospect Plctured. This prospect has adopted the classic body language for evalu
tion, She is leaning toward the person who is speaking, is making eye cont. aci
looks friendly, inviting conversation. T seyeconact an

This body language so characteristic of evaluation was first pointed out b
tharles Darwin in his early studies. He also observed that both human beings and an}-r
imals tend to cock their heads slightly whenever they hear something that interest
Fhem. Stroking the chin also tends to be a universal gesture.?? Many Western movieS
1nc11’1de a scene where the deputy strokes his chin and says, “I don’t know, Sheriff ?f
that’s the best way to catch that outlaw gang ” In the musical Fiddler o the R:oof w;le)nl—
ever Tevyt.e, the lead character, has to think things over, he invariably strokes hi; beard.
it Outrlight acceptance on the part of the prospect is indicated by leaning forward
ifinac air), with a relaxed body posture, open hands and uncrossed legs, and

lively and we]l?modulated voice. If this is the case, the salesperson should cia,se fura—l
ther presentation and seek to secure an order. Continuing when the cust i
ready to buy may lead to boredom and eventual loss of the sale e
Itis especially important for the salesperson to watch for co-nﬂicts between v
bal an.d nonverbal behavior. If prospects state emphatically that they aren’t int:r_
ested in a p.roduct and simultaneously lean forward and stroke their chins ther'_
gestures indicate a true interest. In such a situation, the salesperson should at}; "
to open up the prospect with careful questioning, e
There is not space here for an exhaustive discussion of body language, but s
of the more important gestures are explained in Table 5-3. * e
After studying Table 5-3, see if you can identify the emotions portrayed in the
gp;(gl(;.eliow thtat you ;re bﬁcoming an expert, remember one thing: Son);etimes'a
a gesture and nothin i i ili
B et ngight e fgi 111r1!'10re. The client with whom you seem to be failing
. Star‘tmg fr(?m the left corner of the photo, can you associate the gestures on the
right w1th their emotions? Your choices are boredom, defensiveness, rejecti
opeler;ess, nerv;)usness, confidence, frustration, and evaluation. > IR
nswers: 1. rejection, 2. openness, 3. ' i i
ness, 6. conﬁdence,l7. frustrétic?n, 8. bosjrjdgfrf;ousness’ * evaluaton, . defensive-
Whlle the salesperson is busy observing the prospect, the prospect is busy ob-
serving t‘he salesperson’s nonverbal behavior. A blank face and an uninterestg::l ai
w1t.h_hm1ted body movement are likely to create little enthusiasm in the custom .
Smiling and_ nodding one’s head represent marked improvements. Accordin toer-
Johns Hopkins study of persuasion, people who are unable to use ﬁonverbal %:orna—l

mimlcatlori techniques such as “smiling, gazing, interpersonal distance, and physi-
cal contact” have trouble getting their messages across.?’ '

Table 53 important Body Language

Gesture Meaning
Open hands, sit on edge of chair, open coat Openness
Stroking chin, tilted head, hand to cheek Evaluation
Slouching, no eye contact, unfocused Indifference
Crossed arms and/or legs, touching nose Rejection

Erect, steepling hands, hands behind head Confidence
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Can you identify the emotions protrayed?

Table 54 The Use of Eyes in Selling

While listening, the salespersen must maintain eye contact.

The general rule is that the speaker cccasionally finds time to break eye contact.
The listener should spend more time looking at the speaker.

In the United States, eye contact for short periods of time is appropriate.

Good contact is called the “glance away”-—don‘t stare.

The salesperson should glance away periodically, but not during important points.
If a speaker pauses and looks away, she isn't finished speaking,

A locking of gazes indicates that the listener can now become the speaker.

5-2d Eyes

In U.S. culture, eye contact for short periods of time is appropriate, although pro-
longed eye contact is taken to be threatening. A study of the effects of nonverbal be-
havior conducted at the College of Charleston showed that those who gazed steadily
(but did not stare) during a social interaction were judged to be more sincere.2 In
a similar British study, a team of investigators studied the effects of eye contact in a
real-life setting in which a person soliciting money for charity alternately looked the
prospective donor in the eye and looked at a money tin. Significantly more money
was donated in the former situation.?

As explained in Table 5-4, in American culture, good eye contact is called the
“glance away.” Americans don’t like others to stare at them. If 4 salesperson locks
eyes with a prospect, stares the prospect right in the eye, never blinks, and never
looks away, then the prospect will begin to feel very uncomfortable. When inter-
acting with American customers, it is best for the salesperson to occasionally let
his or her eyes drift away from the customer’s face. It is critical, though, for
salespeople to maintain eye contact when listening. In our society, the general
rule is that the speaker should find ways to break eye contact and look away. The
listener is expected to spend relatively more time locking at the speaker. Looking
away too often signals to the speaker: “I am not completely satisfied with what
you are saying. I have some qualifications.” Moreover, listeners should be careful
in picking the moment to begin speaking. If speakers pause but look away, they
are signaling that they are not finished and should not be interrupted. A locking
of their gazes at this point, however, would signal that the listener can begin
speaking. ' :

>-2e Facial Expression

Charles Darwin maintained that facial expressions are universal and are based on
the process of biological evolution. He believed the face to be a sensitive tablet upon
which are written universally recognized emotions. P

It is important for salespeople to understand facial expressions. If a prospect’s
mouth is relaxed without a mechanical smile and the chin is forward, the salesper-
son’s presentation is being closely followed. If prospects maintain eye contact with
the salesperson for seconds at a time, with a slight smile angled upward toward the
nose, they are weighing the proposal. If the smile becomes relaxed and they appear
enthusiastic, the sale is almost assured. However, if the jaw muscles tighten and the
lips become pursed, then they have taken a defensive position and may reveal and
react as little as possible. All of us have noted this tight-lipped expression in others
at one time or another,
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T ab | e 5-5 Body Language of Receptive and Unreceptive Listeners

Body Channel Receptive (Positive Cues) Unreceptive {Negative Cues)

No eye contact or squinted eyes, jaw
muscles clenched, cheeks twitching with
tension, eye contact is a sidelong glance
Hands clamped together, arms crossed
in front of the chest, hand over the
mouth or rubbing the back of the neck

Facial expressions  Smiles, much eye contact, more interest
and eyes in the person than what is being said

Arms and hands Arms spread; hand open on the table,
relaxed in the lap, or on the arms of a
chair: hands touching the face
Sitting: legs together, or one in front of  Standing: crossed legs, pointing away
the other from the speaker

Sitting or standing: legs and feet

Legs and feet

Standing: weight evenly disiributed,
bady tilted toward the speaker pointing toward the exit

Torso Sitting on the edge of the chair, Leaning back in the chair, suit coat
unbuttoning suit coat, body tilied remains buttoned
{oward the speaker

5-2f Summing It Up for Customers
Putting together what we have said so far, Table 5-5 provides clues as to differenti-
ating receptive from unreceptive listeners.

5-2g Body Language Tips for the Salesperson

Salespeople, as well as clients, put out visual signals based on their body language.
Often they are not even aware of doing so. An effective salesperson needs to know
how to master the subtle cues of body language before he or she can be successful.
Visual signals can make you appear not to be in control and will detract from your
overall presentation . . . and the sale.

1. Posture. Next time you notice you're feeling a bit down, take a look at how
youre standing or sitting. Chances are youll be slouched over with your
shoulders drooping down and inward, making a bad impression. If |
standing, stand up straight and face your prospects head-on. Keep your
posture open with arms relaxed and hanging down at your sides. If your
hands are clasped firmly in front of you, your feet are crossed, and your
body is tight, then you are not exactly exuding confidence. Other “don’ts”
include:*’ '

e Hands on hips: You look too condescending or parental.
e Crossed arms: You are not conveying a look that says, “Let’s talk.”
e Hands crossed in front of you {otherwise known as the “figleaf” stance):

This makes you look weak and timid.
¢ Hands joined behind your back: This stance (the “parade rest”) makes you

seem like you have no energy. ‘
Leaning back in a chair, if seated: You look like you're ready to pass judgment.
Putting your hands in your pockets: This makes you seem nervous and
can result in jingling any change or keys that might be there.

2. Head position. When you want to feel confident and self-assured, keep your
head level both horizontally and vertically. You can also use this straight-head
position when you want to be authoritative and want what you're saying to be
taken seriously. Conversely, when you want to be friendly, listening, and

receptive, tilt your head just a little to one side or other. You can shift the tilt

from left to right at different points in the conversation.®

Arms. Arm position indicates how open and receptive you are to everyone
you meet and interact with, so keep your arms out to the side of your body or
behind your back. This shows you are not scared to take on whatever comzs
your way and you meet things “full frontal” Generally, the more outgoing you
are as a person, the more you tend to use big movements with your armsg'l)fhe
more quiet you are, the iess you move your arms away from your body. T.r to
strike a natural balance and keep your arm movements mid\«rayT“When.yr:)31r
;vt:;:::tr ;oisci(:;:; Va;g;]c;isz'm the best possible light, crossing the arms in front of
Legs. Legs are the hardest parts of our bodies to control conscioﬁsly The

EEI‘.ld move around a lot more than normal when we are nervous str.esseg or
!Jelng deceptive. The best bet is to keep them as still as possible. ];e carefui too
in the way you cross your legs. Do you cross at the knees, ankles, or brin
ymouréeg ug to kr;:st on thfh knee of the other? Be aware that the last positign

entioned is known as the “ ” i i
ont defonsire o e figure four” and is genera]lydpercewed as the
Angle of ﬁfe body. Angle of the body in relation to others gives an indication
of our ‘att1tu‘des and feelings toward them. We angle toward people we find
Z’:)tlrl?tc!tlve, friendly, and interesting and angle ourselves away from those we
Hands. Hand gestures are so numerous that it’s hard to give a brief guide
Palms slightly up and outward is seen as open and friendly. Palm-dgwn .
gestures are generally seen as dominant, emphasizing, and possibly aggressive,
;:sf::;il.y when there is no movement or bending between the wrist and the
Mouth. Mc?uth movements can give away all sorts of clues. We purse our lips
an.d sometimes twist them to the side when we’re thinking. We also might Ese
this movement to hold back an angry comment that we don’t wish to reveal
Nevertheless, it will probably be spotted by other people, and although the -
may not know the comment, they will get a feeling you were not too please};l
Facial e.xpressions. Be aware of any artificial, unfriendly, or deadpan .
expressions you may be making. Do you squint, frown, or make strange faces?
O.ncta you are aware of any expressions you may make, it will be easier to |
eliminate them. Practice smiling and looking pleasant. That’s how you want
to look when meeting clients or prospects, ’
Some facial expression “don’ts” include:
. Archin.g eyebrows: This makes you seem surprised or questioning
¢ Frowning: Your moodiness will be the only thing the other persor;
remembers.

* Grimacing: Your prospect will wonder where it hurts,
Handshake. A handshake can be soft, firm, brief, long, or even painful. The
way you shake hands provides clues to your personality. Aggressive pe-o le
have firm handshakes. People with low self-esteem often have a limp i
hand.shake. A domineering man often squeezes the hand of a woman during a
greeting. The woman can move her index and little finger in toward the palfn
to prevent a crushing handshake. This negates his dominant act and keeps her
in equal control. So adopt a handshake that is firm, yet not crushing. Conv
confidence and professionalism, not dominance, ® v
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5.3 Dress As a Form of Communication

'The moment you meet prospective clients, they judge you by what they see and feel.
The process takes less than 10 seconds, but the impression is permanent. Whether
you make or break a sale can literally depend on the silent signals that you send dur-
ing this first contact. We have already discussed the importance of nonverbal behav-
jor to making that initial impression. Your dress is as critical—perhaps even more
so—when making that first impression. As the old saying goes: You never get a sec-
ond chance to make a first impression! Not only is clothing important to how others
perceive us, but it also affects our view of ourselves and our confidence. We often es-
timate how we are perceived by others and incorporate this image into our own self-
perception. Clothing, then, can affect confidence, and salespeople should take note.

For the past few years there has been a loosening of corporate dress codes, orig-
inating with “Casual Friday.” This evolution is portrayed and humorously carried
through to its possible conclusion in the photo. The nation’s workplace shift from
Casual Friday to Casual Bvery Day may be shifting again—back to Casual Friday.”
'The latest trend in men’s business dress is best summed up ina word coined by Ford
Motor designers: retrofuturism. It involves taking classic design and updating it with
modern technology. You see it on the 2003 Ford Thunderbird, revitalized with
twenty-first century engineering and creature comforts while remaining true to its
1955 styling. You also see it in men’s suits, shirts, and ties that marry innovative fab-
rics and inspiration drawn from past eras of elegance.’® The traditional single-
breasted, gray suit, for instance, may now have lapels that are peaked rather than
notched, and a more fitted jacket than the “sack” suit of yesterday. Yet comfort is
foremost, in part thanks to the technology used to create the lightest-weight wools
ever. In keeping with the retrofuturist trend in tailored clothing, the best shirts and
ties feature Old World design elements in traditional and updated colors and
fabrics—a solid color shirt in a microherringbone weave, for instance. What one
would have formerly thought of as sporty—tattersalls, gingham checks, and subtle
plaids—now come in dressed-up versions with French cuffs. In ties, classic patterns
such as regimental stripes, understated geomelrics, O even solids are worked in lux-
urious, textured silks. Such change returning to the traditional is understandable
through surveys. According to a recent S&MM/Equation Research survey of 361 ex-
ecutives, 30 percent of executives say that customers have commented negatively on
a Tep’s appearance or grooming. And 49 percent say their salespeople have encoun-
tered prejudice from customers because of the way they look. In fact, 48 percent say
salespeople’s physical image has become more jimportant since the economic boom
of the late 1990s. In addition, 38 percent believe their companies have lost business
because of a sales rep’s negative appearance. “When things are slow, companies are
looking for a safe harbor,” says Scott Testa, COO of Mindbridge Software, Inc., an
intranet software company based in Norristown, Pennsylvania. “They are looking
for companies they can feel comfortable with, and part of that comfort comes from
a level of professionalism that is the result of good physical presentation.””’

Has Casual Gone Too Far?

With a loosening of dress codes, sales and marketing personnel are caught in the
middle, as they have to travel between their offices and that of their customers or
prospects, each of which may have its own dress code. Because of this dilemma, per-
haps the place to start is with the orthodox.

In New Dress for Success and New Wormen's Dress for Success, John T. Molloy
writes, “In almost any situation where two men meet, one mar’s clothing is saying

What would you wear to work?

to the other man: 'l am more important than you are, please show respect’ or I am
your equal and expect to be treated as such.” 2 Of these two situations, salespeople
shor.lld dress for treatment as equals. Both overdressing and underdresé,in arlz tofl))e
av01ded_. Overdressing might cause customers to be uncomfortable an?l hesitant
about disclosing their needs and wants. Underdressing could cause them to distrust

salespeople as lacking i i
cre dﬁ:)le.?p acking in expertise. How, then, should salespeople dress to appear
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According to Molloy, the most important ga}'ment for both men a:nd women 11;
any business situation is the suit. It will most influence any v1ewe;lr' li .;E[ereot?fﬁc :
judgment of the wearer. The suit imme.diatel.y conveys authority, credibili }fr: anUide_
ability, qualities that are critical in business interactions. Molloy has s;l)le.:a. icg de
lines for how business suits should look. In actual practice, althou‘gh this image
changed somewhat for men; it has changed much more dr.amat1ca]ly flor women,
who are more prevalent than in the past in the executive suite and as sales reps.

5-3a Male Salespeople - | .
Standard attire for men is a conservative dark navy or gray two-piece business sulf1 '(of
natural fibers, such as wool, if possible), 2 white long-slee.ved buttqn-down .dres; s‘,j irt,
a conservative silk tie (that matches the colors in th.e sult),'and nicely polishe A rs;g
shoes. Tf you do not own a suit, or the company is gblt more informal, then yciu s 3 J
wear a conservative sports coat (no plaids or wild patterns and prefe'rab y a dar
color), nicely pressed dress slacks, a white long-sieeved button-down shirt, a hconser—
vative silk tie, and nicely polished dress shoes. Your belt shoulld match your shoes,

If you have a beard or mustache, it should be neatly trlr{:lmed. .If yolu hriwelaréy
visible body parts pierced, most experts recommend removing all jewelry, includ-

ing earrings.

5-3b Female Salespeople .
Standard attire for women is a conservative dark navy or gray sklr’Eed wool 1l;)ileng
suit. Job experts and employers seem split on the notion of. pantsuits, so a s riie
suit is a safer choice. Other conservative colors—spch as beige or 'brown—a}resaidsi
acceptable. A blazer with blouse and skirt is a possible second choice to a 511111t.kn r
length should be a litile below the knee and never shprter than aboge t }i . ee1:
Avoid wearing a dress. Blouses should be cotton or silk and should be whte, o

some other light color. Shoes should be low-heeled.

Types of attire for business occasions.

Makeup should be minimal, with lipstick and nail polish in conservative tones.

Pantyhose should be flawless (no runs) and conservative in color. You should opt
for a briefcase rather than a purse.

5-3c Advice for Both Men and Women

Good advice for both men and women is shown in Table 5-6.

Despite the “retro” trend in dress, many companies still have retained a more
casual dress code. So what is the salesperson to do? Rule number 1 is to consider the
nature of the client’s work. If you're calling on someone in the financial business,
the “dress for success” suit is appropriate. For the advertising business, more casual
attire is suitable. If you are uncertain, especially with a new prospect, call ahead and
inquire about their dress code. Above all, be adaptable. Michael Canney, a sales rep
for Becton, Dickinson and Company, a medical devices firm in Franklin Lakes, New
Jersey, rarely wears a jacket in his territory of Austin, Texas, because it’s just too hot.
“In the summer, wearing a nice button-down and khakis is fine.” Canney often vis-
its nurses in hospitals between 5 A.M. and 6 .M. and showing up clad in a suit and
tie would just be impractical. “I'mi working with people who are hands-on. As long
as you look professional, that’s the most important thing»*

5-3d Guidelines for Casual Dress

So how does the salesperson dress casually?® (Note: “Dress casual” means going
with a coat but no tie, or with a tie and no coat.)
For men:

® 'Try a blazer with an open-collar shirt. Choose a polo-style knit or band-collar
‘woven shirt.

® Sport cotton trousers in khaki, navy, or hunter green.
* Loafers and socks with a subtle pattern that matches your pants.

Table 5-6 Checkpoints for Appearance

Men Women

Minimal or no cologne

Mo food, gum, or cigarettes
Empty pockets

Clean, trimmed nails

Matching socks
Shined, conservative shoes

No visible body piercings (nose, eyebrow, lip,

labret, etc.)
Clean, trimmed head and facial hair

Fresh shave
Conservative tie
Clean, pressed business suit in blue or gray

Light shirt

Light portfolio or briefcase

Minimal perfume
No food, gum, or cigarettes
Empty pockets

Light-colored nail polishes or clear polishes only;
short nails

Dark or nude hose with no runs

Clean, polished, conservative shoes with heels no
higher than 2 inches

No visible body piercings (nose, eyebrow, lip, labret,
etc.)

Attractive, controlled hairstyle—long hair should be
pulled back or up

Light makeup
Moderate, conservative jewelry

Clean, pressed business suit in blue or gray or
tailored dress

Well-tailered shirt—no low necklines or straining
buttons

Light portfolio or briefcase
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proxemics
The distances at which people
interact.

For women:

Cotton or silk shirts. Add a vest to dress up a plain shirt.
¢ Mix jackets with your career suits with separates. '
Try softer fabrics in slim or full skirts. Skirts should be slightly above the knee
to ankle length.
Dress down with trousers or soft pants.
Take a break from high heels and wear flats, oxfords, or loafers.
French blue and tan are the contemporary casual colors.
The sport coat is a bridge. It can be worn with khakis, various dress slack
fabrics, mocks and polos, and dress shirts and ties.
¢ Just remember, without further information, on the first call, dress
conservatively; you never get a second chance to make a first impression!

5-4 Time and Space "Speak”

If someone is late for an appointment with you, how does it make you feel? In our
society, being late conveys the message: “You aren’t important. I don’t need to hurry
to be on time for you.” Interestingly enough, this isn’t true in all cultures. In the
United States, it is mandatory that the salesperson be on time for an appointment,
but in South America, where one expects to wait and wait, being on time is not that
critical. ’

Distance, or more formally, proxemics, also communicates. We interact with
people at different distances. We don’t talk with customers at the same distance that
we do with our spouses. Neither do we interact with strangers at the same distance
that we do with friends. To verify this, the next time you go to a doctor’s office where
there is just one other patient, sit next to that person and watch his or her reaction.

Research has demonstrated that everyone has an invisible bubble of space
around them that contracts and expands. This bubble is a kind of mobile territory
that the individual will defend against intrusion. In crowded public places, we tense
our muscles and hold ourselves stiff, communicating to others our desire not to in-

trude upon their space and, moreover, not to touch them. At all costs, we try to

avoid eye contact. Walking along the street, our bubble expands slightly as we move
in a stream of strangers, taking care not to bump into them. In a work situation or
in a restaurant, our bubble changes as it adjusts to the environment.

People in the United States employ four main distances in their business and
social relations: intimate (up to 2 feet); personal (2 to 4 feet); social (4 to 12 feet);
and public (more than 12 feet) (see Figure 5-3).* Each of these distances has a near
and a far phase and is usually detectable by changes in the volume of the voice. The
intimate distance is used for the most private activities, such as showing affection
to another person. Even at the far phase of the intimate distance, one is within easy
touching distance of the other person. In general, the use of intimate distance be-
tween adults is frowned upon in public places. It is also far too close for strangers,
except where crowding forces it. _ :

In the second zone, personal distance, the close phase represents the distance at
which spouses interact in public. If another person moves into this zone, the spouse
may not look kindly on the gesture. The far phase is the most common spacing for
people in conversation. But this distance is not all that intimate; the phrase at “arm’s
length” accurately describes the nature of this distance.

The social distance is reserved for business transactions. People who work to-
gether tend to use close social distance, 4 to 7 feet. This is also the common distance

Prospect

Salesperson
4,_1Q iee‘

for C(?nversation at social gatherings. To stand at this distance while facing someone
who is seated has a dominating effect (for example, teacher to pupil, boss to secre-
tar}.r). T.he far phase of social distance, 7 to 12 feet, lends a formal tone to business or
social dlscoqrs_e. In an executive office, the desk serves to keep people at this distance
The social distance, especially the close phase (4 to 7 feet), represents the ch's—'
tance at which salespeople should approach clients they have never met. Imagine
the reactlion of a buyer if a sales representative were to pull up a chair 2 to 4 feet awa
and begin a presentation. Although this is not quite as forward, what reaction dZ)r
salesReople encourage when they enter an office and immediately take over part of
the client’s desk for their samples? The general rule for salespeople is to begin at the
close phase of the social distance and not to approach closer until friendly relations
are established. Invading the client’s space too soon will cause the client to draw u
a defensive barrier that may never be broken. ’
The fourth and final zone, public distance, is used by teachers in classrooms or
speakers at public gatherings. Its farthest phase, 25 feet and beyond, is used for im-
portant public figures. Although it is dangerous for the sales represéntative to ap-
proach too closely too soon, it is equally dangerous to begin at too far a distance
Starting from the public distance may create an image of unsociability or conceit .
‘ Psychological proxemics also exist. Your ideas and language may be formal a‘s
in the public zone (“How do you do?”); casual, as in the social zone{ “ﬁl"’)ﬁ1en<,ij)§

as in t}.1e personal zonQHow’s the family, Joe?”); or intimate (“Hi, sweetie” ). As
with distance zones, salespedple may-intrude-upon theiF customers’ psycht)‘l’c“fgrical
zones by speaking too familiarly too soon.

Interestingly enough, people can be classified into two major proxemic groups:
contact and noncontact. When two people from contrasting groups get together.
misunderstanding is almost inevitable. Contact people get too close, both physicall :
and psychologically, to their noncontact counterparts, and vice versa, resultin irylv
u1:1pleasant feelings for both parties. The noncontact people are seen’as cold %1‘11—
fnenc?ly, or impolite by the contact people. On the other hand, noncontact péople
perceive contact people as overly friendly, obtrusive, and smothering. Desire for con-
tact or lack of the same is directly related to one’s personality style. Analytics and
.Dr1vefs prefer noncontact behavior, while Expressives and Amiables desire contact
in their relationships. Interestingly enough, for contact-oriented customers, research
shows that a light, brief (half-second) touch by a salesperson on the uppér arm of
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customers caused them to extend the appointment by 63 percent and buy 23 percent
more. Timing here is critical. Touch the customer shortly before you want them to
do something—agree to another appointment, buy, etc.”

Proxemics also extend to possessions and territory (or “turf”). Have you ever
become upset because someone picked up your tennis racket or golf clubs without
asking? Or sat in your favorite chair? Buyers, too, have their territory; when threat-
ened, they are not likely to give the salespersona fair hearing. So salespeople should
never stop by a client’s office without an appointment and stick in their heads with-
out knocking. Nor, when in buyers’ offices, should they examine personal objects
without permission. And they certainly should not march haughtily into a cus-
tomer’s office and immediately plop their briefcase on the buyer’s desk. All of us
have our territory, and we like to keep it to ourselves, unless we decide otherwise.

So far we have cautioned salespeople not to invade buyers’ space, psychological
and territorial, too soon. It is also true that salespeople should move forward under
the proper set of circumstances. If a buyer indicates that a friendlier relationship is
desired and the salesperson does not reciprocate by moving closer, the buyer may
be offended by the salesperson’s remaining distant.

5-5 Vocal Intonation

Much can be learned about prospects from the way they speak. Vocal intonation is
particularly revealing about prospects’ intentions. For example, salesperson will
have to choose a different approach depending on whether a prospect has said,
“What do you mean!” or “What do you mean?” Salespeople misinterpreting these
statements are Hkely to find themselves in an awkward position.

The salesperson’s own voice is a critical factor in how he or she will be received.
If you know enough about your own voice, you can regulate it to make the impres-
sion you want, as indicated in Table 5-7. Who has a good voice? Americans love
deep, throaty voices like Ronald Reagan’s, but some low voices don’t work well: ex-
President Clinton (too low and hoarse).” Bad voices, according to experts, gener-
ally fall into two categories: too nasal and too low. Although there exists little
empirical data on vocal characteristics in a selling context, one study is very eluci-
dating.®® In comparing the speech of successful sales performers, Peterson et al.,
found that speech rate somewhat more rapid than that of normal conversation was
correlated with superior performance. The increased rate should not come, how-

Tabh!|e 5-7 Vocal Intonation

Loudness Adijust to loudness of buyer
Pitch Lowness or highness of voice

Lessen pitch at the end of a sentence, implying certainty
Vocal quality Watch for nasality

Eliminate breathiness
Eliminate harshness
Two elements to achieving quality: posture and diction

Enunciation Sound out every vowel and consonant; if you have a strong regional accent, make
sure you are understandable by people from outside of the area

Hesitation Avoid long pauses ’

Fillers Avoid “uh,” "um,” “you know,” “really,” etc.

Emphasis Pick words to stress

ever, solely from articulating words more rapidly than normal, but by a variety of
Yocal blehavi.ors, such as compressing pauses between words, phrases, and sentences
in conjunction with appropriate phonetic contraction strategies (e.g., They're in-
stead of they are; D’ya instead of do you, etc.). Lowering on¢’s voice at the end of a
sentence also was more successful, projecting an aura of authority and credibility.
II} contrast, rising inflection gives the impression of uncertainty and questionin -
Finally, at least a modicum of vocal variability was associated with sales-succesi.
Loudness was not correlated with sales success. -

1. Loudness. Though not significant in the Peterson study, loudness, as we know
from our everyday experiences, can be irritating. As you listen, try to
remember whether others often ask you to speak up or repeat things or
whe?ther they back off or lean back, indicating you are too loud. You can
acl-'neve proper volume control by listening to your prospect’s voice. Speak
quietly to the quiet. Speak a little louder to the loud. If you have an angry
cqstomer, use a low tone of voice; this will tend to calm him or her.

2. Pitch. The lowness or highness of your voice—its overall tone—does much to
form peoplle’s impression of you. As mentioned already, watch out for a rising
or upward inflection at the end of sentences, signaling tentativeness. The tone
sho.ulc.I go down, indicating completion and certainty. Avoid singséng
variation in your voice, or you will sound like a kindergarten teacher, not a
professional salesperson. But don’t go to the other extreme and talk i’n
monotone; some amount of variation is good, as the Peterson study
demonstrated. Use a slightly higher pitch when talking about something new
and exciting, A lower pitch generally reassures the listener; it should be used
to emphasize quality, service, and warranty.

3. Vocal qu:ah'ty (or timbre). Watch for “talking through your nose.” Nasality is
appropriate only for the sounds #, m, and ng. If you are too nasal, open your
rr:touth more to get out vowel sounds. Look out for breathiness, or you will
give an impression of bewilderment, delicacy, or conspiracy. Also watch for
thinness; it is hard to convey authority if your voice sounds childlike. Steer
clear of stridency—a sharp, metallic sound with a high, squeaky pitch. It
conveys tension and nervousness, Harshness is another vocal quality to be
avoided. When you are angry or irritable, your voice may take on a rough
hard, low-pitched quality. Others’ first impressions of you may be that y01,1 are
unsy.mpathetic, sarcastic, or overbearing. Two basic elements determine voice
q}1alllty: (a) posture—which affects the way you use your breath, and (b)
d.1ct1on—which determines clarity, fluency, and (surprisingly) strength, When
either posture or diction is poor, pressure builds in the chest or strains your

throat, You should learn to deliberately exhale and inhale with the abdominal
muscles and ribs and to maintain proper posture, avoiding rounded
shoulders and curvature of the lower back, which creates constant downward
pressure on the chest and ribs. Diction also helps reduce tightness in the
throat by focusing your speaking away from the throat and toward the front
of your mouth. Seventy percent of consonants are formed with the lips, tip of
the tongue, and the upper front teeth,” ,
4. Enunciation. Salespeople often are so eager to tell prospects about the
wonderful features of their products that they forget all about proper
enunciation. Sound every vowel and consonant meant to be sounded.
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5. Hesitation. Leaving long pauses between words and sentences is a bad speech

habit. This distracts from the sales presentation and gives the prospect time to
build up doubts in his or her mind about the salespersomn, the product, and
the company. It usually makes the listener wonder if the speaker knows what

he or she is talking about.

6. Fillers. These are words used to fill uncomfortable silences; they should be

eliminated. They might include single-syllable sounds (e.g., uh, um, ah, eh, and
oh); phrases that add nothing to the meaning of the sentence (e.g., you know,
you see, well so then, ya understand, so really, and OK?); hedge words., such as I
guess, maybe, perhaps, qualifiers like just, that’s all, and only; and noises (e.g.,
throat clearing, shuffling, tongue clucking, sighs, yawns, and coughlng): Clients
judge the salesperson’s level of confidence and product knowledge by }_lls or her
fluency of speech, and fillers are interpreted as nervousness or uncertainty.

7. Emphasis. Be aware of what words you emphasize, because this can change

the meaning of what you say dramatically. Consider hov&f the statemen'E: “I
didn’t say he took that” changes dramatically with differing erslphases. I
didn’t say he took that” (she said it). “I didn’t say he t001'< that” (he took
something else). “1 didn’t say he took that” (he borrowed it).

5-6 A Final Word

Several times we have mentioned the importance of not overanaly_zing no'nvefrbal
behavior. Some nonverbal signals have several meanings. Crossed arms can indicate
defensiveness, or simply a comfortable position. Touching the nose can suggest
doubt in what the person is hearing, or it could be a response to an itch or soreness
from a recent cold. Likewise, an unbuttoned jacket can signify openness and coop-
eration. It could also be an overweight person trying to fit into an old jackt.at.. '

Research also indicates that different people have widely different abilities to
identify nonverbal behavior. So it is a good idea to be careful al?out your conclu-
sions from observing nonverbal behavior until you gain experience. Salespeople
should pay attention to both verbal and nonverbal communication. Together they
provide a more complete picture of communication. '

Tt is also true that individuals are rarely clear prototypes of any one personal}ty
style; all of us usually demonstraie traits across the spectrum. 'St.ill,,in most in-
stances, there is a distinct dominant personality for each of us, butitisn't always that
easy to discern. . ' .

Notwithstanding, this discussion should not be interpreted as belj'rmg the im-
portance of nonverbal behavior. It merely suggests that its interpretation requires
skill and practice. It also suggests that people should not have absolute reliance in
their ability to interpret nonverbal cues accurately. The salesperson. has to work
hard at effective two-way communication; it does not come automatically.

P ars

E
prospect. It also is wise to use active rather. than passive
descriptions and to recognize that even subtle differences
between synonyms can evoke contrasting emotional
reactions.

The advantages of two-way communication over one-
way communication in selling, plus the importance of active
listening, were explained, along with some tips for improving
one’s listening skills. The critical relationship between ques-
tioning and communication was also mentioned, although a
complete discussion was postponed until Chapter 9.

A description of nonverbal behavior constituted a ma-
jor portion of this chapter. The important contribution of
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dress to the salesperson’s credibility was explained, along
with dress suggestions. Other elements of nonverbal be-
havior include time, space, body language, eyes, facial ex-
pression, and vocal intonation. The importance of being
able to interpret these nonverbal cues becomes evident
when one considers that experts believe language itself
composes only 35 percent of all communication. However,
students are warned to avoid jumping to immediate con-
clusions from interpreting nonverbal behavior. Interpreta-
tion is an art, not a science; not every nonverbal cue means
something, and expertise in interpretation comes only with
experience, /

/

/
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feedback. Salespeople should do everything possible; to fz.i-
cilitate clients’ understanding. They should avoid using big
words that sound impressive but mean little to the

This chapter covered the importance of communication,
beginning with the elements of the communication
process: source, encoding, message, decoding, receiver, and

1. What are the elements of the communication process?

2. Why is two-way communication preferable to one-way
communication for salespeople?

3. Why is it necessary for sales representatives to be active
listeners?

4. How does one become an active listener?
5. What is source credibility? What factors affect it?

6. Why is nonverbal communication important? What
are some of the elements of nonverbal behavior?

7. How does one dress so as to convey credibility?
B. Of what value is color to dress?

9. How does distance influence social interaction? How
does time influence it?

10. What is body language? What are some characteristic
poses that are important for salespeople to recognize?

11. How is communication evident in facial expression?
12. What is the importance of vocal intonation?

13. “Nonverbal communication is far more important to
salespeople than language itself.” Defend or refute this
statement,

14. It has been said that the common outcome of
communication is misunderstanding. Do you agree?

15. Explain what the following instances of body
language mean:
a. A person talking with his or her hands open
b. A person sitting in a meeting with crossed legs
and arms
c.  Someone tapping his or her fingers on a desk
d. Someone leaning forward with hand to cheek

16. What does the distance at which others deal with us
reveal about their feelings toward us?

_17. How good are most people at listening?

18. To be a good listener, one should attend only to the
words themselves and ignore all distractions. Discuss.

19. Itisimportant to listen just for facts. Discuss.

20. As one listens, it is important to make assumptions in
order to prepare one’s rebuttal. Discuss.

21, Explain psychological proxemics. What sorts of people
can you approach from a closer distance more rapidly?

22, How should salespeople use eye contact, as both
speakers and listeners?

23. Explain pacing,

24, 'Try watching a TV program while the sound is turned
off. From the nonverbal behavior of the actors,
determine what is taking place. Then turn up the
volume and see if you are correct.

25, Listen to your professors’ lectures. How do they use
vocal emphasis to indicate the main ideas? How do
their voices communicate their attitudes toward their
subjects? Can you tell if they are enjoying themselves?
Compare different styles. How is your enjoyment of
class affected by contrasting vocal styles?

26. Go into the library and look for a table at which there
is only one person studying. Take a seat next to the
person. Repeat this several times. What is the typical
reaction?

27. Keep arecord for three or four days of all the clothing,
" jewelry, and other adornments you wear. Record any
changes in clothing you make during the day. Once
compileted, explain why you made these changes and
what the clothes might communicate to others,

28.

What are the guidelines for casual dress?




