In these days of shortages, one might
suppose that salesmen could take life a
little easier, letting customers come to
them for badly meeded goods and ma-
terials. In fact, though, salesmen have to
work harder than ever. They are, in ef-
fect, required to administer complex ra-
tioning programs for many vital materi-
als, including steel, aluminum, plastics,
and synthetic fibers.

But while salesmen of scarce goods
have become allocators of their products,

“A salesman has a more
general outlook on anything
you can name. You have to
know about everything from
fishing for catfish to the
opera to last week’s oil-
drilling activity in Texas.
If a customer says his
drilling activity is up
andI have to ask why,
I’'m out of it.”

Charles E. Wright
Armco Steel
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A NEW KIND OF
CHALLENGE
FOR SALESMEN

by Michael B. Rothfeld

they are aware that their markets could
again become highly competitive. So
they have to look to the future and deal
graciously with purchasing agents—
even the one who, upon being informed
of a new rationing move, Telexed the
salesman: “F - --YOU. STRONG LET-
TER TO FOLLOW.”

As four of the salesmen profiled in
this article demonstrate, there are some
advantages to be found even in short-
ages. They are proving adept at capital-

izing on their temporary advantage over
purchasing agents to enhance their own
companies’ competitive positions—;for
example, by extracting more and better
information about the future plans of
their customers.

The fifth salesman whose story is told
here sells jet aireraft, a product that is
still readily available. But he, too, must
work harder than ever before, to allay
customers’ fears about getting enough
fuel for the jets.

RATIONING STEEL IN TEXAS

An easygoing fellow with an affable
grin, Charles E. Wright is no stranger
to selling. Growing up in Kokomo, In-
diana, as the son of a steel salesman,
Wright held part-time jobs selling cloth-
ing, cameras, and meat. Following Air
Force service and graduation from Colo-
rado State University, he joined Armco
Steel in 1967.

Now thirty-four, Wright is based in
Houston, Texas, where most of Armco’s
market is energy related : companies that
make everything from tankers to drill-
ing rigs to electric-utility poles to nu-
clear-reactor pressure vessels. Steel has
been tight in Texas since late last sum-
mer, and for the first time in his career
as a salesman, Chuck Wright has been
in the position of rationing steel among
his customers.

Before the steel shortage hit Wright'’s
territory, his job was in most respects
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_ \L_/ &, “On a demonstration

' : flight, the pilot flies the

airplane and the

salesman always sits

in the cabin with

the customer. It’s an

ideal sales situation:
a captive audience.”

James B. Taylor
Cessna Aircraft



BEAUTY
BEGINS
FIERE...

in nature, in the trees that give charm
to your house and shade to your gar-
den. That's where you’ll find it. But
healthy, beautiful shade trees don’t
just happen these days. Continued
poor environment, attacks by disease
and insects often kill or disfigure the
ones we value most. Much of this loss
can be avoided, however, by accurate
diagnosis and the timely use of scien-
tific methods.

These problems are not new to us.
Long before their ecological condition
was thought to be so serious we were
spending substantial amounts of time,
talent and money in research to help
save America’s trees.

If you are concerned about your
trees, call your local Bartlett represen-
tative today and let him show you not
only how scientific care will make
them more beautiful, but how it will
keep them that way.

™
BARTLETT

BARTLETT

TREE EXPERTS

Home Office, 2770 Summer Street,
Stamford, Conn. 06905

Research Laboratories
and Experimental Grounds,
Charlotte, N.C.

Local Offices from Maine to
Florida and west to
lllinois and Alabama.
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Each individual sales effort is called
a “program.” The big payoff for Phillips
comes when a mill accepts a fiber pro-
gram in time to produce its own sam-
ples for the January or June trade shows
at which the mill tries to sell its products
to retailers or institutional contractors.
Phillips attends these trade shows and
does what he can to increase his cus-
tomers’ sales.

The depressing part

The worst effect of today’s shortages,
Phillips says, is that he isn’t able to try
to enlarge his market. “It’s depressing
not to be able to pursue new business. I
don’t have one new product that I could
use to start a new program with any of
my customers.”

It’s also painful to lose a sale to a
competitor who happens to have the
right fiber in stock when a customer
needs it. To keep his customers supplied,
Phillips on occasion trades allotments of
fibers with his fellow Monsanto sales-
men or asks customers who have a tem-
porary surplus of fibers to inform him
so he can shift needed supplies to other
customers. One point he makes on sales
calls these days is that the mills with
the best forecasting ability—and the
willingness to share such forecasts—are
the ones that can best assure themselves
of a steady supply of Monsanto fibers.

KEEPING A SALES RECORD AIRBORNE

James B. Taylor’s product is not a
particular commodity, but a $750,000
jet airplane. And as vice president of
Cessna Aircraft in charge of its com-
mercial-jet marketing division, he has a
sales staff of thirty working for him.
That doesn’t mean, however, that Jim
Taylor is not very much involved in
selling—mparticularly these days. Selling
a business-jet aircraft has always been
difficult. During the energy crisis, it's
become something of an event.

With jet fuel being allocated by the
federal government and its cost rising,
potential purchasers of business jets
have turned skittish. Cessna has had to
abandon plans to increase production of
its Citation jet from nine to twelve air-
planes per month. “We're selling a lot

harder,” Taylor says. “There are people
we think we’d have sold by now were it
not for the uncertainty about fuel.”

At fifty-two, Taylor is something of
a supersalesman with quite a track rec-
ord to maintain. During 1972, the first
full year the Citation was on the mar-
ket, it was the industry’s biggest seller;
Cessna sold fifty-one jets that year. Last
vear, Taylor sold eighty-one, for a new
industry record. To do it, he developed
a sophisticated marketing program that
would make a business-school professor
salivate. Yet its architect never set foot
in college. A New York City native who
grew up on Long Island and attended
New England prep schools, he went to
work as a line mechanic for Grumman
shm'tliv before World War II and then
became a Navy flyer. After the war he
went into airplane sales. He was in
charge of selling Pan Am’s Falcon busi-
ness jets before joining Cessna in 1969.

Away from the amateurs

His marketing plan for the Citation
was based on finding what customers
needed and then getting the engineers
to design it. Taylor also broke with com-
pany and industry tradition by estab-
lishing his own direct sales force, re-
cruited from companies like Xerox and
I.B.M., rather than selling through dis-
tributors—who more often than not are
good pilots but amateurs when it comes
to selling.

Backing up Taylor’s selling force is a
skillful marketing research and support
group. Cessna can furnish discounted
cash-flow analyses to help a customer
evaluate exactly what a Citation pur-
chase will do to his financial situation, or
a detailed examination of the company’s
travel patterns. In some cases, if the
Citation did not prove to be suited to a
potential customer’s needs, Jim Taylor
and his salesmen have recommended
purchase of a piston-engine airplane or
even a competing jet.

Taylor has revised his marketing pro-
gram to stress fuel economy. The Cita-
tion was designed for the average busi-
ness trip of 300 to 500 miles with the
normal complement of three to six pas-
sengers. Although it lacks the range
and passenger capacity of Grumman'’s
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your business, is
the time you'll
have later for fun.
Hopefully with us.

In our thirteen
restaurants and
lounges.

Visit us in

For reservations write to: Royal York, 100 Front Street W., Toro

Toronto Canada.
The Royal York.
We'd like to
make it our busi-
ness to get you
closer to yours.

ROYAL YORK

CP Hotels I«

With more reasons to stay there
than any other hotel in Toronto.

nto, Ontario, Canada.

Or call toll free Amex Space Bank 800-238-5000; Loews (LRI) or your travel agent.

THE DINES LETTER

has never beenmore bearish...

Find out why Dines is convinced this market is
very vulnerable, but why golds and silvers look higher.

The Dines Letter believes accelerating inflation, interest
rates lugh enough to virtually halt new construction, soaring
food prices, the oil crisis, a gnlll crisis overseas, and a shaky
Wall Street are all converging at the same time. Even low
P/E Ratios are considered to be a warning of possible hard
times ahead, a Judas Goat if you will, rather than a buying
opportunity now. The Dines Letter has never recommended
more short sales than now, which is why they say they are so
bearish, despite phony bear market rallies. Sooner or later

Dines will at last recommend taking profits on golds and
silvers and going back into industrials—be a Dines Letter
reader at that time.

PLUS: A special feature on which gold and silver shares The
Dines Letter feels are best to buy now. Let them show you
actual charts and specific advice on AGNICO-EAGLE,

AMGOLD, ANGLO AMER CORP., ASA, CAMPBELL RED
LAKE, DOME, FRESNILLO, GIANT YELLOWKNIFE,
HECLA, HOMESTAKE, INT'L MINING, KERR-ADDISON
PATO, ROSARIO, SUNSHINE and WRIGHT HAR-
GREAVES. Find out what Dines thinks the latest currency
turmoil could mean to you. Find out if Dines is expecting a
profit-taking decline to hit golds and silvers soon.

AND: A special feature on 8 leading currencies, showing
‘which would be most backed by gold, and which are safest to
be in at various gold prices. In clear language Dines clarifies
a very complex area he considers vital to investors, but for
some reason largely ignored by the press.

IN ADDITION: A special chart of gold’s relative strength
back to 1948, what it looks like now, and what it means.
ALSO: A special, in-depth feature explaining ADRs, the
advantages and disadvantages—and dangers, of owning them
in the U.S.

FINALLY: Find out what Dines recommends specifically for
these stocks: Amer Distillings Amer Home Prod; Amer
Hospital Supply; AMP; ARA Services; Avon Prod.; Black &
Decker; Burroughs Corp; Carnation Co; Chesebrough-
Pond’s; Coca-Cola; C S Consolidated
Foods; CPC Int'l; Disney (Walt) Product : Dr. Pepper:
Dun & Bradstreet; du Pont (E.L) de Nemours: Gillette;

The Dines Letter

Goodyear Tire & Rubber: Halliburton Co: Harrah's;
Hewlett-Packard; Int’l Flavors & Fragrances; IU Int'l Corp;
Japan Fund; Joh & Jok Joh Products; Koll-
morgen Corp; Lilly (Eli); Masco Corp; Matsushita; MeDon-
ald’s Corp; Mercant tores; Merck & Co; Merrill, Lynch;
METROMEDIA Inc; MGIC Investment; Minnesota Mining &
Manufacturing Co; Mobil Oil; Mountain Fuel Supply: Nat'l
Chemsearch; Nat'l Starch & Chemical; Owens-Illinois; Pen-
ney (JC); PepsiCo; Perkin-Elmer; Philip Morris; Procter &
Gamble; Retail Credit; Richardson-Merrell; Rite Aid: Rub-
bermaid; Schering-Plough; S z (Jos) Brewing: Sears,
Roebuck; \lmplu ity Patte Corp: Squibb Corp:

ntex; Texas Utilities; Tnnngln Pac Corp;

Upjohn; Warner-Lambert Co; We y-lmghouu Electric; Xerox
Corp.
BONUS: If you can subscribe to The Dines Letter immediate-

ly, th will send you the big 1971 Forecast issue, which is a
real e N .opener! In no-nonsense language Dines explains the
gold crisis in llnlllll terms. It is not the story found
newspapers. This issue is chock-full of unhe: llgl ed pre:
for this year which could affect your investments profoundly.
Also included is a DJI chart back to 1900 with all Trendlines
clearly laid out.

LET US SHOW YOU: A chart showing the ratio of gold and
silver prices back 1o the year 11493, and why it strongly
suggests silver prices are going much higher. Also, a special
feature on how to start a gold coin collection in Switzerland,
legally.

FOR ALL THESE FEATURES PLUS MANY MORE: (book
reviews, trading stocks, the energy crisis, and momentum
studies,) send no written message. Just include ad, your
name, address and 89 for a t-issue trial to Dept. J4+M310.
N.Y. residents, please add applicable sales tax. (Payment
MUST be enclosed.) Also, ask for information on how to get
tapes or cassettes of the latest Dines Gold and Silver
Seminar. For information as to how you can hire Mr. Dines to
manage your portfolio through the broker of your choice,
call Mr. Sauchelliat (212) 725-1513.

18 East41 St., N. Y., N. Y. 10017

(Not assignable without your consent)
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Gulfstream II or Lockheed’s JetStar,
and is not as fast as the Learjet, Jim
Taylor is telling prospects that on a 500-
mile trip, the Citation uses 12 to 71 per-
cent less fuel at normal cruise speeds
than any competing jet.

He also points out that the speed dif-
ferential between the Citation and other
jets on such trips is a matter of perhaps
ten minutes; when there are air-traffic
delays, the differential disappears. More-
over, he argues, the Citation has a
slower landing speed than other jets, so
it can use small fields away from con-
gested air lanes, again saving fuel.

So these days, Jim Taylor’s sales pitch
is: “Keep your G-II or JetStar, but buy
a Citation and save fuel. Use the G-II on
a coast-to-coast trip. But for your aver-
age trip, say, New York to Washing-
ton or Chicago to St. Louis,
or three passengers on board,
Citation.”

with two
use a

Fuel for new jets

Cessna salesmen inform potential buy-
ers that although prices have risen, the
supply of fuel has not been severely
reduced by the energy crisis—because
of airline flight cutbacks and more care-
ful flight planning by business users.
They provide both present and potential
customers with a company-produced
“Fuel-Facts” booklet that outlines the
government fuel-allocation program, the
Federal Energy Office’s organization,
and suggests fuel-saving operating pro-
cedures. Because government allocations
are based on purchases made before
1973, Taylor offers helpful advice on
whom to see in Washington to get fuel
for a new jet.

Meanwhile, his salesmen have doubled
the number of calls they make on poten-
tial customers, especially in energy-re-
lated industries. Oil-exploration
panies and utilities look like prime pros-
pects. And overseas, where Cessna has
concentrated on the European market,
salesmen are touching down more and
more in such oil-producing countries as
Iran, Venezuela, Indonesia, and Saudi
Arabia. With opportunities like that,
Jim Taylor has no fear that his sales
record is going to be grounded. END
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