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not bé any 11m1tat10ns to the, questmnnalre and per-
* sonal qustwatlon methods, but where thereare limi-

tations, th ey are_in satisfying completely the second
| porhlon of otir definition. The greatest. thing that can

b

be said abput -a market analysis is that it gives youd’

the answet, that it forces upon you irresistibly the
.action which. will ‘bting about increased sales. - That

" can be dorle absolutely through our third method and" |

that is; through the use of carefully chosen statistics.”
In order to understand this method, we will have

. *‘to reason it out. from an altogether different angle. .

Let us get| a mutual understanding of what: we mean

by “the market.” When the term is mentioned we .
1mmedlate y think of therentire United States, In-

"stead of doing that in this instarice, let us think of oné
ymt of territory, knowmo' ‘that wha? we may Tearh
' about it will serve us in lcarmnv about the whole
- eountry. )

In this territory _you have a salesman. - Tn {liis

' 'temtory you have prospective buyers. The pmspects '

——good bad and indifferent; good pay and poor pay;

big buyers and small buyers; slow and fast; mtelh- '

gent: and 'seemingly 'non- mtelhgent—consntute your

~ drums*—the “will-buys” and the “won’t-buys”; the
A rodresswb and the reactlonary the conservatives and
the reservatives. '

Facmg this regiment of unbelievers in thls unit of

.t rr-ltory is a salesman, the average salesman—sorr;e—

“times.- up,fsometxmes down; sord&t:mes enthusiastic, .

som?hmes’ pepless; a man today, a dhild tomorrow:;

energetlc this morhing, dejécted this afterhoon; work= -
ing hard this week; taking things easy ne}\t Cou- :
sistency, cannot be attributed to him: a

_~The point Tywant to make is this: there are t\\o
sxdes to your market problem—thy prospects side
and the salesman’s. side—and yoy must study’ both
to make a true market analysis.//
* going to plow a field, would you/say, after noting the"
number of acres and examining the soil; that you
“'could plow the field in eight hours? No, you'd take
into cons{deratlon the kind of motive powgr, you had

available. ‘If you had a Fordson tractor you would -

‘make one estz‘mate if you had horses, you’d specify
‘another amount of time. Your market varies with the
power oﬁ*yom selling ‘structure.’ .

" . This being the case, let us th;nk a little about your 4
_salesman. What are the significant things that he .
is domg? From his actlvmes‘ what can you deduce»w

about y{)ur market? . : o : >

market. . Here they are, a’great assembly of conun-

Suppose you were -
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We can uncover many ffindamental facts about a
business by keeping a few sser;clal records, such as:
Sales by salesmen’ . / s

Sales by counties, or cities
| Sales by styles, or classes of merchandise

Sales by lines of business sold,.or kmds or, classx—
fications. of buyers. ) ) 5 :

These are what you need most. Each'one will give
you the statug, of a ma]or activity of your business.

. The scope of ‘these may be amplified, for mstance—— )

sales by sa\jlsmen may be extended to show “sales- by
styles by sdlesmen, or sales by lines ~of business by
salegmen. Showing not otily what a man sells, but
what' classes of buiers he is seilmg to and which of
your products he . i§ selling to these buyers. "Sales
by lines of business may be extended to show sales
by styles by lines of business w‘nch will give ,you ‘the
kinds of products cach type of buyer you ha{'e buys.
. Thése ‘records are to"{the sdles (lepartmcnt what
product:on charts*and figures are to "the factory. Each
salesman is a part of‘the machm]ary which is.operating
to ‘produce sales. He should be watched with the
same degree of watthfulness th; the factory superm-
' tendent gives to a piece. of prcpductwe machinery.
*The efﬁmency of all your salesmen is of great im-
portance to you. You may thmI\ that a salesman is
wor&h what he brings in in orders This is true of

. ‘a pa tlcular salesman; but, when you have a number

of mdr, you must-lave some sense of what the aver-
_age man is able to do. ‘|
You have good salesmen aud you have poor sales—

“men. You wish, together with all other: manufac-
turers, for more ‘super-salesmen. More of them »

would, of course, ingrease your business, but the com-
petition for good salesimen is, keen and the supply none
too greaf: "It becomes necessaqy to deal with a situ-

ation as it stands, and when-you base your sales poli--

cies on what ‘the average ‘salesman can do, as
disclosed by thess, figures; the fact that you haven't

all the super-salesmen in ‘the’ country ‘will not stand

in your way to increased b}xsnhess
. Not many “concérns keep such ecords as these.

"' One reasor is that they haven’t any idgal to match these

performances against. In the factd , the superin-
tendent knows what his machmery 15 capable of and
compares his output with what he knows to be maxi-
mum productlon When he runs behind, his charts
tell “him which pamcular‘umt needs attention.

The absence-of an ‘ideal figure to check against is
what has caused many executlves to say that statxstu,»cs
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lmnecessa.ry expense
len, is Quota—quot
s; quota by styles, and quofa by

that we are headed toward quotd,
about- market analysis?
ber that, when we drew the firg|
‘picture, we said it had two sid
ide and the prospect’s side.
he salesm:m s side; now we are

fac?urer wi
Now this ¢

he is, we’ have to give him spaj ‘around $300.

$18.

oncern hasn’t
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.Som_e of, these prospeets w'er‘e‘ manufactirers ;.somc -
whole‘sal'eré some retailers. ‘A wholesaler represents’
a different type and. class of buyer than a manu-
facturer or. retailer.. They bought in differing quan-,
tities, so each v as of a different yalue to the concern.. . .
Worked out "o
. rated $Ioo<

‘a mathematlcal ‘basis, a wholesalér’

0o and over was valued at $90; a retailer
$10,000 was' valued at $18; and a manu-
ith- a rating ov;; $10,000 was worth $32.

ny product which sells at
or $32 Theif orders ‘average
These values of $90, $18, 'and $32.are

what each p
all of ther)
'the calculatjon.

ced him in our business, and we
ery important things about him.
many, prospective buyers havel

‘ llken the m\mber of prospccts
mmber of chances a player has pla
. We figure the player’s ski
chances he accepts.
fun through his legs—that’s on
)alls "like the salesman’s prospe
dbcw’t even try for them
y"” ones ‘and he doesn’t g
e mi leges and they go over h
b the game is. over, the manag
t of efficiency of his team—so m
arly accepted; ‘so much per cent.
ht speed your company is fieldin,
ow many chances you have to do
you are muffing, and how many

types bf by
u do ndt know h¢§w many prosp b

he

", salesman handli
. $90 or $k),000
“ man has nopthi

1200 of them,

turers, at $32
it will take{mo%re than one man to_get it,

. 1nf0rmat101 w
By taking these ‘figures on selling performance
and relatm them to the number-of prospects we have.

Table'1 shopm herewitlr illustrates h&v the sta<
tistical data may be tabulated to"arrive at values per
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ect represents, of poter}hal value with
od, bad and indifferent, thrown into

If in‘a county, there lare 100 whole-
value per wholesaler is $90, then the;
ing that county must bring in oo x.
worth, of business. If anether sale$r',

ng. but retailers to work ‘on and has
at $18 each, his anntal business should

A county which has 1500 manufac— .
ach, represents a qqota of $48,000 arid

Hdw are these valyes secured? By combining the

have on both sides of our market pic-

In this instance the concern’ sold to. all

1sin

ight

enterprises.- They classified their
major groups: banks, financial con-

1s, you may be making this mi
idle of NewYork; within the bdul
an’s temtory, it was found thn
ere ‘5000 possible buyers of
t—good, bad, and indifferent.

belling: ‘his product, he does not/
bout six calls per day. Therefd
“allowed 1200 prospects whe
, he - has all he can handle; and
{After this analysis was made, f
lin this territory and it supporte

manuf’\ctur
For
of the]r sales
fo
rears! there was a \er§( substantial increase.
The percentag: figures. on this chart are the most im-
ookeJ them over carefully. Notice that dur-
r years the percentage of the total busi-
company which was sold to banks did not
vary over. V4! per cent. The first yearsshows they
_sold 33.3 per dent oftheir business to- banks; in thé
second year, 31.

L

iing the fou

edritory for one firm was increas
and the business doubled.

dok” more than merely knowing
fts to warrant taking such dg

a qonsistent

f

T
ers,
years they have kept a very careful record

nt offices, public service institutions,
wholesalers, retailers and general con-

o each of these major grpups. The
ir years' sales. You can see that dur-

2 per cent; in the third year, 30.9 per
uith year, 30.9 per cent. It is rather

find one part of one’s market taking such
ly close percentage of its sales: Th:s con- .
dmon is not by any means peculiar to this concem‘
Smular calculatlons for other concems_' o
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