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MARKETING TO CONSUMERS

INTRODUCTION

This Press-A-Print manual gives you step-by-step instructions in programs used exclusively to market products directly to the ultimate consumer.

1. Introduction.................................................................. 
2. Direct Sales to Consumers............................................ 
3. Retail Store Sales.......................................................... 
4. Personal Gift Business.............................................
5. Swap Meets and Flea Markets............................... 
6. Mobile Showroom Sales to Consumers....................
The steps described in each section can easily be done by virtually anybody who has the desire to prosper; you need no special training or sales skills to be effective immediately. And everything you need is available from Press-A-Print. Each merchandising program is self-contained and proven successful. You need only to decide on the methods most appealing to you, and within hours you can begin to build your business. 

Regardless of your current circumstances, there are programs in this book that are just right for you.

INTRODUCTION
If you have a regular full-time job and want extra income through your merchandising activities, almost all the methods mentioned in this book would be perfect for you. If you are raising a family, are confined to your home or you are forced to stay near your residence for any other reason, most of the programs would be ideal. If you have selected one or more of the Wholesaling programs in “Wholesaling to Retail Stores” , any of the Marketing-To-Consumer programs would fit in with your operation.

If any other family members want to assist in building the family business, they can select a direct-to-consumer program and make it grow rapidly.

If you enjoy meeting people, Direct Sales offer you exactly what you're looking for. If you seek the festivity and excitement of large crowds, Swap Meets and Flea

Markets might be for you. There are Press-A-Print direct-to-consumer programs for everyone: The one feature they share in common is their enormous profitability !

Your potential for business growth is unlimited. Most of these programs can be adapted to recruit sub-distributors who do the work and selling for you. You can expand just as quickly as you want. You can devote time according to your preference, and you can invest money based on your individual capacity. Most programs let you start with as little as a few gift item samples.
HOW THE FIELD STARTED

Merchandisers who profit by selling directly to individuals are riding the crest of a trend that started many years ago. During that past era, most major cities had certain business districts that were primarily made up of various Wholesale operators. There were clothing, food, leather goods Wholesalers, and countless others.

In the initial stages of their business operation, these Wholesalers devoted their entire attention to supplying retail outlets that carried their products. They sold only large quantities, and would serve only their merchant customers.  But as time went on, a number of these operators got into the practice of accommodating friends and relatives by selling them single unit quantities at prices below normal retail levels.
The word spread rapidly: A friend of a friend would want to buy a purse at "Wholesale"; an acquaintance of a relative would ask to buy a sofa "direct", and so forth. During the

1940's, it was considered a rare privilege to be able to get into a wholesale showroom to make a purchase where only big volume retailers could shop. It took well placed connections to buy this way.

This phenomenon was not escaping the attention of the Wholesalers. They quickly recognized the fact that a single one of their items, if sold at a price at or near the retail price, would yield almost as much profit as a bulk sale to a store at lower profit margins!

So, many of them did everything possible to encourage purchases direct from consumers. Some of them went to the extent of hanging big signs outside their showrooms that read; "WHOLESALE AND RETAIL".

The end result of all this made "Wholesale" a magic word; it suggests prices drastically below those offered by stores. It's so incredibly potent that even if identical items are identically priced, the one purchased from a Wholesaler somehow seems less costly than the one offered by a store! This magic continues to be as strong today as it was decades ago; the mere mention of the word "Wholesale" generally attracts buyers like a magnet. Thus, the programs in this book are powerful. They are so because you are a Wholesaler, and you can offer the same products to consumers that are displayed in thousands of retail stores!
OTHER REASONS WHY CONSUMERS BUY DIRECT
In the 1950's and 60's, an era when discount retailers were flourishing, direct-to-consumer marketing organizations had to find ways to counteract the low prices offered by these stores. So these organizations gave service, and backed-up their products the way the discounters never could. The combination of competitive prices, service, and personal attention turned the tide. The effect was to turn most shoppers away from discounters who were known for their lack of service.

This caused a dramatic decline in the number of discount stores in the early 1970's. The vast majority of consumers appeared to be putting "bargains" into a new perspective; they wanted not only value, but insisted on service as well. Department stores filled part of the need, but were generally deficient in providing personal attention. Most major department stores simply didn't have adequate help to deal with their customers on an individual basis. They were also unable to provide exceptional product values because of their rapidly growing operating expenses.

Direct-to-consumer marketing companies found themselves with an impressive list of advantages:

1. Low operating expenses that could be translated directly to better product values to customers.
2. The ability to give the same kind of personal attention to shoppers that small, neighborhood stores had given decades earlier.
3. The freedom to go to the customer rather than waiting for the shopper to enter the store.
4. The versatility to present products in a number of different ways in order to reach the maximum number of customers. These various programs are covered in the following pages.
5. The capacity to offer a vast number of products without the need to maintain large, expensive inventories.
With these important points in favor of direct merchandisers, growth was often astounding! Many small companies rapidly grew to prosperity in a short time. This was especially true of the companies who realized that service - and serving the needs of the individual – were every bit as important, or even more important, than giving discount prices.

Thus, in direct-to-consumer merchandising, you have nearly all the advantages of the retail store, with few of the disadvantages. You have the strong points of the discount operator, with none of the drawbacks.
HOW TO PROVIDE SERVICE TO CONSUMERS
Talking about giving service is one thing, but actually rendering it can be quite another.

It isn't just making sure that the customer's selection is delivered in good condition, or exchanging an item that might be defective. It's a thing called trust.

Trust is established by being absolutely truthful with your customer, even if the truth hurts. You must represent your products exactly as they are; if an item has certain limitations that are not obvious, you should point them out to the prospective buyer. If a pen set uses simulated gold plating, you must represent it that way.

The Press-A-Print Wholesaler who chooses to supply retail stores is generally dealing with a somewhat more sophisticated buyer. The merchant usually knows what products can and cannot do. But the consumer will, in most cases, depend on you to provide facts about your merchandise.

Since you are building a specialty merchandise business of your own, this straight-forward approach is the only way to proceed. The frank truth might cost you a sale from time-to-time, but it never fails that the word about your honesty spreads rapidly, and creates new buyers who prefer to deal with you. This way of doing business establishes a strong foundation for your future growth and expansion.
PERSONAL ATTENTION
This remains the single biggest advantage you'll have over retail stores; regardless of how well a particular establishment is doing, a certain number of consumers in the community will avoid doing business with them solely because of the lack of personal attention they receive when shopping in those stores.

For many people, making a purchase is an adventure. They want information about various selections, or sometimes they simply want assurances that the choices they make are the best possible ones. But today, it's entirely likely that you could enter an establishment and never speak to or see a store employee until the time comes to pay for the item you have selected! As a direct-to-consumer merchandiser, you'll be able to take an interest in each and every customer, and do the following things for them:
1. Make product suggestions for gift giving and personal use.
2. Give opinions, when they are asked for, about colors and styles.
3. Make an effort to learn the names of your customers.
4. Obtain products that they specifically request.
This kind of consideration can make your business grow faster than you ever imagined possible. Giant companies have been built on service like this.
Here's what a Press-A-Print merchandiser says about service:
"A company such as mine depends, to a great extent, on repeat business. Of course we go out of our way to attract new customers, but we must make sure that the pleased consumers return again and again. I can't expect them to come back unless they are treated honestly and fairly; I always go out of my way to bring them total satisfaction in every transaction we have together.

"I could give you many, many examples of things I have done that have built customer trust in my company; these opportunities come up almost every day when you're dealing with people. The point is, most customers who get good service refer other people to me, and buy more themselves!
"The moral of this is merely that you can't go wrong if you establish your business on honesty. There's more to it than just taking orders from people. I'm providing satisfaction for my customers. I want them to have complete confidence in me for one simple and compelling reason: I need them! "

IS THE CUSTOMER ALWAYS RIGHT?
We've all heard that golden rule of retailing. It sums up the belief that regardless of what customers may complain about, they are never to be denied anything less than absolute supremacy in a transaction. Carried to its ultimate extreme, this could mean that a customer might willfully damage a recently purchased item while the dealer was watching, and could demand a refund for it!

You can see from the example that the customer is, indeed, always right...but only up to a carefully defined limit. As a direct-to-consumer merchandiser, you are serving as the retail outlet. Therefore, you will be responsible for dealing with any complaints that may result from merchandise problems. That being the case, it's extremely important that you establish clear rules about making good on defective products, and ones that suffer damage after delivery is made to your customer.

The reason why you must set-up specific policies is because you must deal with your customers uniformly. You should not make individual exceptions once you have arrived at a policy. When your business begins to prosper, you'll find that a standard system for dealing with complaints is the only way to go.

You should take some time to set policies on merchandise returns and exchanges. When you arrive at a reasonable, fair program, you should describe it to every customer. This will immediately convey the fact that you are concerned about buyer satisfaction, and have taken definite measures to give it. Some possibilities you might use are as follows:
1. You may unconditionally guarantee all items to be delivered in perfect condition, but all products must be inspected by your customers before they take delivery.
2. You might consider giving your customers 7-day protection against defects which may develop; an item that fails to function as it should, within this period could be exchanged for its full selling price. A more liberal policy would be for you to grant your customer a full refund within the 7-day period. In either case, you should always have a system for keeping copies of customer orders on file in order to verify date of purchase and selling price.
3. Almost every retail store and direct-to-consumer merchandiser will refuse refunds or exchanges on items that have been damaged due to abuse by the consumer. Some of your most difficult customer relations problems can arise from cases like this unless you make it crystal clear that once an item is bought, inspected by the customer, and delivered, you cannot make good on damage to that product.

The programs described in this book are among the highest-profit businesses in the world of merchandising. Because of this, you can easily afford to be more liberal with respect to standing behind your products. You'll be operating at profit margins in the area of several hundred percent over your Press-A-Print costs. Therefore, if service costs you, say, 5 percent, you can give service as good or better than the service given by the major department stores!

When distributing gift type Press-A-Print merchandise to consumers, you can have complete confidence that the Press-A-Print purchasing department has taken every possible precaution to assure shipment of products in perfect condition. The result will be delighted customers for you. In addition to this stringent quality control, Press-A-Print buyers make their selections based on getting the very best workmanship, materials, and packaging for the dollar. This is your guarantee of having the smallest possible number of complaints.
THE CUSTOMERS ARE ALWAYS RIGHT, AS LONG AS THEY ABIDE BY

THE SERVICE POLICIES YOU EXPLAIN TO THEM, AND AS LONG AS

YOUR SERVICE POLICIES ARE REASONABLE AND FAIR.
LEARNING YOUR MARKETING AREA

No matter how well you know your community, town, or city, you should spend at least a little time becoming familiar with areas you don't see too often. If you are relatively new to the area, you should, of course, study it that much more intently. This can be done in a few hours on the weekend during a pleasant drive with your family. Here are some of the things you should make a special effort to observe:
1. Where are the industrial districts? Factories employing hundreds, even thousands of people are potential gold mines in Marketing to Consumers.

2. Make notes on the locations of big office buildings. Here, too, are large concentrations of workers who will buy your products.

3. On a map of your city, mark-off the neighborhoods that contain large numbers of apartment buildings. Many larger apartment complexes have bulletin boards that you can use for various kinds of advertising (covered later in this book.) These larger buildings also present a unique opportunity for you to hire sub-distributors who can make good money for you and themselves using Direct Sales and Personal Gift Sales within the complex itself.
4. Get an idea about the limits of your effective marketing area. During your first stages of operation, you'd be wise to concentrate your efforts close to home, and expand later. You must be positive about your ability to give service, and you won't be able to do that if your customers are too far away from you.
5. Locate sports arenas on your map. Huge crowds are attracted to various events. This is another possible gold mine for you! 

Get Postal Service assistance in finding out what the specific zip codes are within your effective marketing area. Your scouting trip may provide you with some clues about how various zip code areas differ from one to another. For example you might be able to order a list that includes only neighborhoods that you specifically choose to cover.

In the course of learning your area, find out if the community has organized Swap Meets.

If so, find out where and when they take place. This might be a natural part-time money-maker for you. The Press-A-Print product line is loaded with fast-sellers for events of this kind. Swap Meets are often held at drive-in theaters. Since they're not widely advertised as a rule, you'd be safe to ask the drive-in management people to help you with information.

As mentioned earlier, a brief drive through your area should be sufficient to give you an excellent knowledge of where the best dollar producing neighborhoods are. But the process of learning the community must continue on a daily basis. In the course of doing business, keep your eyes and ears open wide, and make notes about what you see and hear that could produce profits.
GENERAL MARKETING TIPS
In building a big, prosperous direct-to-consumer business, "working smart" is every bit as important as working hard. There are several things you can do in your day-to-day activities that can pay you huge dividends a little further down the road. These procedures take a very small amount of extra effort, and are vitally important to the serious merchandiser.
LIST BUILDING
Practically every successful person in business will tell you that a good mailing list becomes a virtually priceless asset to a business operation, regardless of what kind of enterprise it happens to be. The people who buy from you once become the very best prospects for making additional purchases in the future.

Even if your customer list grows slowly - only 20 to 50 new names per month - it reaches significant numbers before too long. But the likelihood is that you will accumulate many hundreds of names in the course of a year once your business becomes well established. Such a list, whether it consists of thousands, or hundreds of names, can be profitably used by you in the following ways, regardless of the kinds of merchandising programs you are engaged in:

1. Special mailings can be sent to your private customer list periodically. The usual intervals are, as often as every two months, to as little as every six months. Your mailing could include a flyer or circular showing various merchandise. You could normally expect a significantly stronger rate of response from a mailing to a private list than you could from a list that is rented from a broker. A mailing to your customer list actually serves two important purposes: It brings business and profits to you, and it helps to further customer loyalty. When these people hear from you, they are less inclined to do business elsewhere.
2. Private sales can be extremely effective. Every three or four months, you might send an invitation to your past customers. There are a number of ways to handle an event like this, but basically it should be a showing of a wide spectrum of gift products that can be specially priced only during the day and evening of the sale. The time of the sale should be planned to include both day and evening hours to give all your customers a chance to attend, no matter what their working hours are. It can be held in a room that would be available to you on a reasonable rental basis. Private sales can produce fabulous profits, and they also help to renew contact with your best customers.
SUB-DISTRIBUTORS
There is probably no faster way to expand your direct-to-consumer operation than by recruiting people to do the work for you.

In virtually every community there are hundreds of people who would welcome an opportunity like the one you can offer as a Press-A-Print merchandiser. These individuals can work full-time or part-time; they can work near their homes, and they can produce substantial incomes for themselves with little or no investment required.

The chief advantages to you are that you get thorough coverage of any geographic you wish without making any large investment of time or money, and you dramatically increase your earning potential with each new representative you recruit. In fact, many Press-A-Print affiliates claim to be able to sit back and merely distribute merchandise to their sub-distributors after getting their business rolling.

The main reason why a sub-distributor is a natural step for you to take is because your low Press-A-Print prices permit you to allow a generous percentage of profits to each representative you recruit. They will not make only 10% to 20% as they would in many of the similar programs currently being operated. You're in a position to permit commissions of up to 40%, or even more in some instances! By most prevailing standards, this represents an irresistible profit opportunity!

When recruiting people to represent you, remember this important fact: Most of the candidates for this work have tremendous need for the income it can produce! Therefore, they'll be extremely receptive to your offer. If you assure them of fast-selling merchandise, good prices, and good service, you should be able to hire as many as you need to completely blanket your city.
FREE ADVERTISING
Smart marketing includes using every possible means for making your business better known in your community. There are several ways you can publicize your business at absolutely no cost:
1. If available, use bulletin boards at local supermarkets. This space is often provided by store management as a public service to their customers. Such boards are used for announcements of items for sale, apartments to rent, and so forth.

You can prepare 5 X 8-inch cards like this:
ADAMS SPECIALTY GIFTS
$49. 95 AM/FM radio................only $26.00 
Decorator clocks.......40% OFF, 
Watches..............HUGE DISCOUNTS!

Dozens of other fantastic buys on fine gift products!
MARKS SPECIALTY GIFTS 830-3025
In addition to your regular merchandising methods, this can bring you substantial unexpected business.

2. Bulletin boards in large apartment complexes can also be used for "plugging" your business. In addition to the general announcement described and shown above, you might try to merchandise an item through this method:
SPECIAL!!!

Clocks.......Watches.......Knives/Cutlery sets......Cameras

Radios.............ALL AT FABULOUS DISCOUNTS!

THOUSANDS OF OTHER GIFTS AT BIG SAVINGS!!!!!!

MARKS SPECIALTY GIFTS 830-3825
In the course of your daily activities, tack these cards to bulletin boards at every opportunity. It's a good idea to keep records on where you have placed them previously. You'll want to follow-up occasionally to replace cards that have been removed. This method can also produce important business for you and your sub-distributors.

EXPANDING YOUR HORIZONS
If you're like most Press-A-Print merchandisers, you'll begin operations in one or two of the direct-to-consumer programs that appeal to you most. Your business will grow based upon the effort and time you put into it. Before you realize what's happening, you'll probably be ready for additional growth.

This point is usually reached when you are generating what you feel is the maximum amount of business obtainable through a given merchandising method. Your profits are coming from a certain segment of the total market through the operation of an Press-A-Print program that is effectively reaching these people. If, for example, you are involved in Mobile Showroom to Consumers who work in factories and business firms, and you don't feel that an increased effort would give you any more business, you may have reached the point of diminishing returns; at this stage, expansion into other programs would be a wise step.

Under these circumstances, some business operators would attempt to continue expanding in the same program. The added profit returns would probably not be in proportion with the additional effort. It would be necessary for you to do business too far away from your prime territory. Service and delivery might suffer. You'd begin to lose control of your operation.

The smart merchandiser understands that it's possible to maintain the successful program, and let it grow more gradually than it did in its initial stages. New, dynamic growth would come from uncovering new markets. What about the thousands of potential customers who do not work in factories or offices? The Mobile Showroom program very likely never reached those people. But Party-Plan would, Direct Sales would, and so would most of the other direct-to-consumer programs in this book.

So, when you reach a point where you are putting forth less effort in your merchandising business, and your profits appear to be at a point close to their maximum potential, the time is probably right for you to use additional Press-A-Print programs to capture markets that can add dramatically to your dollar volume.
APPROACHING THE CONSUMER
Press-A-Print merchandisers have found that building a successful business can be as simple as letting people know you have attractive, reasonably priced products. Thus, a big volume of business at high profits is often a simple matter of exposure; if you show people an assortment of gift items, a certain percentage of those individuals will make a purchase. You need no gimmicks, tricks, or special skills.
SELLING
When Press-A-Print tells you that no special skills are needed for success as a direct-to-consumer merchandiser, that includes sales skills. The art of persuasion is not necessary, nor is it even desirable in this field.

Consumers have become far more sophisticated in the past years than they were during, and immediately after, World War II. In the old days, a huckster could sell practically anything, to virtually anyone. A small number of these fast-talkers achieved wealth by taking advantage of Americans who had just been through an era of shortages and rationing. This provided inspiration to thousands of others who followed their example. In the 1950's, it got to a point where the sharpies were everywhere! Most of them were busy talking gullible people into paying enormous prices for inferior merchandise. They worked door-to-door, from their cars, on street corners, and anywhere they could find listeners. But the buying public learned quickly. The first thing they learned was to distrust anybody with a dazzling sales pitch. The second lesson was to look for product value; the item had to be substantial with respect to its asking price. And there had to be reasonable assurances from the dealer about continuing service. The result of this new consumer sophistication was that the hot-shot hustler vanished from the scene. The few that remain search for the naive and ignorant shopper.

Today's consumer appreciates a sincere, honest approach. When they hear a sales spiel, their defenses go up. They prefer to see the product, hear the price, and make a decision of their own. If they have questions about the product, they want a straight forward, unvarnished, factual answer.

As an Press-A-Print direct-to-consumer merchandiser, regardless of what kind of program you choose to operate, your main function should be to give people the opportunity to see your product line. If you do that, success should follow easily and automatically.

MERCHANDISE
You can reach success rapidly in direct-to-consumer programs by concentrating on products in the Press-A-Print line. These are primarily items for home and personal decor.

Several examples are; jewelry, home or automobile entertainment products porcelain figurines, brass ware, and so forth.

As a Press-A-Print affiliate, you can take comfort in the fact that an expert and highly experienced purchasing staff shops world markets for the most desirable products available. You simply can't do anything but make good item selections when you choose your samples from the Press-A-Print line. Because of this, Press-A-Print recommends that you show your customers as wide a selection of items as your budget permits. Your product features should be ever-changing and dynamic. You must constantly make an effort to avoid stagnancy. The normal tendency of a beginning merchandiser is to take comfort in a small group of particular products. This quickly leads to a dull sameness that can be devastating to a growing business. Your customers begin to notice a lack of fresh, new gift ideas, and eventually begin to make their purchases elsewhere.

We all have strong personal preferences. In order to be a totally effective buyer, you must set aside your preferences and venture into new, perhaps unfamiliar territory. If you don't personally like desk sets you might be seriously impairing your growth potential by not showing these pieces to your customers. If a new decorator clock is introduced into the Press-A-Print line, and you don't favor clocks, you must combat the impulse to ignore this potentially big moneymaker.

DECORUM
You'll be speaking to the ultimate user of the merchandise when you sell direct-to-the- consumer. Retailers buy for resale. Therefore, they can be less emotional about the products you show. They look at items in terms of profitability, and how strong impulse-appeal will be. They probably will not personally use the items they buy from you.

But the consumer will be judging products in terms of personal use or gift giving. It's highly emotional and personal. This being the case, you should make an effort to handle gift products in a certain way. You must hold a watch or gift as if the item is of great value.

When your customer sees that you treasure the item, they will tend to look at it in a different light. To see this actually work, we suggest you visit one of the fine gift stores in your community. If the proprietor is any kind of professional, you'll see this careful, esteemed handling of better gift items. It is most impressive to customers!
APPEARANCE
It is possible for the most casually dressed people to look "neat as a pin", just as it's possible for a formally dressed individual to look deplorably sloppy!

Although dress has become a highly personal matter, it is possible to provide some basic advice on the subject. If your sub-distributor is in the habit of wearing thread bare clothes, and radically departs from fairly common and acceptable hair and dress styles,it is most certainly the privilege of that person to do so. But you must consider the impact this might have on potential customers. In the above example, this impact would most certainly be negative; the shopper would tend to put up subconscious defenses, and would not be likely to make a purchase. Therefore, it's your responsibility to control the appearance of your representatives. This is best done by setting solid examples for them - by dressing carefully and neatly yourself.
COURTESY

Courtesy is required regardless of the aspect of merchandising you decide to enter. But it is especially critical when dealing on a direct-to-consumer basis. What this really means is that you must be responsive to your customers. If shoppers know that you're sincerely concerned about them, they'll return again and again to make purchases from you. The lowest prices and biggest product selections can never overcome a rude business operator who doesn't have the time or patience to listen to customers.

You might find it necessary to spend 20 to 30 minutes helping a shopper find a planter of just the right shape and color. This can be especially difficult if others are waiting to make purchases. But this brand of courtesy will pay you rich dividends; your customers will never forget your assistance, and those who patiently waited will know that they will be able to get the same kind of attention from you if it is ever needed.
The following section of this book provides step-by-step instructions on each of the PRESS-A-PRINT programs in Marketing to consumers.

PART 1
DIRECT SALES TO CONSUMERS
General Information

In its original form, Direct-Sales-to-Consumers dates back to the early eighteen hundreds. The history of business reveals that several of America's most prominent financial empires were built upon the efforts of a door-to-door peddler . . . usually the founder of what eventually became a vast corporate complex. Direct Sales is one of the most consistently profitable fields in the world of consumer marketing. One of the reasons for this is the fact that the average family will almost always respond to personal attention when they are considering a purchase. In the early days personal attention was difficult for the rural family to come by because of the distances from convenient shopping. In this day and age, many retailers are simply too busy and understaffed to provide it. The age of self-service in stores has given the Direct Sales operator enormous new opportunities.

The operation of a Direct Sales business is simplicity itself; an assortment of products are carried in a sample case. A route is then pre-planned in a residential area. The operator proceeds to display the products on a door-to-door basis. Transactions are for cash only, the item being delivered on-the-spot.

Any successful Direct Sales business owner will testify that profits relate directly to the number of calls made to consumers. For any given number of total calls, there will always be a percentage of rejections, and a certain number of sales. The theory is that there are always people with cash on-hand, ready to buy at any given time. The Direct Sales specialist knows this, and realizes that these buyers will be uncovered in the course of knocking on doors.
"Business comes from every imaginable source. My mother lives out-of-town and I mail merchandise to her on a regular basis. My wife's mother takes samples to her job and sells at least 50 necklaces each month !

"We started out with $200.00 in Press-A-Print merchandise. In only four months, we watched it grow to $11,000.00! And our profits are $2,000.00 each month. It's very possible we'll be able to at least DOUBLE that monthly profit when we're really well established!"

Press-A-Print merchandisers are in an ideal position to recruit sub-distributors who will do

the selling for them. There are thousands of opportunity seekers in every city and rural

area who would welcome the potential for the kind of substantial profits that can result from Direct Sales in homes.

Press-A-Print's wide selection of gift products are ideally suited for Direct Selling. This is a program that requires a minimum investment. It is not unusual for one day of work to yield up to $600.00 in gross income in this dynamic field! A Press-A-Print Merchandiser can effectively cover a statewide area with a small organization of sub-distributors who will purchase a continuing flow of merchandise from you.
STEP 1 . . . MERCHANDISE SELECTION
As a simple matter of convenience, there's a tendency for Direct Sales operators to prefer small gift items. If you've ever tried to lug around several heavy radios and a few ceramic planters, you know the reason why. Although you do want a group of product samples that's easy to carry, you shouldn't automatically disqualify the larger, heavier items. Just remember that the smartest move you can make is to have a mix of different items on-hand, large and small.

Press-A-Print urges you to cover the entire range of gifts. Selection is one of the outstanding strengths of the Press-A-Print line. When you take full advantage of this wide product variety, you're getting a sizeable jump on competition, and you have far greater odds of appealing to the consumer on any given call you make.

The widest possible choice you can offer your customers, the more chance you'll have to write an order. So, with your budget in mind, sit down and carefully prepare your initial selection. Remember, you can't make anything less than a good choice because Press-A-Print knows what sells!
STEP 2 . . . CHOOSING YOUR METHOD OF OPERATION
There are several basic policies you should think about before you actually begin. For example: If a customer expresses an interest in a $14.95 decorator clock piece you show, and can only give you $6.00, should you agree to return in several days for the balance but deliver the merchandise despite the small deposit? It's a decision you'll have to make for yourself, but here are a few alternatives:

a. You can trust the customer for the balance, take the $6.00, and leave the item. Obviously, this choice would present the greatest risk to you. Every Direct Sales specialist will tell you that you most definitely will suffer losses if you make a practice of delivering products and allowing outstanding balances. This is especially true if you're working an unknown territory dealing with total strangers. But if you've been operating in a given neighborhood for several months, and individual customers become well known to you, there's a far better chance you'll collect money owed you when you allow it.

b. A highly effective way to handle partial payments is to accept the money, but tell the customer the item must be specially ordered for them - - even if that means gift wrapping your sample and delivering it later when you can get the full amount owed for the item. It will seem perfectly logical to the customer. After all, we submit deposits for cars, furniture, and other products that are ordered from factories, so why shouldn't that apply to fine gifts? Also, most customers will realize that giving up the only sample of an item can be somewhat of a hardship to a merchandiser. In any event, do your best to hold off delivery of the merchandise until you have received full payment.

c. Whenever possible, ask for cash - and deliver the item on-the-spot.

You'll find that the overwhelming majority of your orders will be on that basis.

But cash business brings up an area of caution. Should you accept personal checks? The answer is yes. ..Unless you want to severely limit your business growth. The average consumer is accustomed to buying goods and services by personal check. Therefore, you should grant the same privilege. Take reasonable precaution by writing down the drivers license number, and making brief note of other suitable identification.

After you've decided on a way to handle partial payments, give some thought to your pricing policy. In any direct-to-consumer field, pricing is comparatively simple because you can always ask your customer to pay the suggested retail price as shown in your Press-A-Print product catalog. But there are some interesting things you can do to make a purchase more attractive to a consumer:

a. You can offer a discount off of suggested retail prices. This can be done on special occasions, or on a certain group of items. Many of the thriving Direct Sales organizations regularly use a program of "specials". There is no need for the discount to exceed 10 or 20 percent.

b. You can offer a free gift for every purchase. This can be more exciting to your customers than a discount! The Press-A-Print product line is brimming with items that are perfect for give-aways. Your general cost range should be 10¢ to 30¢ per item. This is easily absorbed in your profits when you get full retail. Remember: Try to have items on-hand that are suitable for both women and men.

STEP 3 . . . WHAT YOU NEED FOR YOUR FIRST DAY IN BUSINESS
Here is everything you'll need to get started in Direct Sales:

1. Your order book is important. You'll want to give each customer a copy, and retain a copy for your files. That's the way you start to build your mailing list.
2. Your Press-A-Print product catalog gives you the ability to show customers the total gift line in addition to the samples you carry.

3. A wide variety of samples selected from Press-A-Print's gift line. Buy as many as your budget permits, and try a little of everything!

4. A compact case that will hold a reasonable number of product samples, plus your other materials.

5. An adequate quantity of free gifts if you wish to provide added incentive to potential buyers.

6. Small change. Try to carry $5 to $10 in coin and small bills as a convenience for buyers who don't have the exact purchase price.

7. Business cards. They can help make you look like an established business operator...even if you're a beginner.

STEP 4.....GETTING ORGANIZED FOR YOUR FIRST DAY IN BUSINESS
No matter how enthusiastic you are, how good your products are, or how willing the people in your area are to buy, you probably will not operate at your full potential unless you plan.

The most effective planning is done on the evening before the big day. It takes only a few moments.
The first thing to do is create a master plan. This is merely a map of your community. Make a heavy black line around your effective marketing area; this is the territory you will concentrate on, excluding everything else for the time being. Now, make further divisions on the map within your effective marketing area. Each of these smaller zones are the neighborhoods you'll cover each day. Obviously, if you're operating part-time, these zones would be smaller than if you were devoting full-time.

You must be reasonably sure you can completely cover a given zone during a given day.

The purpose of such a plan is to assure total penetration and coverage of your market.

When creating this master plan, it helps for you to know where the densely populated neighborhoods are as opposed to sparsely populated residential areas. A section of your town that has big apartment complexes will, of course, take longer to cover. Therefore, they should be smaller zones.

The rest is easy. Each evening, all you have to do is select a zone for the following day.

Keep a simple log that shows which zone you worked on what date. In this way, you'll be able to plot follow-up visits to zones you worked several weeks earlier. Try to follow-up at no more than 3 to 4-week intervals.

Be sure your product samples are sharp. Spend a few moments the evening before polishing and dusting. You'll be judged by your customers partly on the basis of the pride you have for your items.

Finally, remember to always have consideration for others. A sensitive area in Direct Sales is having respect for the privacy of your customers. Here are a few points to remember:
a. It's not advisable to make your first visit before 9:00 a.m. same thing holds true for telephone calls to consumers. Also, don't conduct business after 9:30 p.m., unless it's by prior arrangement with the individual.

b. If you plan to put in some evening work, you should find it highly lucrative but make every attempt to avoid making visits during the supper hour, usually 5:30 p.m. through 7:00 p.m. The traditional lunch hour of noon to 1:00 p.m. doesn't seem to be strictly observed by people at home.

c. It's inevitable you'll come across people who work night and sleep during the day. There are two safeguards you should remember: If your first knock on a door doesn't get a response, try once more and wait awhile, but don't persist after that. The other safeguard is, if you do encounter a day sleeper; make a note of that fact for your records in order to avoid disturbing the person again on your next swing through that area.
You are now ready to start your calls.

STEP 5. . . WHAT TO DO ON YOUR FIRST VISIT TO A HOME
One of the top professionals in Direct Sales told an unforgettable story:
"It was my very first day in business. I picked a street lined with small homes. The first three doors I tried got no answers. The fourth and fifth people answered, but said they weren't interested in buying. I was already starting to feel a little discouraged. But I tried the next house. An elderly woman answered the door, so I introduced myself and briefly explained my business. She invited me in. After seeing several items, the woman got up from the kitchen table without a word, walked over to her phone and quickly called three of her neighborhood friends. They arrived within minutes. I showed the entire group my samples and, within 30 minutes, I had an order for nearly $160.00. Since that time, I'll never let myself get discouraged. If several successive calls result in a big "zero", I know a sale is just around the corner. It rarely fails to work that way. This business is simply a matter of numbers; if you make the calls, you get the business!"

This is the proper approach:

a. Knock firmly, but rap no more than three times. Wait approximately 30-seconds. If there is no answer, knock again, but somewhat more firmly. Wait another 30 or 40-seconds.

1. If there is still no answer, proceed to your next call. Use a doorbell whenever available.

2. If the person is home, take a quick step backward as soon as the door opens. If you're too close to the person who answers, it might be interpreted as aggressiveness. If a child answers, ask to speak to his mother or father, then step back to await the parent.

3. If the person is home but you've arrived during a meal; while they're in the middle of an engrossing TV program; have guests; or any other situation like that, explain quickly the nature of your business but excuse yourself and tell them you'll return on your next trip to the neighborhood.

b. Under all normal circumstances, when the people are home and not otherwise occupied, be pleasant, smile, and introduce yourself. You should always immediately disclose the nature of your business. There are regulations that require this in Direct Sales. Your potential customer will, in most cases, appreciate a brief, straightforward introduction like this:

“My name is Steve Muir of Muir Specialty Gifts. We carry a line of personal and home décor products. I'd like to briefly familiarize you with a few specials I'm sure you'd like."

You'll be invited in; asked to show your samples at the door; or told by the prospect that they're not interested.

c. If the latter is the case, thank the person graciously and leave. Don't try to push a sale to someone who is not interested.

d. When invited in, be completely business like and go right to your samples. The best way to display is on the top of a coffee, kitchen or dining table. Ask if you can sit down. If you remain standing it might be interpreted as aggressiveness. But don't sit down unless your prospect invites you to.

1. If you plan to discount, mention that fact now. Tell your prospect that any purchase made will be less 10%, 20%, or whatever you decide. Then, as you are showing items, quote the full retail price, and add: "less 10%.” If you choose to give free gifts with every purchase, produce the give-away item and explain that it goes with anything purchased.

2. Set all the samples out on the tables so they show to full advantage. A product left in your case simply won't sell. If the prospect expresses an interest in, say, a decorator clock, pick the piece up and set it on a bookcase, a counter top, or some other appropriate place to make it look like part of the room. But always get the prospect's permission to get up. If the item of interest is a piece of jewelry, hand it to the prospect and let your prospect try it on. Give brief descriptions of each item.

3. Use your order book to record all purchases. Mark it paid, or indicate the deposit given, and give a copy to your customer.

4. Depart as soon as transactions for purchases are completed. No need to rush, just don't linger. The most experienced Direct Sales people politely refuse coffee and other refreshments, and they refrain from getting involved in time-killing small talk. Be cordial, but try to be just a tiny bit aloof.

e. When asked to show your samples at the door, do so!
1. Some people do not allow strangers into their homes. But be prepared for this cautious prospect by having a small portable table and possibly a clean white tablecloth in your car. Politely ask the prospect to wait while you get them.

2. Some Press-A-Print merchandisers carry a portable table along with their sample case. This saves them the time it takes to go to their car and back to the prospect's home.

Some Press-A-Print merchandisers use this portable table while in the prospect's home.

3. As you are quickly setting up your table, explain your discount program, if you've decided to use one. If you've decided to give free gifts, show the give-away item and explain that it's given with each purchase. Then as you take each item out of your sample case, describe it, quote the full retail price and add "less the 10%" (or less the discount you've decided on).

4. After each item is described, put it on the tabletop until all items have been shown.

5. Use your order book to record all purchases and give a copy to your customer.

6. As soon as a purchase transaction is completed, put the samples back into your case and fold your table. Advise your new customer that you'll be back in about a month with more specials. Depart quickly and politely.

7. Chances are the next time you call on this customer you'll be invited into the home.

STEP 6...RECRUITING SUB-DISTRIBUTORS

While Direct Sales to consumers can provide a remarkable income for you when you operate the day-to-day business by yourself -- in your own local area, Press-A-Print urges you to take the fullest possible advantage of the power of sub-distributors. This will enable you to withdraw from the process of making actual sales calls. You'll be in a position to concentrate on the vital business of supplying merchandise to your representatives, planning future expansion, and so forth.

The wisest way to proceed is to begin your Direct Sales business by doing it yourself.

Within several weeks, you'll have a thorough grasp of the procedures, you'll have your operating policies perfected, and you'll undoubtedly have leads on a number of people who are anxious to go to work for you. At that time, you can take the natural step and begin your recruitment effort.

Sub-distributors will most likely come from the ranks of your customers. Remember, there are probably hundreds of people in your marketing area who would quickly grasp an opportunity like the one you can offer; the income possibilities are astounding, the hours are completely flexible, and there is no initial investment required.

In the normal course of your calls, you'll have many opportunities to learn about people of all kinds. Keep your ears and eyes wide open. As soon as a customer indicates admiration for your products, and mentions a desire for gainful, interesting employment, you have an excellent sub-distributor prospect.
As soon as you recruit your first representative, make the appropriate changes to your master plan. Be sure that the person has a protected territory as close to their residence as possible.
STEP 7.  . MAKING YOUR BUSINESS GROW
There is no more effective way to assure rapid growth of your Direct Sales business than to give your absolute, total devotion to the satisfaction of your customers. And, as the

Press-A-Print master distributor, you must see that the customers of your sub-distributors are equally well taken care of. 

Each customer must know, beyond any shadow of a doubt, that you are concerned. The way to do this is to communicate with them, and to personally follow-up every 3 to 4-weeks without fail, with the assistance of your sub-distributors. This will almost always create referrals, loyal customers, larger orders, and eventual prosperity for you.

PART 3

RETAIL STORE SALES

Regardless of the methods used by a merchandiser in distributing products, it's almost inevitable that a strong customer following develops. Relatives, friends, associates, neighbors and acquaintances all find that the Press-A-Print affiliate has access to hundreds upon hundreds of products. They become accustomed to buying their gift needs "direct from the distributor". This business can become a significant profit producer.

In many instances, the merchandiser comes to a point where ownership of a retail outlet becomes an attractive possibility, and appears to be the best step in the development of his or her business. In addition to supplying the existing demand for products that has built-up in the normal course of doing business, the Press-A-Print dealer sees the vast extra potential in attracting every-day shoppers who spend millions of dollars on gifts each week!
There are several basic ways to enter Retail Store Sales:
1. Rental of a store in an established retail shopping district.

2. Rental of space at a "bazaar". These are usually large abandoned stores that have been subdivided by many diverse small shops operated on a full-time or part-time basis.

3. Rental of a gift concession within a going business establishment in an unrelated retail business.

4. Participation in Flea Markets. This industry is growing so rapidly, a later Part of this book is devoted to it.

The key factor that you must consider before undertaking the operation of a retail outlet is time. Retail stores must be open when consumers shop. That means daytime hours as well as certain evenings. The exception would be bazaars which are usually open only during specified hours. Therefore, unless a member of your family can operate your outlet on a regular schedule, you would be wise to carefully analyze the demands a retail business would make on your time - and on your other merchandising activities.

"I expect to reach $100,000.00 a year in wholesaling. In fact, I don't see any limit. I started my wholesaling business with practically no investment and made profits the first day. I set up a display and showroom. Two young men came in and were so impressed with my products they asked if I could set them up in their own gift shop. They're in business now and have turned out to be my biggest customers. I am now setting up my motor home as an office showroom. I am planning to travel around my area setting people up in the business of selling my merchandise and supplying them."

The Press-A-Print product line is perfect for an enterprise of this kind. It offers a huge variety of products. Since one of the vital elements in any successful retail store is selection, you would be ideally covered as far as a merchandise source is concerned.

Another important factor to consider is that a retail operation would require a far greater initial investment than any of the other programs described in these Press-A-Print instruction manuals. For that reason, it is best to develop a sizeable income from other merchandising programs before moving in the direction of Retail Store Sales.

STEP 1 . . . DETERMINING YOUR LOCATION

By far, the most important factor in the ultimate success of a retail operation is its location. The following points must be carefully considered during the process of finding a site for your business:

a. Is the store location one that's in an area of heavy consumer foot traffic? The primary error made by beginning retailers is that they're attracted by low rentals in remote locations that offer little chance of success. Such locations must depend on costly advertising to draw customers. The best locations are in areas populated by other retail stores. "Walk-in" customers, attracted by window displays and banners, are the main ingredient to retail store success.

b. Is the store the right size for your operation? It should offer adequate display space and sufficient room for some product storage. It should have some space that can be adapted to a working area for you and/or your help. By the same token, the store should not be too large for your needs. A huge store at reasonable rental rates is really no bargain if you'll be faced with making a huge investment for products just to fill up shelves to keep the place from looking barren!

c. Do the windows give you strong "billboard" space? You must be able to effectively convey a message to passers-by via signs and displays. The larger the window area the better.

d. Is the store reasonably close to operational condition? If you'll be forced to extensively remodel at high costs, you must closely examine those expenses - and the investment in time you'll be required to make.

STEP 2...MERCHANDISE SELECTION
Of any of the Press-A-Print merchandising programs, Retail Store Sales would demand the widest variety of products for your display. It would also be necessary for you to carry an inventory of back-up stock; you can't expect to sell popular items to your customers off-the-shelf and wait for new shipments until they can be sampled in your store again. One of the merchant's major tasks is the on going job of estimating what categories will sell fastest, and assuring that enough of those items are always on-hand to meet consumer demand.

The vast Press-A-Print product line gives you enormous scope and merchandising power as a retail operator. You can display a huge gift assortment covering the most important categories, and you can show self-service racks loaded with impulse-appeal products.

Everything you'd expect to find in a well-stocked gift or novelty store is at your fingertips in the Press-A-Print line.

Your total investment would, of course, be directly in relationship to the size of your store, and to your starting budget. But it's safe to say that a product investment for even the smallest retail store would be at least $1,500.00, and probably much higher. This would not take into consideration such necessities as displays and other needed store fixtures.

STEP 3...PREPARING FOR YOUR FIRST DAY IN BUSINESS

Regardless of the type and size of the retail operation you may want to enter, one fact always holds true: You must put as much advance publicity into your official opening as possible. Here are some of the ways this can be accomplished:

a. Media advertising. Take ads in local publications announcing your grand opening event. This can begin several days before you actually start operations in your new store. A grand opening can run as long as several weeks. Be sure to include the date, hours, and describe the nature of your business in the advertisement. You can also announce special grand opening prices, free gifts just for coming in, refreshments, or all of those things. Your store should be decorated with balloons, banners, and streamers to convey the festivity and excitement.

b. Direct mail can also be used to great effect in announcing a new store opening. You must obtain a list of people living in zip code areas near your store. You might provide a special coupon in your mailing that can be redeemed in your store for a special discount or gift.

c. Hand-outs are economical and effective if done on the same day your store opens. You can print a simple flyer describing your grand opening, and hire teenagers to hand them out to shoppers at nearby busy intersections and in shopping center parking lots.

d. There is sometimes a possibility of your getting free editorial space in local "shoppers" papers, or in neighborhood publications. New store openings are newsworthy. Your chances of getting such free space would be enhanced if you took a paid ad about your business.
STEP 4 CONDUCTING YOUR BUSINESS
The following points are important to retailers of all sizes:

a. Let your customers know that they're free to browse in your store. As soon as they enter your store, ask them if you can be of assistance. If their response is, "we're just looking", graciously invite them to make themselves at home, and to feel free to ask questions at any time. Don't follow them around and don't attempt to sell, but remain at a convenient distance if they do need your help.

b. Establish a firm policy regarding product returns and exchanges. Review the section titled, "How to Provide Service to Consumers" on page 5 of this book.

c. Use all the merchandising strategies at your disposal. Utilize "loss leaders" to draw customers into your store. For more information about this, review the parts about Wagon Jobbing and Rack Merchandising in the Press-A-Print titled, "Wholesaling to Retail Stores". The same effective merchandising strategies that Wholesalers use in dealing with retailers can be used by retailers with consumers. While you're reviewing that information, pay special attention to the power of self-service rack placement. You'll definitely want this money-making display system as part

of your operation!

While the opening of your own retail outlet might represent one of the landmarks in your journey to success and prosperity, it's a step that you must take with extreme caution. It's an enormous undertaking accompanied by vast responsibilities. Having the store capably tended during all retail hours; the continued conduct of your regular merchandising activities; the working capital requirements; and so forth, are all important considerations that must be thought out before you proceed.

PART 4

PERSONAL GIFT BUSINESS

General Information
Almost all Press-A-Print merchandisers report that some of their biggest, steadiest profits come from sales of gift items to friends, relatives and acquaintances. This lucrative by-product of Marketing-To-Consumers comes almost without effort on your part. People will immediately turn to you for a selection of products when various needs arise. . . like birthdays, graduations, etc.
Many Press-A-Print affiliates, especially part-time merchandisers, use this program exclusively to supplement their incomes. In many instances, profits run into many thousands of dollars annually!
It's necessary only to inform people that you are able to satisfy their merchandise needs with your huge, and ever changing product line. It can be helpful to carry samples of several popular gift items, but the greatest part of this business is done through your catalog. Therefore, investment is minimal. 

Personal Gift Business is another Press-A-Print program that is beautifully suited for members of your family who desire profitable participation in your business. It is also ideal for the individual requiring extra income with little time, effort, or cash expended.

"Your catalog is really liked and people enjoy looking through it. Last Friday, I sold $1155.00 in merchandise. The earnings potential with Press-A-Print are much greater than your advertising portrays. Thanks for the opportunity to be affiliated with your company. And thanks to you, my financial future seems very bright."

STEP 1   GETTING THE WORD OUT
Personal Gift Business will come to you no matter what kind of Press-A-Print merchandising program you are using if you do this one, simple thing:

Inform all of your relatives, friends, neighbors and business associates that you can supply any of hundreds of gift items for their personal needs.

This is most effectively done by letting them know about the specific product categories you handle; tell them you carry watches, clocks, cameras, pen sets, desk sets, etc. and more. Tell them that you'd be more than happy to accommodate them on single unit quantities. This is important because many people might hesitate to ask your help if they think you deal only in large quantities.

As you encounter these people in your day-to-day activities, or at social functions, be sure they get your business card. This can be one of your strongest aids. If an individual discovers a gift need, your phone number must be easily accessible.

STEP 2...MERCHANDISE SELECTION
Although a substantial amount of Gift Business can be done via pictures in your Press-A-Print catalog, you'll rapidly discover that your business will grow more quickly by having a selection of choice gifts on-hand. The fact is that many gift purchases are last-minute decisions, and simply can't wait for the item to be ordered. Therefore, you would be wise to carry a sampling of products appropriate for all conceivable occasions:

a. You might stock several items for gifts to ladies.

b. Men's gifts could include items for office use or for the car.

c. Young women and men have birthday and graduation celebrations regularly. Try to include appropriate selections for this important group.

The strategy of stocking a selection of gifts is of increasing importance before various major holidays such as Easter, Christmas, Valentines, Mother’s Day, Father’s Day and traditional graduation times.

By anticipating these busy seasons, you can produce bigger profits for yourself.

STEP 3. . . THE SUPPLIES YOU'LL NEED FOR GIFT BUSINESS

Here are supplies you'll need:

1. Press-A-Print's product catalog shows the entire product line. Keep several in your possession at all times. You can give them to your better customers.

2. If your budget permits, have a sampling of Press-A-Print gift products on-hand for quick delivery.

3. Your business card. Be sure that all relatives, friends, neighbors and business associates have one, and that they understand you can supply a huge selection of gifts in single quantities.

4. Your order book.

STEP 4. . . GIFTS ARE A FAMILY BUSINESS

Teenage children will find a fantastic market among their school friends. Novelties are especially an incredibly popular category among this group. Gift Business profits certainly represent a far more dignified way for young people to earn money than through the average menial jobs usually available to them!

Wives can do an astounding gift business through their friends, and via the numerous social groups many ladies participate in.

Husbands have reported remarkable success in selling radios and other home entertainment products. Watches, Pen Sets, and Desk Sets have also been extremely popular among their friends at work.

PART 5 SWAP MEETS AND FLEA MARKETS

General Information

Thousands of cities and towns across the nation hold regularly scheduled Swap Meets that attract thousands of bargain hunting shoppers. This area of merchandising has become a fast-growing American business.

Swap Meets usually take place in large open areas. Some are held, for example, in theaters and athletic fields. The organizers of a Flea Market divide this big area up into display spaces that are rented to individual exhibitors. These spaces are generally 8 by 20 feet. Rental fees for one day usually range from $10 to as high as $40.

Meets are most often held on weekends during daylight hours. But occasionally one may be held on several consecutive days in a given week. When weather conditions are favorable, these remarkable events can attract huge crowds.

It is not unusual to find people who make substantial incomes by devoting their time exclusively to displaying merchandise at Swap Meets. It's a field that is capable of generating significant profits for only several hours work. It's an ideal area for part-time merchandisers, or as a sideline for full-time Press-A-Print affiliates.

As a Press-A-Print merchandiser, you would do well to investigate scheduled Swap Meets in your particular area. Shoppers attending meets are looking for value. Press-A-Print offers hundreds upon hundreds of items that have been highly successful profit makers for Flea Market operators. Your low prices give you the flexibility to sell competitively.

"I received my first order of Press-A-Print merchandise and was extremely happy to receive it so soon. I went to a local flea market this past Sunday and sold enough to surpass any income I have ever made on a daily basis. My wife and I have never been so excited over anything as we are with our business and association with Press-A-Print. For once we see a beautiful future, but only because of Press-A-Print. Thank you also for working with Bob Ricks of the Rehabilitation Commission in getting my business started and set up."

One of the valuable benefits that comes to Press-A-Print affiliates who participate in Flea Markets is the contacts they can make. In addition to becoming an important repeat supplier to retail shoppers through your own exhibit, you can also recruit sub-distributors at meets. Many of the shoppers will ask you how you can offer such low prices on new merchandise. This represents an ideal opening for putting the person to work for you.

STEP l...FIND OUT WHERE THEY ARE

Your first task is to determine where in your community Flea Markets are held. The Swap Meet U.S.A. Magazine, as well as other swap meet guide magazines are a good source of Swap Meets held across the country. Also, check newspaper ads. Many smaller meets don't advertise, so the next step would be to ask your local drive-in theaters; these are the most popular sites for markets.

You'll find that the most favored day for a Flea Market is Sunday, but occasionally

Saturday is the choice. In most cases, the Flea Market organizers will provide a sheet outlining the hours of operation, rules and regulations, and so forth. Be sure you study this information carefully in order to conform with the local ground rules.

STEP 2.....PLANNING YOUR DAY

In some instances, you can reserve a specific display space at a Flea Market in advance. To do this, it's usually required that you make a commitment to display for more than one day. The advantage in doing this is that you'll be able to select a good spot, and you'll be able to sleep a little later - rather than waiting in line on a first come, first served basis. The disadvantage of an advance reservation is that you'll prepay for the space for a number of weeks, and it's yours rain or shine.

One day space rental fees usually run from $10.00 to as much as $40.00. The space is generally around 8 feet by 20 feet. Sometimes you're permitted to pull your car right into your space, sometimes not.
Some of the essential elements for comfort during your day at the meet will be a sturdy folding table, and some sort of canopy to give you shade. Even a large umbrella will do.

Most markets have snack bars and rest room facilities, but we suggest you find out for sure in advance. You may find it necessary to pack a lunch in the absence of a food stand.

If advance reservations are not permitted - or if you prefer to rent space one day at a time - you'll find it necessary to load-up your car the evening before the meet, get up early, and wait in line about an hour before the scheduled start of the market. You'll be able to select any available space after you pay the daily fee. Try to select a space near the center of the display grounds, if possible. As soon as you pick a space, precede to set-up your product display.

Dress comfortably and neatly. Be prepared for the early morning chill, but be ready for hot afternoons.

This can be a marvelous opportunity to enjoy a family outing in the open air. But if your children are especially young, they might become restless over an 8 hour period. There

is little else to do at Flea Markets except to make money and meet new people, so make

a cautious decision about the advisability of bringing the kids along.
STEP 3 . . . MERCHANDISE SELECTION

Press-A-Print has had reports from hundreds of member merchandisers that virtually the entire line sells well as Flea Markets. But there are two qualifying factors to keep in mind about this particular method of marketing:

a. It's practically impossible to predict, from one day to the next, how any given products will sell. If watches were sensational one day, it might be slow the following Flea Market day. If a particular cutlery set has been slow on two different occasions, it might well sell-out within minutes on your third try. The solution to this dilemma is to try a wide variety of ever changing products. You'll be giving yourself the very best chance for profits by doing this.

b. Don't expect the same kind of profit margins at Flea Markets that you can get in other Press-A-Print direct-to-consumer programs. Forget about catalog retail prices. Flea Market shoppers are bargain hunters and they'll want extra special values. You might have to work at 40% to 50% above your "Confidential" Press-A-Print Price List costs at these events.

You can display gift products, novelties and high-impulse merchandise. There are absolutely no constraints on the types of items you show. You might even bring along used cast-offs you find around your house to give your display a bargain flavor.

STEP 4...WHAT YOU NEED FOR YOUR DAY AT THE FLEA MARKET

1. A folding table large enough and sufficiently strong to carry your product selection.

2. You might consider a compact self-standing pegboard panel for displaying carded and poly-bagged items.

3. A big umbrella, or some other type of overhead canopy that offers you and your customers protection from the sun.

4. A roll of clear plastic to protect your merchandise case of sudden rain.

5. Business cards. Use Flea Markets to build your clientele.

6. A wide variety of Press-A-Print gifts and impulse-appeal items.

7. A thermos jug of hot or cold beverage, and perhaps sandwiches in the absence of a snack bar.

8. Your order book. Get the names and addresses of customers, whenever possible, for your mailing list.

STEP 5. . . SETTING-UP YOUR DISPLAY

Put your table up at the front of your space. Arrange your products on the tabletop so everything can be easily seen and inspected by shoppers. Make it busy and exciting.

If you decide to use a pegboard panel as discussed earlier make it fully visible to all passersby. The more products you show, the more customers you'll attract.

You can also use balloons, banners, pennants, "action" toys and any other objects that attract attention to your display. The brighter the better!

Make it a point to carefully watch your items during the course of the day. Shoplifters are not that prevalent, but it does occur. If you must leave your display temporarily, be sure to ask one of your dealer neighbors on either side to keep an eye on your area. This is another advantage of bringing family members along; they can provide this sort of temporary relief.

STEP 6...PRICING
Some Flea Market operators use price tags on their merchandise, some do not. This is an area you should test in order to determine the best way in your particular area. In either case, you can use tags on the items that show the retail, but not necessarily your asking price. Like this:
You can use this if you decide not to show your selling price.

Reg. $19.95


Ask For Our


Low, Low 


Discount
Use this method if you want to show your selling price.

Reg. $19.95


Now Only


$12.95
When you decide on an asking price on a particular item, be sure to allow enough "cushion" for the hard bargainers. If you feel that the absolute lowest price you'd take for a $19.95 retail item is $11.00, ask $12.95. Then, you would have a $1.95 cushion for the tough buyers.
STEP 7...BRING PROOF OF PURCHASE
Unfortunately, some Flea Markets have become havens for the sale of stolen merchandise by questionable individuals. This has become a problem large enough to warrant spot checks by local police departments. Press-A-Print urges you to always have proof of purchase with you at Flea Markets. Have your Press-A-Print invoices with you.

As is too often the case, the unethical and dishonest practices of a few reflect upon the honesty of the vast majority.

STEP 8. . . EXPANDING YOUR FLEA MARKET OPERATION
Flea Markets can, of course, become a valuable extra income producer for you. But they can also become a major business enterprise. There are hundreds of other Flea Market dealers who are continually searching for sources of supply. Your confidential Press-A-Print prices enable you to offer low, low prices to these dealers and still make a good profit.

Become acquainted with as many of the other dealers as you possibly can. You might even make up a circular that shows a sample listing of items. Don't quote prices in the circular, but describe your business, and the fact that you can give substantial discounts off retail.

One area of caution here: If you do begin to supply other dealers, you may want to refrain from showing the same items at the same Flea Markets as your other dealers do.

Another area of expansion is recruiting sub-distributors to display your merchandise at other Flea Markets. If your city or town is large enough to support two or more markets, and if they happen to occur on the same day, you could conceivably double your sales by getting such representation. You'll probably be able to attract this kind of assistance by agreeing to give the person a percentage of total sales. You would supply the merchandise and any other guidance that might be required. If you have family members who are able and willing to participate, they can serve the purpose of representing you at these other Flea Markets.

PART 6
MOBILE SHOWROOM SALES-TO-CONSUMERS
General Information
You can operate a highly profitable retail store out of the back of your van, truck, camper,

or station wagon!

This unique, new business can be compared to the thousands of food catering trucks in

America that call on business firms at regular hours each working day with snacks and hot lunches. They save the hungry worker the time and fuss of going to a restaurant. Your Mobile Showroom saves the retail buyer the complications of visiting a retail store.

The Mobile Showroom can be driven not only to businesses where there are hundreds of potential buyers, but also to any location where there is a concentration of people; the beach on a summer day, in view of the big crowds outside a football or baseball game, near a school during the lunch period or after the final bell, and so forth.

Dozens of items can be displayed on pegboard racks specially arranged inside the vehicle. Adequate stock of back-up inventory can easily be stored in the cargo area of even the smallest mini trucks.

This is a dynamic business that can give you many outstanding business days. . . quite often your product investment can triple within only hours! It might also be combined comfortably with almost any program described in this book; it works hand-in-hand with other fields in direct-to-consumer merchandising.

Mobile Showroom Sales gives you total freedom of movement, plus the ability to react quickly to seasonal consumer needs. It provides the income potential of Retail Stores

Sales without the need to sign long term leases, or make large investments in product inventory and fixtures.

When they first became Press-A-Print members, Ron and Marti O'Neil decided to buy some merchandise and try the Press-A-Print methods while driving home. By the time they had completed the 200 mile trip, they had received orders that put $130.00 in easy profits in their pockets! Within a short time after that, they showed total profits of $3,000.00!

These incredible profits came from their small initial investment!

"Orders seem to come from everywhere. Once I got started in business with Press-A-Print, people searched me out when they found I could give them tremendous bargains on hundreds of items. "

STEP 1. . . MERCHANDISE SELECTION
As with any of the other direct-to-consumer programs, your strongest sellers will be products in the Press-A-Print gift category. You are not limited by item bulk or weight in this field. You are limited only by the physical capacity of your particular vehicle, and by your initial budget.

Buy a wide cross section of gifts including jewelry items, home decor pieces, and entertainment products. Go for the most diverse selection possible in order to appeal to the greatest number of people.

Part of planning must be consideration of your service policies with respect to item returns and exchanges. Please review pages 5 -8 of this book for service guidelines.

STEP 2. . . PLOTTING YOUR EFFECTIVE MARKETING AREA
The very nature of Mobile Showroom Sales-to-Consumers lets you personally cover far more territory than would be possible in any other program in this book. You can travel many miles in the course of a day. It's possible for you to effectively cover an entire small city in the course of one week! Sit down with a detailed map of your city. The specific areas you'll be mainly interested in are population centers where there are large numbers of people outdoors. Here's a partial list of such areas:

a. Factories where as many as hundreds of employees go out for lunch, and stream to parking lots at the end of their working day.

b. Sports events where huge crowds approach a stadium or leave at the completion of the event.

c. Carnivals, where a steady stream of people continually come and go.
d. The beach during the summer can yield big sales to the Mobile merchandiser.
e. Camping sites where there may be scores of vehicles, and no convenient shopping nearby.

f. Any city intersection where there's substantial foot traffic, and a convenient place to temporarily park your vehicle.

g. High schools and colleges where there are hundreds, even thousands of affluent consumers every day.

There are many more possibilities. In the course of doing business, you'll discover the best places to be at the most favorable times; you need as few as 3 or 4 people in a given spot to provide large orders.

Keep a notebook and regularly enter information about where you encounter good consumer activity. Within very few weeks, you'll probably find that your Mobile Showroom business begins to develop a pattern in which you'll know exactly where to go on certain days to get business.

STEP 3   WHAT YOU NEED FOR YOUR FIRST DAY IN BUSINESS

Here is everything you'll need to get started in Mobile Showroom Sales-to-Consumers:

1. A van, small truck, station wagon, or any other similar vehicle that has display and storage capacity. The interior should be set-up with securely mounted pegboard, panels and sturdy shelves.

2. You might use fishnet, or a similar method of keeping boxed items from falling from the shelves to the floor of the vehicle on rough streets.

3. As wide a variety as possible of Press-A-Print gift items, and high-impulse items.

4. Your order book. Complete an order for each customer, if possible, for your mailing list.

5. Free gifts. If you wish to give each customer a present with any purchase, you can carry a stock of items in the 10¢ to 30¢ price range for give-aways.

6. Small change for a convenience to buyers who don't have the exact purchase price.

7. Business cards. Make it easy for your customers to give you repeat orders.

STEP 4. . . ATTRACTING BUYERS
You'd get maximum effect by identifying your vehicle as a Mobile Gift Showroom.

Use, of course, your personal or business name in conjunction with "MOBILE GIFT SHOWROOM". Apply it in big, bold letters to each side of your vehicle.

One of the very best ways to draw consumers to your display is to park your vehicle in one of the areas described in Step 2 (page 45) of this part. Have one pegboard panel that's removable. Set it up outside the truck, and proceed to display merchandise on it.

Place other, larger products on the end of the tailgate of your vehicle, if possible. This should attract the attention of passers-by. If you wish, you can also prepare a sign that says; "20% DISCOUNTS ON FINE GIFTS", or, "LOW, LOW PRICES ON NEW PRODUCTS". This will help convey your message.

Keep the back doors of your vehicle wide open so potential customers can see your entire selection of merchandise.

STEP 5...OTHER HELPFUL TIPS

If you have occasion to drive onto factory premises or other private grounds in the pursuit of business, be sure it's permitted by the management. If you have reasonable doubt, stay just outside such private grounds. In cases where there is no convenient way to remain a safe distance away, you might be able to get specific permission to enter these grounds from the people responsible for those decisions. This would be a practical step in a case of a plant that employs thousands of people. It's simply too good a potential market to avoid!

If you don't go to the trouble of emptying your inventory into your home each evening for safekeeping, at least keep your vehicle in a locked garage, or be sure it's secured in some other way. This is especially true if your merchandise is visible through windows.
EACH ONE OF THE PROGRAMS IN THIS BOOK IS PROVEN SUCCESSFUL. IF YOU

FOLLOW THE STEP-BY-STEP INSTRUCTIONS TO THE LETTER, YOU CAN'T HELP

BUT BE A LEADER IN THE BUSINESS! REMEMBER. . . PRESS-A-PRINT  STANDS AT YOUR SIDE, EAGER TO ASSIST IN ANY WAY POSSIBLE. GOOD LUCK!

