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Chapter 1

Introduction

The many books and articles which have been written
about salesmanship within the last thirty years generally
agree that success in selling- depends largely on persona-
lity and very little on intelligence. (1,2,3,4) It is
pointed out that selling is a social occupation, involving
contact with people rather than with things or ideas.

The early literature on personality and salesmanship
merely indicates that the individual who wants to succeed
as a salesman has to have a "pleasing" (5,6) or a "win-
ning" (7) personality. The words "pleasing" and "winning"
are supposed to include all the tendencies of personality
that make for an effective social interaction between the
salesman and the customer. A good percentage of these
writings may be characferized as nothing more than armchair
theorizing in which no effort is put forward to find ob-
jective and experimental corroborations for the claims

made. (8,9) Personal opinions on salesménship, supplemented

.

1. Griffith, C. R., An Introduction to Applied Psycho-
logy, pp.510-511, The Macmillan Co., New York, 1934.

2. Husband, R. W., Personality Traits of Salesmen, The
Journal of Psychology, Vol.l, pp.223-233.

3. Laird, D. A., What Makes People Buy, McGraw-Hill
Book Co., New York, 1935.

4., Ream, J. M., Ability to Sell, Williams and Wilkins Co.,

Baltimore, 1924.

5. Ibid., p.24.

6. Moss, F. A., Applications of Psychology, pp.330-331,
Houghton Mifflin Co., Boston, 1929.
7. Watson, J. T., et al., Personality in Business,
Pp.140-200, A, W. Shaw Co., Chicago, 1917.

8. Ibid., pp.1-140.

9. Moore, H., Psychology for Business and Industry, p.6,
McGraw-Hill Book Co., New York, 1939.
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here &nd there by case histories, which are taken as suf-
ficient evidgnce of the truth of the beliefs held, are
. generalized to cover the entire field of successful sel-
ling. Since the early nineteen twenties this tendency has
fortunately given place to quantitative investigations of
'the relation between personality and salesmanship.

The reason for the tardiness in studying the relation-
-ship bétween personslity and salesmanship objectively is due
partly to the fact that the quantitative study of persona-
lity in terms of traits only gained scientific sanction with
the writings of Allport (1), some eighteen years ago. Since
that time the literature on the relationship between persona-
lity traits and success in selling has steadily increased.
However, the studies of this problem have become somewhat nar-
row, being limited to a rigorous investigation of a few so-
called representative traits, with the exclusion of many
others which are perhaps no less important for certain types
of selling. Then too, the subjects used for purposes of in-
vestigation are drawn from businesses representative of only
a Tew types of selling. They are for the most part insurance
salespersons and department store salespersons. (2) And on
the basis of findings from such a limited range of sales oc-
cupations generalizaﬁions are drawn to cover all types of

selling.

1. Schelter, C., Topical Summaries of Current Literature:
Personality Traits, American Journal of Sociology, Vol.45,
PD.234-258.

2. See summaeries of studies on the relationship between
‘personality traits and success in selling at the end of chap-

ter 2. - :
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" That such generalizations cannot possibly hold true
for all types of selling is evidenced by the fact that dif-
ferent capacities are required to sell an insurance policy, a
shirt in‘a department store, or a vacuum cleaner in house-
to-house canvassing. While the fundamentals of salesman-
ship aré the same for these types of selling, (1) the ex-
tent to which the fundamentais (personality traits) are ap-
plied differs with different types of selling. And since
personality is in a continual flux (2), being modified, ela-
boreted, and re-shaped by environmental clrcumstances to
meet thé demands of specific occupations, it may be concluded
that different types of selling demand different amounts of
the traits with which every individual is endowed by nature
and nurture. Whether, therefore, the same degree of extro-
version, dominance, sociability and other personality traits
are characteristic of all successful salesmen, as has fre-~
quently been contended (3,4), is not a settled question.

Having in mind the possibilities for further investi-
gations of this problem, the following study was undertaken
to ascertain the relation between certain personality traits
(5) and the selling success of independent retall grocers.

The grocers were chosen because they seemed to be the most

1. Tosdal, H. R., Principles of Personal Selling, p.36,
MeGraw~-Hill Book Co., New York, 1925.

2. Laird, D. A., op. cit., pp.161-166.

3. Ibid., pp.161-227. "

4, Ream, J. M., op. cit.

5. The traits measured by the Bernreuter Personality In-
ventory, namely, neurotic tendency, self-sufficiency, intro-
version-extroversion, dominance-submission, confidence in
oneself, and sociability. See Bernreuter, R. G., Manual for
the Personality Inventory, Stanford University Press, 1935.
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suitable subjects for the undertaking. Studies with depart-
ment store salespersons and insurance salespersons, for in-
stance, have been made by a number of investigators, (1) but
there appear to be no published studies on the problem of
the relation between personality traits and selling success
of small ihdependent retail grocers.

There was another reason why it was thought that the
independent retail grocer wbuld meke an ideal subject for the
study. Much of the buying from the corner retail grocer is
done, not because he is necessarily the best person to buy
from, but because he is the nearest. Many of the grocer's
food products are sold on the basis of proximity. (2) This
fact opens the possibility for almost anyone with sufficient
funds to set himself up as a grocer; and it also‘allows
people who are not aggressive, dominant, or socislly inclined,
to become retail merchants. Whether such "introverts" make
a success qf their business is to be seen from the following
study.

In addition, it was also decided to analyze the indi-
vidual items of the personality test employed (3) to see |
Whethef such an analysis might furnish the basis for the con-
struction of a "successful grocer's personality", distinct

from the personalities of other successful salespersons.

1. See summaries of studies on the relationship between
personality traits and success in selling at the end of chap-

ter 2. ]
‘ .2. Noal, I. S., Pharmacy as an Occupation, Occupations,

VOl-ls, NO.e, pp.521—527. .
%. The Bernreuter Personality Inventory.



Previous Studies

Of the studies.which have been publishéd, dealing
with the relation between personality traits and success in
selling, those reported by A. F. Dodge (1,2,3) come closest
to the present investigation.

Dodge has published three separate studies on the‘re—
lation between personality and success in selling. The first
of these (1) was underteken, emong other things, to find the
relation between social dominanece and success in selling.

The subjects emplqyed consisted of BO traveling salesmen, 50
retail salesmen, and 54 retail saleswomen. The personality
test used to determine the degree of soé¢ial dominance was the
Bernreuter Personality Inventory; while the criteria of suc-
cess were: (a) three or more years' experience in selling;
(b) a minimum of one year's employment in selling with a single
employer; and (c) longer experience in selling than in any .
other occupation in which the subject had previously been en-
gaged. Ail of the salesﬁen and saleswomen to whom the Bern-
. peuter Personality Inventory was administered were regarded
as successful in their occupation of selliné on the basis of
the above criteria.

The dominance-submission scores_of the three groups

of salespeople were found to be as follows: The traveling

i, 1. Dodge, A. F., Social Dominance of Clerical Workers
and Sales-Persons, Journal of Educational Psychology, Vol.28,
No.l, pp.71-73.

. 2. -_., Social Dominance and Sales Personality,
Journal of Applied Psychology, Vol.22, No.2, Pp.132-139.
s 3. v “., What are the Personality Tralts of the

Successful Sales-Person?, Journal of Applied Psychology,
Vol.22, No.3, pp.229-238.
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salesmen obtained a median score of 70. The probable error
of the median came to 5.9. The retail salesmen obtained a

median score of 56, with a probable error of 10.6. Lastly,
the retail saleswomen obtained a medien score of 45, with a
probgble_error of 8.4.

Dodge concludes from this study that experienced (suc-

cessful) traveling salesmen and retail salesmen and sales-
women score fairly high in social dominance. The traveling
salesmen score sbove the retail salesmen. This, Dodge thinks,

is to be expected because the traveling salesmen, due to the

type of selling in which they-are engaged, have to be more
ageressive than the retail salesmen. The implication here is
that aominanée and aggression (extroversion) have a positive Vv
correlation. This contention is supported by other psycholo-
gists, e.g., Bernreuter. (1)

In spite of the positive relation between dominancel
and success in selling, however, Dodge cautions against using
a high score in dominence as a basis for vocational guidance
ih business. There are many other, no less important, ele-

ments which make for successful selling. High scores in do-

minance should therefore be considered in conjunction with

~ other traits of personality.

While the length of time in business is an indicator

of business success, it is not so good or decisive a criter-

ion as output, earnings, or credit ratings. Fortunately, in
a second study of social dominance and personality, (2) Dodge

improves upon his criterion by teking the ratings made by the

1. Bernreuter, R. G., op. cit.
2. Dodge, A. F., op. cit.
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bersonnel manager and his staff as the criterion of business
success. Another reason why Dodge's second study strikes much
closer to the heart of the problem is that actual correlations
are drawn between personality traits and success in selling.
The coefficient of correlation is a much mofe precise indicator
of the degree of relationship than the median.

Then, too, Dodge uses in his second étudy a group of
saleépeople who form a much more solid group than d4id the sub-
jeets of his first study. The latter were culled from the ranks
of the unemployed, while the subjects of his second study, num-
bering 75 (41 men and 34 women), were all salespeople employed
by one'firm, a large department stbre, and actually selling when
the personality test was administered. The personality test
used was again the Bernreuter Personality Inventory.
| The results bf this second stﬁdy largely corroborate the
results obtained inkthe first study. As a matter of faect, in |
several instances the median score is higher than it was in the
first study. Thus Dodge found that the median score for the
best group of salesmen Was 100; for the poorest group of sales-
men 93.5; for the best group of saleswomen 48; and for the
poorest group of saleswomen 17. With one exception, the median
score for the poorest group of saleswomen, the median scores in
the second study are all higher than they were in the first stu-
dy.

The indication, on the basis of these scores, is in the
direetion of higher scores in social dominance for the best v
salesmen than it is for the poorer salesmen. This also holds

* true in the case of the best and the poorest groups of sales-
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women. To what extent this tendency is significant, however,
can only be ascertained by finding the coefficient of correla-
tion between sales success and scores of dominance. Dodge re-
alizes this and proceeds to correlate the scores made by his
subjects with respect to the six traits tested by the Bernreué
ter Personality Inventory, e.g., neurotic tendency, self-suf-
ficiency, introversion-extroversion, dominance-submission, con-
fidence in oneself, and sociability, and business success as
indicated by the ratings of the personnel manager and his staff
of the department store in which the subjects were employed.

The result s of this correlation study are not signifi-
cant. The correlations between scores in social dominance and
sales success were +.16#.l6 for men, and +.31*.15 fof women.
None of the other correlatiohs between scores on the different
personality traits tested by the Bernreuter Personality Inven-
tory and success in selling was any more significant. All that
can be said from- this study is that there is a positive tenden-
ey for successful retail salesmen and women to score higher in
social dominance and in some of the other-traits, than compa-
ratively unsuccessful retall salesmen and women, but that this
tendency is not strong enough to permit any far-reaching con-
clusions for purposes of vocational selection or guidance.

Thinking that he might obtain a more significant relation
between personality and sales success, Dodge next sought to ana-
lyze the Bernreuter Personality Inventory in such a way as to
record the percehtages of "yés", "no", and "?" given by the best
and the poorest salesmen and women to the 125 single items in

the Bernreuter Personality Inventory. This analysis did eway
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with the sharply defined traits as advanced by Bernreuter (1)
end Flanagan (2), but it left room for general tendencies of
personality as implied by the four Bernreuter and the two Fla-
nagan traits, which, Dodge thought, would be specific enough
to tell in fairly general terms what a successful salesperson
is like.

As ‘a result of this analysis, Dodge found that out of
125 individual items of the Bernreuter Personality Inventory,
62 were indicative of success in selling, i.e., the answers of
the successful salesmen to these 62 items were Sufficiently aif-
ferent from the answers of the poorest salesmen to these ltems
thét they could be used for a rough scoring system. A score of
one was given for each answer to an item that agreed with the
predominant response of the best salespeople. The relation
between these new scores and success in selling proved to be
very significant, the correlation being fairly high. There was
no overlapping of scores between the best salesmen and poores?d
salesmen. The scores of the best salespeople ranged from 40
to 49; those of the poorest salespeople from 26 to 39; those
of the best saleswomen from 36 to 46; and those of the poorest
saleswomen from 26 to 35. |

In order to test the validity of the high relation be-
tween these new scores and salés success, Dodge administered
the 62 items.which had proven helpful in selecting the best
frdm.the poorest salesmen and saleswomen, to a separate group.
of salespeople. This control group of subjects was divided in-

to above average, average, and below average salesmen. When

1. Bernreuter, R. G., oD. cit. |
2. Flanegen, J. C., Factor Analysis in the study of Perso-

nality, Stanford University, Stanford University Press, 1935.
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the scores of these three groups were correlated with success
in selling, it was found that the coefficient of correlation
and probable error of the salesmen were .60*.09, and the
coefficient of correlation and probable error for the sales-
women were .36%.14. By improving his scoring scale somewhat,
Dodge was able to raise these correlations for salesmen and
saleswomen, respectively, to .71%.07 and .39%.14.

- The general outcome of this study, then, indicates that
there is a significant relationship between personality and
sales success, but that the traits as defined in such personali-
ty tests as the Bernreuter Personality Inventory do not repre-
sent this relationship. These and similar traits, according to
Lorge, (1) have been derived by fiat, and have thus little
meaning. The meaning of such traiﬁs has to be established Dby
experiment. This matter of specific personality traits, as now
defined, seems to be merely another case of putting the cart
before the horse, of eﬁolving a prinbiple and then trying to
make the facts conform to this principle.

A mnch more fruitful attempt would therefore lie in the
endeavour, already suggested by Link (2), of trying to deter-
mine, on the basis of experimentation, not what a successful
general personality is, but what a successful specific sales-
personality, engineering personality, teaching personality,

etc., is. (3) Dodge follows Link's suggestion in this respect,

1. Lorge, I., Personality Traits by Fiat, Journal of Educa-

tional Psychology, Vol.26, pp.273-278.
‘2. Link, H. C., A Test of Four Personality Traits of Ado-

lescents, Journal of Applied Psychology, Vol.20, pp.527-534.

5. T intend to carry this study still further and find
whether there are specific types of sales personalities such as,
for instance, a successful grocer personality.
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and in his third study (1) attempts to find out what the success-

ful sales personality is like. To‘do this, Dodge tried to find
the outstanding traits that characterize the successful sales-
person as indicated by the answers to the various items of the
Bernreuter Personality Inventory made by the 75 salespersons
acﬁing as subjects.

Devising a scoring system similar to the one described

in his second study, in accordance with which there was a fair-

/
v

ly consistent tendency for the best salesmen to make distinct
answérs to 41 of the 125 items of the Bernreuter Personality
Infentory,.Dodge grouped the items in such a manner as to indi-
cate what generalized traits they represented. He succeeded
‘by-means of this procedure in selecting the following traits

which he thinks characterize the successful salesperson. They

are:

1. Emotional stability 6. Not self-counscious

2. Self-confidence 7. Little tendency to talk

3. Self-sufficiency about self

4. Aggression 8. Not resentful of criticism

5. Sociebility 9. Radical and unconventional
10. Willing to teke responsibi-

’ lities

Further studies of the relation between personaiity and
sales success have been reported by Stead (2), Husband (3),

Reem (4), Schultz (5), Lovett (6), and Anderson (7). The stu-

1. Dodge, A. F., op. cit.
: 2. Stead, W. H., The Department Store Salesperson, Occupa-
tions, Vol.15, No.6, pp.513-515.

%, Husband, R. W., op. cit.

4., Ream, J. M., op. cit.

5. Schultz, R. S., Test-selected Salesmen Are Successful,
Personnel Journel, Vol.l4, pp.l39-142.

6. Lovett, R. F., and H. Richardson, Selecting Sales
Personnel, Personnel Journal, Vol.l2, Pp .248-253.

7. Anderson, V. V., Psychiatry in Industry, pp.222-265,
Harper and Brothers, New York, 1929.




=] O

dy reported by Stead was carried out by the Worker-Analysis
Unit of the Occupational Research Program, which is a division
of the Occupetional Research Program of the U. S. Employment
Service. In this study the relation between success in selling
and vocabulary, esrithmetic reasoning, memory for numbers,
clerical aptitude, copying and completion, interésts, appéarance,
personality (emotional stability), and personal data or infor-
mation was investigated. The criterion of success employed was
the bbjective store personnel record of the salespersons. Two
groups of subjects were used, nﬁmbering 109 and 153, respective-
ly. These consisted of two samples of salespersons from two
large department stores located in different cities. The measure-
'ments used in this étudy were the O'Rourke Survey Test of Vocabu-
lary, the 0. R. P.'Arithmetic Test, the Taylor Number Copying
Test, the O. R. P. Revision of the Trabue Completion Forms, the
0. R. P. Interest Questionnaire, the O. R. P. Multiple Choice
Personality Test, & Personal Appearance Rating, and an 0. R. P.
Personal Date Sheet. '
Stead reports that on the basis of this stud& the follbw-
ing results were obtained:: It was found that appearance is
not sufficiently related to selliné success to be of significance.
Vocabulary, clerical aptitude, and completion showed a slight ‘
positive correlation with success in selling. A multiple cor-
relation of .32 was obtained. With respect to interesté it was
learned that the successful or better salespersons show greater
interest in activities and in people than do the poorer sales-
persons. The better salespersons also proved to be more stable

and better balanced emotionally than the poorer salespersons.
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vThé highest pdsitive correlation proved to be between success

in selling and social and economic status, height, job previous-
1y held, and edﬁcation. In the case of éducation, for instance,
it was found that high school education and success in‘selling
correspond veryihighly. No correlations are given for sales
success and soclal and economic status, height, jobs previously
held, and education. The multiple correlation between the com-
bined battéry of pe:sonality, interests, personal data and suc-
"eess in selling was_found to be .65.

Husband undertook a comparative study of sales'success
and the following factors: neuroticism, self-confidence, self-
sufficiency, extroversion, sge, experience, and efficiency. As
a criterion of sales success he used ratings by superiors. These
ratings were based on production records and the superior's ge-
neral knowledgé of the salespersons. Husband used 64'subjects
in his study, with men and women equally well represented. The
subjects were sales clerks from a number of stores in three dif-
ferent cities. The clerks sold yard goods, drugs, leather goods{
dfesses, art supplies, jewelry, lingerie, and children's wear.
The ages of the sales clerks ranged from 21 to 41, with an aver-
age age of 28 years. Only one test was used, the.WisconSin
Scale of Personality Traits.

According to this study, the successful salespersons are
well balanced emotionally, self-confident, self-sufficient, and
extroverted. Age, experience, and efficiency were found to have
no direct relation to success in selling.

Ream mede a study of success in selling and intelligence,
extroversion-introversion, consefvatism—radicalism, will-tempera-~

ment, adaptebility, and social intelligence. He chose for his
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criterion of success the salesman's production whilefattending
an insurance schooi (actual selling was compulsory for gradu-
ation). The subjects studied consisted of two groups of stu;
dents of the School of Life Insurance Salesmanship, Carnegie
Institute of Technology. Group one consisted of 48 mewmbers,
while group two consisted of 75 members. The following me-
thods of measurement were used: Bureau of Personnel Test V1
(Intelligence - Modification of Army Alphe Test), Downey Will-
temperament Test, a social relations test (méasuring social
intelligence), a meeting objections test (objections encount-
ered in selling) and a prediction test, the C. S. Yoakum and |
Max Freyd Interest Analysis Test, and a personal history record
(age, height, weight, nationality, marital status, dependents,
complete record of schooling, complete record of business his-
tory with previous selling experience, etc.).

It was found that the personal qualities characterizing
the successful insurance salesman are the following: aver-
age intelligence, extroversion, fair degree of sociability,
adaptability, economic and social conservatism, ready decision,
and quick and ready reply to objections. The successful in-
surance salesmen scored especially high on the following tests:
meeting objections, interest analysis, and personal history re-
cord. |

Schultz, Lovett, and Anderson, working independently
with insurance salesmen and department store salespersons, all
agree on the basis of their investigations that the most in-
dicative personality traits for success in selling are domi-
neance and extroversion. Of the different factoré compared with

selling success by these psychologists, dominance and extro-
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version were the only two personality traits that showed a
consistently high positive relation with success; It must be
pointed out, however, that this holds true only of low-cost
salesmen. Anderson compared the low;gost and high-cost sales-
persons of R. H. Macy and Company of New York City with res-
pect to saleé success, dominance, and extroversion. He found
that 66% of the low-cost group of salespersons were dominant,
but that only 45% of the high-cost group of salespersons were
dominant. With respect to extroversion and salesmanship, the
same tendency was apparent. 54% of the low-cost salespersons
were extrovert, 10% introvert, and the remaining 36% ambivert;
while only 11% of the high-cost salespersons were extrovert,
49% weré ambivert, and 40% were introvert. Anderson's study
thus seems to suggest that the degree of extroversion or domi-
nance required for success in selling depends upon the com-
modify sold. Low-cost salespersons are extroverts ahd are do-
minant; while high-cost salespersons are introverts and are
submissive.

The studies by Dodge, Hhsband, Ream, Schultz, Lovett,
and Anderson, on the relationship between.success in selling
and personaliﬁy traits, are indicative of the work that is be-
ing done on this problem. That the problem is an iﬁportant
one for both the theoretical and the applied psychologists is
shown by the fact that it has stimulated research for a good

many years'aﬁd will likely continue: to do so.
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Chapter'B

Measurement

Several methods of ascertaining a salesperson's perso-
nality traits have been used, e.g., interviews, letters of
recommendation, and personality tests. Of these the persona-
lity test seemed most suitable for the present study. It is
difficult to get objective results with the interview and the
letter of recommendation; whereas the scores made on a perso-
nality test can very easiiy be converted into statistical mea-
sures.

The letter of recomﬁendation is always finged with the
subjective element. It usually comes from former employers,
friends, or acquaintances, and seeks to extol the good points
of the person in question, while hiding the undesirable qua=-
lities. It is vague, asbounds in generalities, and is not véry
reliable.

The interview, besides being difficult to summarize in
quantitative terms, also carries with it the sub jective point
of view of the interviewer. Then, too, it demands that the
salesperson be present to take the interview. With independ-
ent grocers this would be more or less out of the question.
Few grocers would co-operate with the examiner to the extent‘
of providing enough of their time for an interview.

With the personality test most of these dlfflculties
disappear. Personality tests measure fairly accurately in an
objective menner the traits that we are concerned with. (1)

Moreover, personality tests are self-administrative and can be

1. See Bernreuter, R. G., op. cit.
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filled out by the salesperson when he has the time. They need
not even be filled out completely at'one sitting. The sales-
person can go back.to the test whenever he has a moment or two
to spare, and-so do the test with 1little inconveniénce to him-
self. With independent grocers, who need not take the test if
they are not inclined to do so, this factor assumes great im-
portance. With sales clerks it is different. As a general rule
the salesmanacer when asking his staff to fill out a persona-
1lity test, lets it be known that it is a voluntary matter, that
the sales clerk need not f£ill out the test if he does not want
to. But the implied demend to do so is there, nevertheless,
and there are few sales clerks who will not comply with the
wishes of the salesmanager. To repeet, this implied demand is
not present when dealing with independent grocers. The groc-
ers either co-operate with the investigator, or they do not.
~Approximately two out of three grocers cannot be bothered to
take the personality test for one reason or another.

Héving decided upon the method to use, it was next im-
portant to find a personality test~that would not only be high-
ly relieble and well standardized, but Wouid also measure a
number of traits (the most representative) at once. With these
criteria in mind, the Bernreuter Personality Inventory appeared
to be the ideal test to use. (1) The Bernreuter Personality
Inventory was devised by quert G. Bernreuter, and consists of

125 items, which are scored for six different traits. (2) The

1. For a full description, and with respect to the reliabi-
1ity, validity, and norms of the Bernreuter Personality Inven-

tory see Bernreuter, R. G., op. cit. - _
2. Two of these traits, confidence in oneself and socisbi-

lity, were prepared by John C. Flanagan from the original 125"
items of the Bernreuter Personslity Inventory with the help of

factor analysis. See Flanegan, J. C., op. cit.
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questions_ére enswered "yes", "no", or "?". For each of the
questions, for each of the six traits, different weights have
been determined statistically, ranging from -8 to +9, in order
to give the greatest validity. Bernreuter and Flanagan define
these traits as follows:

B1l-N. A measure of neurotic tendency. Persons scor-
ing high on this scale tend to be emotionally unstable. Those
scoring above the 98 percentile would probably benefit from
psyehiatric or medical advice. Those scoring low tend to be
very well balanced emotionally.

B2-S. A measure of self-sufficiency. Persons scoring
high on this scele prefer to be alone, rarely ask for sympathy
or encouragement, and tend to ignore the advice of others.
Those scoring low dislike solitude and often seek advice and
- encouragement. '

B3-1I. A meassure of introversion-extroversion. Persons
scoring high on this scale tend to be introverted; that is,
they are imaeginative and tend to live within themselve3°
Seores above the 98 percentile bear the same 81gn1flcance as
do similar scores on the Bl-N scale. (1) Those scoring low
are extroverted; that is, they rarely worry, seldom suffer
emotional upsets, and rarely substitute day dreeming for ac-
tion.

B4-D. A measure of dominance-submission. Persons
scoring high on this scale tend to dominate others in face-to-
face situations. Those scoring low tend to be submissive.

F1-C. A measure of confidence in oneself. Persons
scoring high on this scale tend to be hamperingly self-con-
scious and to have feelings of inferiority; those scoring
above the 98 percentile would probably benefit from psychiat-
ric or medical advice. Those scoring low tend to be whole-
somely self-confident and to be very well adjusted to their
environment.

F2-S. A measure of sociebility. Persons scoring high
on this scale tend to be non-social, solitary, or independent.
Those scoring low tend to be sociable and gregarious.

The following criteria of success in selling were con-

sidered for possible use in this study: First, net annual

1. A high correlation has repeatedly been found between
neuroticism and introversion, indicating that these two Bern-
reuter measures more or less overlap and measure the same
thing. TFor the sake of completeness, it was, nevertheless,
decided to work with all six of the Bernreuter Personality

traits.
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income from the grocery business, worked out on a scaled bas-
is of the amount of money invested. Since the grocers them-
selves woﬁld not fﬁrnish the required information, an effort
was made to get aceess to the Dominion and Provincial Income
Tax Returns. This venture proved fruitless, and so net an-
nual income as & possible criterion of success had to belaban—
doned.

Second, length of time in business was regarded as
another possible criterion of selling success. But upon clos-
er examination this criterion proved to be almost worthless.
Many groecers, apparently, manage to keep in business for a
long time, in spite of the faet that they are unable to make
ends meet. Income from other sources keeps the business going
from day to day. ZIKEven an occasibnal bankruptcy does not dis-
suade some grocers. They start up again in some other loca~
tion under the names of their wives or sons and keep on in
business. To call such grocers successful or unsuccessful on
the basis of the length of fime spent in business would be
completeiy untrue.

A third possibility considered for a criterion of suc-
cess in selling waé the ratings of grocers made by whole-
salers. But these too appeared to be more or less useless.
Personal ratings have come in for so much criticism recently
that it was deemed advisable not to use ratings made b& whole-
salers as a criterion of suecéss if at all avoidable. The
subjective element, the halo effect, and similar weaknesses,
make the personal rating technique of doubtful wvalue.

By a process of elimination, only two criteria of suc-
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cess were left for consideration, credit rating (1) and rat-
ing of pecuniary strength. After weighing the pros and cons'
of these criteria, it was decided that they would do if they
could be obtainéd from a reliable credit agency. With this
thought in mind, Dun ané Bradstreet were approached. Dun and
Bradstreet agreed to co-operate with the investigator, and
gave him access to their information. Since these rétings
were already compiled‘(Dun and Bradstreet make an annual com-
pilation of ratings on all business men in the country) no
personal interpretation on the part of the investigator could
possibiy distort the ratings. The objectivity of these ratings
can therefore not be doubted. They are based on & wealth of
reliable and quantitative information collected by Dun and
Bradstreet field workers.

The criteria of success in selling used in this study,
then, were general credit rating and rating of pecuniary
strength, obtained from Dun and Bradstreet of Canada Ltd.,
mercantile agency. The credit ratings were good, fair, li-
mited, and poor. Numerically, good credit gets a rating of
1, fair credit a rating of 2, limited credit a rating of 3,
and poor credit a rating of 4. In ferms of success in»selling,
good credit characterizes the grocer as very successful, fair
credit as successful, limited credit as fairly successful, and

poor credit as unsuccessful.

1. Credit rating as a criterion of success was suggested
to the investigator by Dr. Cosgrave of the University of Toron-
to. Dr. Cosgrave also suggested size of store and its location,
length of time in business, number of years in same location, ra-
tings on the store from wholesalers, store size five years ago
and now, and annual turnover of store, as possible criteria of
success. All of these criteria fall within the four different
types considered above, and the reason why credit rating and ra-
ting of pecuniary strength were chosen 1is also indicated.
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The ratings of pecuniary strength ranged from $10,000
and more to $500 and less. In terms of success in selling,
the grocer with a pecuniary étrength of from $5,000 to $10,000
was considered as very successful; the grocer with a pecunia-
ry-strength of from $2,000 to $5,000 was considered as success-
ful; the grocer with a pecuniary strength of from $500 to
$2,000 was considered as fairly successful; and the grocer with
a pecuniary strength of less than $500 was considered as un-
_successful. The nﬁmerical ratings'on the basis of pecuniary
strength are as follows: $5,000 to $10,000 is given a success
rating of 1; $2,000 to £5,000 is given & success rating of 2;
$500 to $2,000 is given a success rating of 3; and less than

$500 is given a success rating of 4.



Chapter 4
Subjects

Since it was decided to use only grocers as subjects
in the present investigation, a number of tests had to be dis-
carded because they had been filled out by salesclerks.

In some cases the grocery business was under the Joint
ownership of several members of the family, i.e., brothers,
husband and wife, father and son, or mother and daughter. These
- family salespersons obviously enjoyed a highér business status
then clerks working for a salary. They hed their own money in-
vested in the business, and were also engaged in selling. To
do jusfioe to these family partners, a few tests filled out by
them were included in the final list.

A further curtailment in the number of tésts that could
be used wes mede when it was discovered that Dun and Bradstrest
were unable to furnish thé investigator with ratings of several
subjects who were otherwise eligible. Rather than introduce
another criterion of success, e.g., rating by wholesalers, it
was decided_to leave these subjects out. |

With the elimination of these two classes of salespersons,
70 subjeéts remained, who were all bona fide grocers, who had
filled the personality test out properly, and for whom success
ratings.could be obtained. These 70 subjects made up about one-
third of the grocers who were approached.

Although a letter of introduction from Dr. H. W. Wright, (1)
Professor of Psychology, was used, 1t was impossible to obtain

the co-operation of a number of grocers. This made it difficult

1. See Appendix
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to secure as many subjects for the study as were desired. Never-
theless, 70 subjects were considered a falrly good sample, con-
stituting about 10% of the retailers in Winnipeg falling within-
the category of grocers as defined for purposes of this investi-
gation. |

While the sample thus might have beén larger, it is not in-
adequate. Husband (1) used 64.subjects in a similar study; and
Dodge (2) used 75. According to Ellis, (3) the conclusions based
on a study with less than 30 subjects are only suggestive of what
might hold true if a larger number of subjects could be used. The
sample, moreover, was chosen arbitrarily from the telephone di-
rectory. With the exception of St. Boniface, which was regarded
as another city, every segtibn' of Greater Winnipeg, including the
suburbs, was canvassed. It can therefore be stated that the sample
of 70 grocers on which this study is based, is a truly représent-
ative group selkcted at réndom.

The ages éf the 70 subjects ranged from 18 to 65 years with
a median age of 40. There were 58 men and 12 women. The items
sold by these grocers included canned goods, pasiry and bread,
fruit and vegetables, candy, magazines and newspapers, cigarettes
and tobacco, meats, dairy products, and many other commodities.

The nationalities represented‘in the group of 70 sales-
persons were as follows: Hebrew 23, English 19, Scotech 11,
Irish 7, Italian 2, French 2, Greek 2, Swedish 1, German 1, Chi-

nese 1, and Belgian 1.

The lack of co-operation on the part of grocers was found

1. Husband, R. W., op. cit.

2. Dodge, A. F., op. cit.
3. Ellis, R. S., The Psychology of Ind1v1dualvDifferences

pp.102-103, D. Appleton and Co., New York 1929.
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to be due to the following objections:

First, suspicion based on a fear that anything filled
out by the_grocer might involve him in financial obligations.

31 cases of this nature were encountered. The investigator's
standard reply to this objection was that no signature was re-
quired of the subject, and without a signature no financial
obligations could be incurred. In some cases this response
over-ruled the initial objection and the grocer filled out the
test.

Another objection to teking the test Was that the grocer
~ was too busy and could not spare suffieient time to énswer 125
queStions,' With a number of grocers the invéstigator managed -
to overcome this objection by offering to leave the test to be.
filled out at night or over the weekend. In some other cases
it was suggested that the grocer fill out the test by doing a
few questions at a time in between serving customers. 46 cases
of this nature were encountered.

A third objection raised was that the grocer had only a
limited education and doubted whether he could answer all the
questions. When i1t was pointed out that there were no wrong or
right answers to the questions, that the ﬁest was neither an in-
telligence test nor an achievement or knowledge test, but a
qﬁestionnaire based on every day occurrences about which we all
have opinions, the grocers complied with the request of the in- i
vestigator to take the test. 8 cases of this kind were handled o
satisfactorily. |

Some grocers thought the test too personal and objected

to taking -it for that reason. When the investigator assured these
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objectors that no names would be used, that all the answers would
be kept strietly confidential, and that the individual answers
would be engulfed in a mass of statistical data anyway and would
thus be unrecognizeble, this objection was to a certain extent
~overcome. 22 cases of this nature were recorded.

A further objection encountered concerned the language
difficulties of the test. Such words as "unconventional”, "day-
dream", "affected", "motives", "creative", "domineering", "ra-
dical", "self-conscious", "manners", "stage fright", "alterﬁéte",
"apparent", "stimulating", "essential", "solicited", "ambition",
"admiration", and "reluctant"™, were not understood by a few sub-
jects. Of these words "day-dream", "unconventional", "creative",
"self-conscious", and "affected" were the worst offenders. To
overcome this objection the investigator referred the subject to
a dictionary or defined the words himself. The greatest care was
observed so that the subjects would not be influenced one wéy or
the other. Bernreuter (1) provides for'just sueh difficulties,
and-says that 1t is quite all right to define unknown words to
the subject, provided the person administering the test refrains
from influencing the subject by doing so. 17 easés of this kind
were found.

Some grocers gave no adequate explanation as to why they
objected to taking fhe test, and simply said they could not be
bothered. Whenever such a hostile attitude was encountered the
investigator d4id not press the matter and thought it best to

thank the grocer for his time and leave. 7 cases of this nature

were recorded.

1. Bernreuter, R. G., op. cit.
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The worst objectors were those grocers who, after looking
over the test casually, sought to find fault with almost every
question in it. Fortunately, only 6 such objectors were eﬁcoun-
. tered. In one instance it took the investigator fully two hours
to convince the storekeeper of the adequacy of the test.

Several céses of illiterécy were also found. The investi-
gator administered the personality test to one of these grocers,
but was forced to discard it, because the subject failéd to un-
derstand the questions put to him. 3 cases of this kind were en-
countered.

Most of the salespersons approached were uhfamiliar with
tests. It was therefore considered best to explain the question—
naire to thevsubjects in some detail. The directions appearing
in the blank were pointed out or read to the grocers. It was
further emphasized that the questions should be answered honestly,
that thinking over the question and trying to find the best ans-
.wer would only distort the outcome of the test, and that in all

cases the first impression should be put down.



Tables 1 and 11, and figures 1 and 11 present the dis-

tribution of ratings of pecuniary strength and credit ratings

-2%-

Chapter 5
Results

Table 1

Distribution of Ratings of Pecuniary Strength
for 70 Grocers Supplied by Dun and Bradstreet

Ratings Men Women
1. $5,000 to $10,000 c.veeeuee. 7 0
2. $3,000 to $5,000 c..viene.. 4 0
3. $2,000 to $3,000 ...eeeeee. 7 1
4. l OOO to 2,000 ® & 0 & 0 ¢ 0 0 9 s ll 4
5.  $500 to $1.000 ...ienen.. 7 2
6 [ ] Less than 500 ¢ & & & & & & 6 0 22 5
58 12
Total * ® & & & © & O & & & 0 » & o & 0 8 '70

for 70 grocers; while tables 111 to V111, and figures 111 to

V11l present the distribution of scores of 70 grocers for neu-

Table 11

Distribution of Credit Ratings for 70
Grocers Supplied by Dun and Bradstreet

Ratings Men Women
1. GOOd -oonoo.ooo.oooaoa 12 1
'2. Fair ® % 80008 0060000000 21 6
5' Limited '............. 24 2
4‘ Poor ® @ & & 0 5 & 6 0 & & & 0 b o l 5
58 12
Total ooo.;o.oo.oooo- ’70

rotic tendency, self-sufficiency, introversion-extroversion,

dominance-submission, confidence in oneself, and sociability.
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Distribution of 70 Grocers Scored for Neurotic

Tendency by the Bernresuter Personality Inventory

Personality
Scores
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Table 1V

Distribution of 70 Grocers Scored for Self-

Sufficiency by the Bernreuter Personality Inventory

Personality
Scores
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Distribution of 70 Grocers Scored for Introversion-
Extroversion by the Bernreuter Personality Inventory
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Table V

Women

Personality
Scores Men
110 $0 119 ceviveesascsesncceas 1
100 10 109 teiieeeesvsnesscconeces O
90 Yo 99 tiveccceann cetcaa 1
80 to' 89 .... cesesacse casss O
70 to 79 eeeanes ‘o cecsas . 1
60 %o 89 i ceecaasesee ees O
50 to 5O ittt cccennons 4
40 %o 49 .iiiienn ce e e eenn 3
30 to B9 tireescccnenceas - 1
20 to 29 teiiineeas cesoca 3
10 to 19 teeeevens et receens s 2
0 to D i tecsecstses e nes 1
-10 to T cees 7
-20 to -11 ........ eesssreacses 1
-30 to -21 ....... cerereens cess 3
=40 0 =3l .t ieiitrrieccncann 3
-850 $0 =~4]) ... iiiiecicnnnenan 3
e C LA T o R 5 0 . 4
70 to =Bl .00 enn ceees e 8
~80 o0 =71 i.ieiiiinene e 2
-90 to -8l ...iiciiacan reseeses 4
-100 to -91 creeresrnens seeee D
-110 to -101 ceeseeebsrens e 0]
=120 to =111 ..ttt iciecnrnneanaas 0
-130 to -121 ctecettaenaen S ¢
=140 t0 =131 .cieeenes ceeesenean 1

Total ® 9 5 08 0600060 80 00 08

.
A | OCOOQCOOOCOHHOHOMMHPOFRHFOOONHOHOO

8 0 5 00 00 ¢ 00

70
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Table V1

Distribution of 70 Grocers Scored for Dominance-
Submission by the Bernreuter Personality Inventory

Personality
Scores

=

en Women

150 o0 159 ....ccv.n ceeesecee
140 to 149 ...... e ecresenns
130 to 139 .e...... creseenens
120 to 129 ...... cetesecacans
110 t0 119 vitireeennonncnnnn
100 $0 109 .i.ivevreeenneenonnns
20 to 92 tieesssseceasnas .o
80 to 89 tiieeienn e e e .
70 to /S
60 to 151
50 %o DO tiiieieceercnneans
40 %o 49 ... cesesss e eans .
30 to 39 teeees cesscsenas ..
20 to R
10 to 19 tiieeeiiecnoneronn

0 to S ceeacoes
-10 %o -1l sieee cesosceceane
L o T O
=30 t0 =8l ...iiceiiececcncnns
=40 to =3l ..i.iiciioccens ceaea
=80 to =41 ...iiiieecninecnns
=80 $0 =Bl .iiiciecieriienccnns
=70 t0 =8l i.eieececcnes cecee
=80 0 =71 ..t iiiietcetnnsons
=90 10 =81l ...iecciceccoerrans
=100 0 =91 ...iiiiiriicrtrcnanse
=110 t0 =101 ..ieececreccnonns .
=120 t0 =111 ...t ecccncanne
=130 t0 =121 ..t iicirecnerannen

19

@ | HOHOOHFHOMDOWOWOWUIRPIONNWWRNWIHGROMOH l
o

o l OFHOOHOOOKHOOCKHHFOFPOHMFHHMNOOOQOOO

Total ® & @ 6 8 060 68 0 00 00 800 00 ¢ 000000 70
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Distribution of 70 Grocers Scored for Confidence
in oneself by the Bernreuter Personality Inventory

=35
Table V11

Women

Personality
Scores Men
230 t0 239 ....ciene cesv e 0
220 tO0 229 ..iiieinnnnn seeseees O
210 t0 2190 .iveiiieerenonnense 2
200 t0 209 ..iievievesennnenss O
190 10 199 tiiivieeeeeeennses O
180 t0 189 ...ivereeeennenn eee L
170 PO 179 teiieeeennennnaeas O
160 to 169 ........ creeeeas .o O
150 o 159 ...eieenenn. ceeea 0
140 50 149 ...iiiieineneannn . 0
130 30 1389 ..iiieieeeeecannene 0
120 to 129 ....... ceesessveee O
110 to 119 ..... creceene ceeee B
100 $0 109 .iiverenencnennens 2
90 to 99 tievsosrreanse e 3
80 to 89 sesesenas eseses O
70 to 79 cisccccsoscensas B
60 to 69 ..... cseesseces 3
50 to B9 tiiieees ceceerseas 3
40 to e ceesean 1
30 to BD i iesessertctsinons 1
20 to 29 tiiene cecessenenns 1
10 to 19 L ivienns .o 3
0 to O i it eces e e 2
-10 to ~l it sesseere B
-20 to =11 ....ccce00 hesesse OB
-30 to =21 ......... Ceeceaaan . 2
-40 to =31 ...... . e eeoe 0
=50 to =41 ...t . 2
-80 to -51 .......... cesene e 1
-70 to ~81 ...... Chesrreeoaa .« .3
-80 to =71 ....... creesseeens 2
-90 to -81 ..... Ceececasesens 3
100 to =91 ..... R |
-110 t0 -«101 ....iceeenn cesecsess B
=120 to =111 (.. ciiecccsreranes B
=130 to =121 ...... secesossesss L
=140 t0 =13] .eceiieecorcasasas 4
-150 to -141 ....0.... ce e .1
=160 0 ~151l et eeccercnccanan 2
=170 to =161 ..iiieeecveccaonnness O
=180 t0 =171 ..t ietientnrreanss 1
- 568
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Table V111

Distribution of 70 Grocers Scored for
Sociability by the Bernreuter Personality Inventory

Personality )
Scores Men Women

70 to 79 teveeeeeennnennesss O 1
60 to BY teieietirnecnsnseae 1 1
50 to 89 i cesesssess B 0
40 to S P 0
30 to 39 tiiieiniienn ceessess O 0
20 to 29 ciieenen teeencanens 3 1l
10 to 1 0

0 to P . 1 4
-10 to -1 i cecesesenas 5} 2
~20 to =11 ........ ceesessnea, . B 0
=30 B0 =2l J.iiiiiiiiaiiiiannn . 3 0
=40 1o =31l .iiiciticorrceccnnn 8 1
~50 to =41 ...iiiiiiiiinnn ceess 8 1
-60 to -81 ....... cecesesceess B 1
=70 to «Bl ..iieieiincnans eees O 0
=80 to =71 .iietiieccccncnoanes B 0
-90 to -8l .....cc0cn O | 0
—100 'tO "91 0 0 0066060 080000000 ¢ s 00 2 O
=110 to =101 ...cceeennnne cesesas 1 0
-120 to -111 ... ceseseeees O 0
=130 t0 =121 ...iieiiccnacennn o 1 0
=140 t0 =131 (..ieciiiienaann ces 1 0
58 12
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An analysis of these tables and figures brings out‘a
number of interesting facts. Tables 1 and 11 and figures 1
and 11 indicate the degree bf sucecess in selling for 70 gro-
cers. On the basis of ratings of pecuniary strength as a
criterion of sales success, we get a decidedly skewed distri-
bution. According to ratings of success, as interpreted on
page 20, 38.5% of the subjects are considered uﬁsuccessful,'
34.2% féirly sudcessful, 17.1% successful, and only 10% very
successful.

With credit rating as a criterion of sales success,
the distribution is less skewed, but it falls off very shafp-
ly at the lower end of the scale. In this case we have only
5.7% of the grocers characterized as unsuccessful; 37.1% are
considered fairly successful; 38.5% are successful; and 17.1%
are very successful. |

It is difficult to determine which one of thesé two
criteria is the better. There is a fairly high positive cor=~
relation between them, as will become evident further on in
this study. This, plus the fact that Dun and Bradstreet base

their success reports of merchants on both criteria, should

be sufficient proof of their value, in spite of the differences

apparent in our disfributions.

Table 111 and figure 111, showing the distribution of
scores for neurotic tendency, indicate that men salespersons
are better balanced emotionally fhan women salespersons.
72.4% of +the male scores fall between average emotional sta-
biiity and high emotional stability; whereas only 50% of the

female scores fall between these two points.
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When the scores within the two sexes are compared, we

find thet 72.4% of the male salespersons are more or less
well balesnced emotionally; while 27.6% are less well balanced.
In the case of the female salespersons 50% are fairly well

balanced emotionally; while 50% are less well balanced.

The total range of scores for men salespersons is also
larger than for women saléspersons. The scores obtained by
the men range from -210 to $159; while the scores obtained by
the women range from.-l&O to +l6§. This would seem to indi-

cate that there is a greater variability 6f neurotic tendency

in men salespersons than in women salespersons.

Table 1V and figure 1V present a decidedly different
picture from that shown in table 111 and figure 111. The
striking fact in table 1V and figure 1V, containing tﬁe gecores
for selfAsuffioiency, is the narrow scatter of the scores.
They range from -100 to +100 in the case of men salespersons,
end -50 to +70 in the .case of woﬁen salespersons. The men
show again a greater variability in self-sufficiency scores
than do the women.

While wide variability in the case of neurotic tendency

scoresvwas somewhat affected by a few extreme cases, this is
not true for self-sufficiéncy scores. The distributioh curve
for the self-sufficiency scores, although skewed, is mono-

modal, while the distribution curve for neurotic tendency .

scores 1is multi-modal.
Of the men salespersons 65.5% are more or less self-
sufficient, while 34.5% lack self-sufficiency. Of the women

salespersons only 58.3% show a tendency toward self-sufficiency,
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and 41.7% 1ack sélf-sufficiency. As a group, both men and wo-
men grocers seem thus to be fairly self-sufficient. This fact
is well indicated in figure 1V. Most of the self-sufficiency
scores fall between -30 and #119.

The scores for introversion-extroversion, shown in
table V and figure V, present a fairly normal distribution,
with most of the scores falling between -120 and +59. The
range of scores is somewhat wider than in the case of self-
sufficiency scorés, but this is due again to a few extreme
cases. The scores for men salespersons range from -140 to
+119; while the wscores for women salespersons range from =70
to +99, indicating a larger variability in introversion-
extroversion scores for men salespersons.

Male grocers as a group are extrovert with
70.6% of the scores falling along the extrovert side of the
scale, and with only 29.4% of the seores falling along the in-
trovert side of the scale. With the women salespersons there
is no difference. An equal number, 6 or 50%, fall on the in-
trovert side and the extrovert side. The distribution ecurve
of introversion-extroversion scores, presented in figure VvV, is
lightly bi-modal, but there is very little skewness.

The scores for dominence-submission, presented in
table V1 and figure V1, range from -130 to +159 for male gro-
cers, and from -120 to +89 for female grocers. The difference
in variability between.the sexes, with respect to dominance-
submission scores, is maintained, with the male grocers show-

ing greater variability. 70.6% of the male grocers fall on the




dominance side of the scale, while only 29.4% fall on the sub-
missive side of the scale. This tendency also holds true with
the women.salespersons of whom 66.6% fall on the dominance
sige of the scale and only 33.4% fall on the submissive side
of the scale.

As a group, then, grocers seem to be fairly dominant.
This fact is well evidenced by the distribution curve of domi-
nance-submission scores'presented in figure V1. This distri-
bution is definitely skewed towards the dominanée side of the
scale. Most of the scores fall between -90 and +149.

Scores for confidence in oneself, shown in table V11
anf figure V11, have the widest scatter of all the scores so
far presented. Both in the case of men and women salespersons
this scatter is due to a few extreme cases. In the case of
male grocers, the scores range from -180 to #219; while in the
case of female grocers they range froﬁ -110 to +239. With the
eliminafion of three cases from both the male and female groups
of salespersons, the range of scores would be narrowed down
respectively to -180 to +119, and ~110 to +89.

The distribution curve for scores of confidence in one-
self, presénted in figure V11, 1is very oddly shapéd. It is a
multi-modal curve, with most of the scores piling up between
-150 and +119. If the curve were smoothed it would undoubt-
edly take on the shape of a bell. 55.1% of the scores of male
grocers show confidence in oneself,vwhile 44.,9% fall on the
self-consciousness side of the scale. Of the women grocers

66.6% are more or less confident in themselves, while only 33.4%

show decided traces of self-consciousness. Thus it would seem
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that thé women grocers a8s a group are less self-conscious than
the male grocers.

The range of scores for sociability, presented in
table V111 and figure V111, is somewhat the same as that for
self-sufficiency scores, although the distribution is quite
different. The scores for male grocers range from -140 to
+69, while the scores for female grocers range from -60 to
+79. The male salespersons show greater variebility in their
séoreé of sociagbility than do the female grocers.

70.6% of the male grocers are sociably inclined, while
29.4% are non-sociable. In the case of the women salespersons
58.3% are sociably inclined, while 41.7% are non-sociable. The
distribution curve of sociability scores, presented in figure
V111, indicates that most of the scores pile up between -90
and +89. It is a mono-modal curve, and gives a good indication
of the type of distribution that would be obtained with a large
number of subjects. |

Irrespective of success in selling, then, grocers as a
group are fairly well balanced emotionally, quite self-suffi-
cient, slightly extrovert (embivert would perheps be more cha-
racteristic), fairly dominent, not particularly self-conscious,
and somewhat sociable.

| However, when the grocers are segregated on the basis

of their success ratings, the above characterizations are
found not to hold true for both successful and unsuccessful
salespersons. Tables 1X to X1V present the medlan scores of
six separate groupings of oﬁr subjects for the personélity
traits studied, and indicate the differences 1in personality

meke-up of successful and unsuccessful grocers.
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Median Scores for Neurotic Tendency of 70
Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average
and Below Average in Success

Sucecess No. of No. of

Ratings subjects subjects
in groups in groups
with with
success success
based on based on
ratings of credit
pecuniary ratings
strength

Very :

Successful 7 eesees 12

Successful 12 ...... 28

Fairly _

Successful 24 ...... 26 ..

TUn-

Successful 27 cieees 4 e

Total No. 70 70

Above

Average 19 ..... . 40 ...

Below

Average 51 +.e..00. 30 ...

Total No. 70 70

Neurotic Tendency

Median Median
scores scores

of groups of groups
with with
success success
based on based on
ratings of credit
pecuniary ratings
strength

e 00 00 -'21 aoccook"22‘5

......-128-5 s 0o 00

L]

-53.5

. =-19.5 .... =17.5

_103 e e a8 -45.5
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Table X

Median Scores for Self-sufficiency of 70
Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average
and Below Average in Success

Success
Ratings

Very
Successful

Successful

Fairly
Successful

Un-
Sueccessful

- Total No.

Above
Average

Below
Average

Total No.

No. of No. of Self-sufficiency
subjects subjects
in groups in groups Median Median
with with = - _scores’ scores
success success of groups of groups
based on based on with - with
ratings of credit success success
pecuniary retings based on based on
strength ratings of credit
pecuniary retings
strength
'7 ...... L] 12 - . » 8 e & &6 0 0 0 6 % 0 15
12 *» & 06 & 9 * 28 LN 2 L] . 0 45 s @ ¢ & 6 & & ¢ 0 55.5
24 ui.... 26 verenees 2705 tenan.. 11
2'7 LN * @ 4: . > o & * 12 ........ 5’7
70 70
19 . e e ¢ & & 0 40 * & . 2'7 L L N 2 . 27!5
51 ..vv. 30 tieeenn e 16 tiieeeden 12.5
70 70
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Table X1

Median Scores for Introversion-Extroversion of 70
Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average

and Below Average in Success

Success
Ratings

Very‘
Successful

Successful

Fairly
Suecessful

Un-
Successful
Total No.

Above
Average

Below
Average

Total No.

No. of No. of
sub jects subjects
in groups in groups
with with
success | success
based on based on
ratings of credit
pecuniary ratings
strength
7 e & & & L] 12 . & ® 5 &
12 ..... ee 28 tine
24 ....... 26 a 5 5 o @
27 e 4 ...
70 70
19 e & & & o 40 * s S0
Bl ... e 30 ..
70 70

Introversion-
Extroversion

Median Median
scores scores

of groups of groups
with : with
sueccess success
based on based on

ratings of credit
pecuniary  ratings
strength

. e "56 e 50000 "20

e s 0 "52.5 s o e 00 -55

ooo‘lo ® 0 0 0 3 0 "'16

. "20 00000;0-4:0

LI I "'52 ¢ o e 000 0 "51

. —12 e s 0 0 5 00 "'21:5
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Table X11

Median Scores for Dominance-Submission of 70
Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average
and Below Average in Success

Success
Ratings

Very

Sucecessful

Successful 12

Feirly

Successful 24 ........

Un-

Sucecessul 27 ceeecees 4 .

Total No.

Above
Average

Below
Average

Total No.

No. of
subjects
in groups
with
success
based on
ratings of
pecuniary

strength

7 * 8 808 0

o ¢ s 0

70

19

e 2 e 0 8o

No. of
sub jeets
in groups
with
Success
based on
credit

ratings

.12

L] 28 e 00 o 0

70

40

26 s e s s 0

e 00 8 0 2

386 60 00 0

* s 0 60 o

Dominance-Submission

Median Median
scores scores
of groups of groups
with with
success success
based on based on
ratings of credit
pecuniary ratings
strength
e 2D tiinen 23.5
. 80‘5 o & 5 s o o 59
ee B30 seiiann . 16.5
20 e & o & * 0 7505
45 .® * ¢ 0 0 8 &0 57
56 e« ® 9 ¢ 0 0 o 0 18l5
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Table X111

Median Scores for Confidence in Oneself of 70
Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average
and Below Average in Success$

Success
Ratings

Very
Successful

Sueccessful

Fairly
Successful

Un-
Successful
Total No.

Abbve
Average

Below
Average

Total No.:

No. of
subjects
in groups
with
success
based on
ratings of
pecuniary

strength

No. of
subjects
in groups
with
success
based on
credit

ratings

7 ceeeess 12 ...

12 ® o 06 0 0

24 o s o0

27 e o o 2

70

19 ¢ovvee. 40

51

70

028 * 6 0 0

. 26

4 ...

70

s o e 0 008 0

.

e s 000 00

Median Median
scores secores
of groups of groups
with with
success success
based on based on
ratings of credit
pecuniary ratings
strength
s e 0 0 ‘20 o & 6 090 8 8 15
¢ 0o o -91 e 0 0 00 00 -8
22.5 ... B
* e s "'16 .000000-67
-62 ¢« o 5 0 06 0 o 105
7 . e e o o -14-5

Confidence in Oneself
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Table X1V

Median Scores for Sociability of 70

Grocers Rating (1) Very Successful, Successful,
Fairly Successful, Unsuccessful, and (2) Above Average
and Below Average in Success

Success
Ratings

Very
Successful

"Successful

Fairly
Sueccessful

Un-
Successful
Total No.

Above
Average

Below
Average

Total No.

No. of No. of
subjects subjects
in groups in groups
with with
success suceess
based on based on
ratings of credit
pecuniary ratings
strength
,700.‘00 12 s » % & 0 o
12 ..... . 28 ...,
24: LN ] 26 * 5 8 0 b e b
27 . L] 4 ¢ ¢ 2
70 70
19 ....t 40 ......
51 30 ...
70 70

Sociability

Median Median

scores scores

of groups of groups

with with

suecess sueeess

based on based on

ratings of credit

pecuniary ratings

strength

. e "9 e & 0 08 0 @ _14:

* o8 "15 * 6 85 00 s 0 ‘-8.5
"22 e s 0 0 0 -52

. -25 » o 08 e "l

. e "9 ® 6 0 0 0 0 0 -9.5

o -25 e o s 0 o 0 8 "2805
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A separation of our subjects into four groups, namely,
very successful, successful, fairly successful, and unsuccess-
ful salespersons, fails to différentiate the grocers on the
basis of their relative degree of success in selling. The me-
dian scores, as presented in tables 1X to X1V, show 1ittle
consistency in their rise or fall with Increasing success.

But when these success groupings are reduced in number,
end the subjects are rated as above or below average in sales-
success, the median scores actually indicate'fhe existence of
a relationship betweéh success in selling and the Bernreuter
and Flanagan personality traits.

According to these median scores, then, the following
conclusions may tentatively be drawn: As a group successful
salespersons are well balanced emotionally, slightly'self-
.sufficient, fairly dominant, somewhat extrovert, not very éelf—
conscious, and not very sociable. The outstanding difference
apparent between successful grocers and undifferentiated gro-
cers is that the fbrmer are much less sociable than the latter.
This is a rather odd finding, in view of the faect that a sales-
pérson is supposed to be more interested in people'thaﬁ in
things or ideas.

The median scores presented in tables 1X to X1V are
drawn from success groupings based on two different criteria
of success, namely, rating of péouniary strength and credit
rating. While there is some difference in the median scores
on this account, the difference is élight and, with one ex-
ception (confidence in oneself), the relationship of the me-

dian scores for above and below average groupings on the basis
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of the two criteria, is not disturbed. On the whole, thefefore,
there exists a fairly high positive relation between the two
- criteria of success.

A comparison on the basis of median scores or any other
group relationship, has been severely criticized, and so we
must not lay too ﬁuch weight upon our findings. It has been -  °°
charged that the differences found in group comparisons may be
of no significance, and may merely reflect sampling errors.

Then again these differences, it is held, may be due to d4if-
ferences in sei, age, social-economic status, or nationality. i
These factors are seldom isolated or kept under control in a
comparative study. Thirdly there is the difficulty of inter-
preting differences between means, averages, or medians. How
large should the difference be in order to have any signifi-
cance or value? Moreover, group cémparisons at best only in-
dicate the existence of a relationship. The degree of this
relationship remains a mystery. To circumvent all these short-
¢omings of the method of group'comparisons, the adoption of

the correlation technique is urged. (1)

Notwithstanding the above oriticisms, it was thought .
advisable to use the method in this study for a preliminary
comparison of success in selling with the Bernreuter and Fla-

‘nagan personality traits. A further comparison of these va-

riables by means of the correlation technique brought out the

coefficients of correlation presented in table XV.

1. Paterson, D. G., Physique and Intellect, pp.284-285,
The Century Co., New York, 1930.
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Table XV

Coefficients of Correlation between Neurotic
Tendency, Self-Sufficiency, Introversion-Extroversion,
Dominance-Submission, Confidence in Oneself, Sociability,
and Success _in Selling for 70 Grocers

Correlation
Between

Neurotiec
Tendency and
Success in

Selling ..ceeeveeeens

Self-

Sufficiency

and Success

in Selling ...... cos

Introversion-
BExtroversion

and Success

in Selling ...... oo

Dominance-
Subnission

and Success

in Selling seeeecces

Confidence in
Oneself

and Success

Jin Selling ceveeseee

Sociability
and Success
in Selling .........

On the basis
of Rating of
Pecuniary
Strength as
Criterion of
Suceess

-008i008 .

.15£.08 ...

-005t008 * o

.16%.08 ...

IO'?i‘OB L

-.l5*.08 > s 0

On the basis
of Credit
Rating as
Criterion of
Suceess

« s 0 0 0 —.OOQ*.OB

e & ¢ & o .l4tl08

LI I -.02*.08

@ & o 0 o -.10*.08
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From a strictly statistical point of view, hone of these
coefficients of correlation has any significance. Ouf highesf
coefficient (between dominance-submission and success in sel-
ling) is only twice its probable error. To be of any value, a
correlation should be at least four times its probable error.
Psychologists like Donald Paterson (1) are very decided about
this point, and would not tolerate any modification of present
statistical ruling. There are other psychologists, however, who
are no less sincere than Paterson, e.g., Allport and Vernon (2),
but who in their investigations stress the significance of coef-
ficients of correlation which are smeller than four times thelr
probable error.

In view of such a state of indecision, it is difficult
to be clear about the value of correlations which are not 1arge;
but which nevertheless show a positive or negative relationship
between two variables, however small this relationship may be.

The present investigator does not take sides with respect to

this controversial subject, and therefore draws conclusions upon

the correlations obtained which will do justice to both sides,
but which at the same time must be regarded as only tentative,
awaiting further investigations.

On the basis of a more liberal point of view with res-
pect to the significance of the size of correlations, the fol-
lowing conclusions may be drawn: As a group successful grocers
are fairly well balanced emotionally, quite self-sufficient,
slightly extrovert, somewhat dominant, self-confident, and non-

sociable. On the whole, it seems that successful grocers as a

1. Paterson, D. G., op. cit.
2. Allport, G. W., and Vernon, P. E., Studies in Express1ve

Movement, The Macmillan Co., New York, 1933.
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group rate very much average on the Bernreuter and Flanagan
personality traits.

There is, of course, always the possibility that the
personality traits measured by the Bernreuter Personality In-

ventory, may have been chosen by fiat as suggested by Lorge (1),

and not really represent the personality tendencies generally
understood under those traits. Link (2), and Dodge (3) think
that the question raised by Lorge is not merely a theoretical

one, and that it needs investigation. If this charge is true.

of the Bernreuter Inventory, there may be a significant rela-

" tionship between persoﬁality as measured by the Bernreuter test
énd success in selling groceries, in spite of the faect that
from a strictly statistical point of view such a relationship
is not indicated by any of the six Bernreuter and Flanagan
scores.

In order to test this possibility, the investigator ana-
lyzed the personelity inventories of the best and the poorest
groups of grocers, item by item. He found that of the 125 items
in the Bernreuter Personality Inventory, 29 called forth a res-

ponse from the best group of grocers that differed from the pre-

vailing responses given by the poorest group of grocers. (4)
Fbllowing*Dodge (5), a scoring scale was devised in accordance

with which a score of 1 was given for every response 1o

1. Lorge, I., op. cit.

2. Link, H. C., op. cit.

3. Dodge, A. F., op. cit. :

4. A 20% difference between the number of responses of the
best group of grocers and the poorest group was considered the
lowest difference in percentage indicating a reliable tendency
for the better salesmen to react differently to -items from the
poorer salesmen.

5. Dodge, A. F., op. eit.
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from the use of this new scoring system are shown in table XV1.

Table XV1

Personality Scores és Measured by an Experi-

mental Scoring Method

Best Poorest
Salesmen Salesmen
24 19
23 19
23 18
23 18
23 17
21 17
20 17
20 17
19 16
19 16
17 16
- 15

15
- 15
- 15
- 14
- 13
- 13
- 12
- 12
- 11
- 10
- 10
- 8
- 7
- 6

Since the personality inventories of the best group

of grocers were used to construct our experimental scoring

best salesmen, as presented in table XV1, range from 24 to

17; while the scores for the poorest salesmen range from 19

1. The correlation proved to be .79%.04.

an item which agreed with the predominant response given to

the item by the best group of grocers. The results obtained

scale, a fairly high correlation between these scores and

selling success is to be expected. (1) The scores for the
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to 6. (1) A small degree of overlapping is indicated, but

this is not sufficiently large to disturb the fundamental dif-

ference between the two series of scores.

To check the relisbility of the apparent relationship

between these new scores and sales success, the personality

inventories of the subjeets not included in the best and

poorest groups of grocers, were subjected to our new scoring
method. Table XV11l shows the personality scores obtained fy
the use»of this scoring method for above average, average, and
below average grocers.
longing to the third group, after the best salesmen and poorest
salesmen had been eliminated, was based on rating of pecunlary
strength. The use of this criterion of success made it very

easy to divide the third group of our subjects into average,

above, and below average salespersons.

Table XV11

The success status of the groceré be~

Personality Scores as Measured by an Experi-
mental Scoring Method

Above Average
Salesmen

24
24
19
18
15
15
13
12

Average
Salesmen

‘Below Average

Salesmen

22
18
17
17
17
16
14
12

9

1. There was one exception to this range.

personality inventories from the poorest group of grocers re-

One of the
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Table XV1l indicates a slight difference in scores
between the three groups of salespeople, but the overlapping
is too extensive to indicate a significant relationship be-
tween these personality scores and success in selling. This
fact is further substantiated by the correlation obtained be-
tween the scores in table XV1l and success in selling, which
was only .19+.11. (1)

The 29 items from the Bernreuter Personality‘Inventory
which proved to be slightly iﬁdicative of & relation between
personality scores and success in selling, were next grduped
with respect to thé personality traits which they most nearly
represented. In every case the items supporting a given trait
were arranged in a tablé, and are found in tables XV111l to XXV.
The number which the items get in the Bernreuter Inventory are
listed in an ascending order; the favored response made to these
items by the ﬁest group of salespersons (i.e., "yes" or "no")
is shown; and the personality scbres made by the five different
groups of subjects on the basis of our experimental scoring
system, are presented in terms of the per cent of the group
giving the favored response. In order to abstain from continu-
ally repeating what the items indicative of a given personality
tendency are, they are listed below the table to which they be-

long.

gistered a score of 26. Since this score would have distorted
unduly the relationship between the two series of scores, it
was thought best to leave it out. ,

1. All coefficients of correlation obtained by the investi-
gator were computed on the basis of rank. Since this method
is made use of by Dodge in a similar study to ours (see else-
where for Dodge, A. F.), it was considered sufficiently accu-
rate for this study. ‘
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Table XV111

Extent to which the Better Grocers are less Moody, less sub-
jeet to Worry, and Better Balanced Emotionally than are the
_ Poorer Grocers

Item Favored Per cent of Group giving favored Response
Number Response
’ Best Above Average Below Poorest
Group Average Group Average Group
Group Group
10 No 63 100 73 88 88
49 No 72 62 46 66 37
71 No 63 25 20 44 33
73 No 2 62 66 66 T 40
115 No 54 75 60 77 74

10. Are you easily discouraged when opinions differ
from your own?

49. Do you often experience periods of loneliness?

71. Do you experience many pleasant or unpleasant
moods? '

73, Does some particularly useless thought keep com-
ing into your mind to bother you?

115. Are you often in a state of excitement?
Table X1X

Extent to which the Better Grocers are more Self-
Sufficient and more Self-Confident than are the Poorsr Grocers

Item Favored Per cent of Group giving favored Response
Number Hesponse ’
Best  Above Average Below Poorest
Group Average Group Average Group
Group Group
22 No 63 62 40 66 37
69 No 72 50 46 22 44
89 No 45 37 26 22 14
93 No 81 50 80 88 52
112 Yes 81 62 : 60 - 33 52

22. Are you slow in making decisions?

69. Do you often find that you cannot meke up your
mind until the time for action has passed?

89. Do you like to get many views from others before
meking an important decision? '




93. Do you have difficulty in making up your mind for

yourself?
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112. Do you prefer meking hurried decisions alone?

Table XX

Extent to which the Better Grocers are
more Aggressive than the Poorer Grocecers

Item Favored

Per cent of Group giving favored Response

Number Response

15
95

15. Do you usually object when a person steps in front

Yes
Yes

Best
Group

81

635

Above
Average

Group

75
75

of you in a line of people?

95. Would you 'have it out' with a person who spread
untrue rumors about you?

Table XX1

Average
Group

46
73

Below

Average

Group

44
88

Extent to which the Better Grocers are
more Sociable than the Poorer GCrocers

Poorest
Group

55
88

Per cent of Group givine favored Response

Item Favored
Number Response
28 No
35 Yes
44 No
59 No
83 No

118 No

Best
Group

90
8l
90
54
54
e

Above
Average

Group

50
37
87
25
50
75

Average
Group

Below
Average

Group

66
44
55
11
519
55

Poorest

Group

70
o2
59
22
14
40

28. Are you very talkative at social gatherings?

35. Would you dislike any work which might take you

into isolation for a few years, such as forest ranging, etc.?

44. Have books been more entertaining to you than
companions?

59. Do you find it difficult to speak in publie?

8%, Does your ambition need occasional stimulation

through contact with successful people?
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- 118. Do you keep in the background at social gatherings®
Table XX11

Extent to whieh the Better Grocers are
less Self-Conscious than the Poorer Grocers

Item Favored Per cent of Group giving favored Response
Number Response

Best Above Average Below Poorest
Group Average Group Average Group
Group Group
12 No 90 75 46 77 66
42 No 72 62 26 22 50

12. Do you blush very often?®
42. Do you get stage fright?

Table XX111

Extent to which the Better Grocers are
more desirous of telling others about their
good or bad fortune than are the Poorer Grocers

Item Favored -Per cent of Group giving favored Response
Number Response
Best Above Average Below Poorest
Group Average Group Average Group
_ Group Group
53 Yes e 75 53 66 52
100 No 54 12 20 22 14

53. Do you find that telling others of your own
personal good news is the greatest part of the enjoyment of-
ite ' :

100. Do you prefer to be alone at times of emotional
stress? ' :

Table XX1V

Extent to which the Better Grocers are
more desirous of associating with younger people
than are the Poorer Grocers

Item Favored Per cent of Group givineg favored Response
Number Response
Best Above Average Below Poorest
Group Average Group Average Group
Group Group

v Yes 63 50 40 44 25
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7. Do you prefer to associate with people who are
younger than yourself?

Table XXV

Extent to which the Better Grocers are
more sought after for advice than are the Poorer Grocers

Item Favored Per cent of Group giving favored Response
Number Response :
Best  Above Average Below Poorest
Group Average Group Average Group
Group Group :
67 Yes 100 87 86 55 77

- 67. Do people ever come to you for advice?

Table XXV1

Questions the Responses to which did not
sufficiently Differentiate between the
Better and Poorer Grocers

Item Favored Per cent of Group giving favored Response
Number Response

Best Above Average Below Poorest

Group Average Group Average Group
Group Group

13 No 90 50 73 - 44 59
17 "No 90 62 53 77 85
18 Yes 63 37 60 33 40
109 No 63 75 20 33 40
111 No 54 100 66 100 74

13. Do athletics interest you more than intellectual
affairs?

17. Are you much affected by the praise or bleame of
many people? _

18. Are you touchy on various subjects?

109, Do you get as many ideas at the time of reading
a book as you do from a discussion of it afterward?

111. Have you been the recognized leader (president,
captain, chairman) of a group within the last five years?

On the basis of item analysis then we find that in com-

parison with the less successful men, the successful grocers

are:




1. Less moody, less subject to worry, and better ba-
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lanced emotionally;

2. More
3. More
4., More
5. Less

6., More

or bad fortune;

7. More

8. And more sought after for adviee.

self-sufficient and more self-confident;
aggressive or dominant;

sociable;

self-conscious;

desirous of telling others about their good

desirous of associating with younger people;

However, since these conclusions are based on a cor-

relation of only .19%.11, between personality and success in

selling, nothing more than the indication of a tendency may

be attributed to them.
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Chapter ©

Discussion

The intimations of Lorge (1) and Link (2), to the effect
that specific vocational or occupational personalities exist,
are not borne out by our investigation of the relationship be-
tween certain personality traits and success in selling. On
the contrary, the successful grocer appears to be a person
~with a normal, average personality. There are, of course, in-
‘dividual cases which veer off to one or the other of the ex-
treme ends of the personality trait scales. Thus we find, for
exemple, that some successful grocers are decided introverts,
while others are decided extroverts. But on the whole, success-
ful grocers as a group may be characterized as average indivi-
duals with respect to their personality inventories.

While very little relationship exists between success in
selling and one or the other of the dichotomies into which per-
sonality tendencies are classified, there does exist a relation-
ship between success in selling and the middle regions of per-
sonality dichotomies. Thus, for example, while the personality
scores of successful grocers do not correlate highly with either
introversion or extroversion, they show a very high relationship
with ambiversion, as indicated by our results. It is this dis-
covery of a relation between success in selling and the.middle
region of the personality tendencies dealt with in the Bern-
reuter Personality Inventory, that furnishes the positive find-

ing of this study.
With respect to neurotic tendency, we find that Stead (3),

1. Lorge, I., op. cit.
2. Link, H. G., op. cit.
3. Stead, W, H., op. cit.
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Husband (1), snd Dodge (2), reporting investigations undertak-
en with department store clerks; come to the conclusion that
successful clerks are much better balanced emotionally than are
the less successful ones. To what extent this is true is not
indicated by either Stead or Husband. Stead supplies only a
multiple correlation of .32 for a number of personality traits
and success in selliné. Even if this correlation had been ob—
tained between neurotic tendency and success in selling, 1t |
would still be regarded as far from significant by any one ad-
“hering to a strict statistical interpretation of the value of
low coefficients of correlastion. Moreover, since Stead does not
report any probable errors, it is questionable whether his read-
ers will grant as much significance to his findings as he does
himself.

Husband gives no correlations at all. He bases his con-
clusions on differences of scores obtained resPectively by good
salesclerks and poor salesclerks. In the case of neurotic tend-
ency; this difference'amounts to only 20 points. True, this
difference probably indicates a tendency for successful clerks
to be better balanced emotionally than are less successful
clerks, but it is doubtful whether the tendency is statistical-
1y significant.

Dodge finds a positive relation between emotional stabi-

1ity and success in selling on the basis of item analysis. His -

correletion between personality scores obtained on the basis of
an experimental scoring system (3) and success in selling ceme

to .B0t.09 for men and .36%f.14 for women. By an improvement»of

1. Husband, R. W., op. cit.
2. Dodge, A. F., op. cit.
3. Ibid.
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this scoring technique Dodge menaged to raise the correlation
to .91%.07 for men and .39%.14 for women. These correlations
are significant, but one wonders whether the new scoring systen,
based on the scores of the successful clerks, is not the real
reason for the high correlations. Dodge's experimental scoring
method needs further corroboration by other experimenters to put
it on a reliable footing. In any evenf, when this investigator
used Dodge's item anelysis technique with grocers, he obtained
a correlation of only .19i}ll between‘the experimental peréona-
1lity scores of grocers and success ih selling.

When we consider the coefficients of correlation between
the personality scores of grocers and their success ratings with
respect to neurotic tendency, we must conclude that successful
grocers are not better balanced emotionally than are unsuccess-
ful grocers. To be éure, there is a small tendency in the di-
rection of emotional stability, but this tendency is so small
that for practical purposes it might as well be regarded as non-
existent. The correlations obtained for neurotic tendency by
the investigator on the basis of two independent criteria of
success were -.08%.08 and -.009%.08; the medién scores for suc-
cessful and unsuccessful grocers, respectively, were -103 and
-21, and -43.5 and -30.5. 2% of the msle salespersons and 50%
of the female salespersons registered scores bn'thé emotional
stability side of the scale; while only 27.6% of the male sales-
persons, and 50% of the female salespersons registered scores
on the emotional instability side of the scale. This tendency
was also supported by the item analysis of the personality in-

ventories of successful and less successful grocers.
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But the point remains that, in spite‘of such a consistent
indication of the presence of a positive relation between suc-
cess in selling and emotional stability; the relation is so small
that it really has no meaning. Consequently, we must conclude
that the successful grocer is as well balanced emotionally as the
average person. 1t would seem then that the Bernreuter Persona-
1lity test has a prognostic value. As far sas grocers are con-
cerned, and as far as degree of neurotic tendency is a factor in
success, the Bernreuter test may be used to advantage as a voca-
tional test for grocers in selecting those individuals whose neu-
rotic percentiles range around 50.

According to Dodge (1) and Husband (2), the successful
salesclerk is more self-sufficient and more self-confident than
the unsuccessful salesclérk.A Dodge comes to this conclusion on
the basis of item ahalysis, discussed above; while Husband ar-
rives at it by comparing the personality scores made by‘the best
fifth, the best 40%, and the lowest fifth of his subjects. Our
findings, while supporting this tendency, indicate again how in-
significant the relation between self-confidence, self-suffici-
ency and success in selling really is. The correlations-obtained
by the investigator, on the basis of two criteria of success, are
.15%.08 and .14%.08. Since these correlations are not even twice
their probable errors, little weight can be attéched to them. A
comparison between self-sufficiency, self-confidence and success
in selling, on the basis of differences in percentage, differences
in median scores, and differences in percentage brought out by
item analysis, while maintaining the consistency'of a tendency

for successful grocers to be more self-sufficient and more self-

1. Dodge, A. F., op. cit.
2. Husband, R. W., op. cit.
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confident than relatively unsuccessful grocers, 1s no more sig-
nificant than the correlations obtained. 65.5% of fhe men sales-
persons and 58.3% of the women salespersons fall on the self-
sufficiency side of the scale. (1) The median scores for self-
sufficiency on the basis of the two criteria are 27 and 27.5
for the above average salesmen, end 16 and 12.5 for the below
averege saiespersons. On the basis of item analysis this tend-
ency is also confirmed by 5 of the 29 items segregated from the
125 in the Bernreuter Personality Inventory, which seemed to dif-
ferentiate between grocers on the basis of success ratings.
However, in spite of this apparent tendency fdr success-~
ful grocers to be more self-sufficient and more self-confident
then less successful grocers, we must conclude as we did in the
cese of neurotic tendency, that the successful grocer is neither
very self-sufficient nor complétely lacking self-sufficiency,
neither very confident in himself nor completely lacking in‘self-
confidence. As a matter of fact, the successful grocer rates
average with respect to self-sufficlency and self-confidence.
That this should be the case is not surprising. While there are
certain vocations and occupatidns in which possession of an ex-
treme degreeof a certain personality trait seems to be indica-
tive of.success (e.g., successful professors are often regarded
as introverts, aend successful administrators as extroverts) by
far the largest number of vocations demand an average persona-
lity. The social environment of any one person, regardless of:
what his occupation may be, is so varied that at times it demands

the exhibition of, for exesmple, a considerable degree of domi-

1. It should be Kept in mind that our first comparison in
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nance, while at other times 1t calls for submission. It is no
wonder, therefore, that in an occupation such as retailing,-
where the retaller meets almost every ﬁype of person, & moder-
ate degree of dominance and submission would be most effectiﬁe
in success in selling. There are buyers who need to be direct-
ed (the investigator has witnéssed many a sales situation in
which the grocer had to make decisions for the customer); but
there are others who know what they want, and a certain degreé
: of submission on the part of the storékeeper gets the best ro-
sults. Since the successful grocer rates average on all of
the personality traits considered in this study, he is given
the ability to fluctuate between the two extremes of the traits,
and by keeping a happy mean, insureé success for himself and
safisfaction to-his customer.

The logician cannot dbject to our'generalizatioﬁ that,
since the personality scores of successful'grocers neither
correlate highly with one or the other of the two dichotomies
of the personality traits considered and suodess in selling,
"the success ratings of our grocers must show a positive rela-
tion with the "mean" personality tendéncies, i.e., the perso-~
nality scores clustering about the average. On the basis of

a quantitative or scalar definition of personality traits, our

conclusion would be the only alternative that could be taken. (1)

terms of percentages was not made on the basis of success rat- -

ings, but was merely a comparison of the per cent of subjects
falling on the positive or negative side of a given personality
trait scale.
1. The investigator has the assurance of Professor R. C.

Lodge that this conclusion is logically valid. The argument

is as follows: All successful grocers have a certain degree of
the personality tendencies considered in this study. Since by
experimental proof sucecessful grocers are neither introverts,
for exeample, nor extroverts, they must fall somewhere along the
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Until lately theré has been an almost unanimous agree-
ment emong laymen and psychologists alike, that extroversion
gnd success in selling are highly correlated. The 1920's saw
the highest development of this attitude. Aggreséion was re-
garded as the keynote of successful selling. The depression
has seen to some extent a reversal of this attitude. When mo- ;gi
ney no longer circulated so freely as during the 1920’5, and
the buying power of a large percentage of the population was

drastically reduced, the high pressure salesman found himself

unpopular. It was realized by business firms that a steady

merket for a product entails more then highpowered salesmanship, -
that in many cases restraint is the better course to follow,

and that introversion also has i1ts place in effective salesman-

ship.

| This keynote was especially sounded by.the discoveries

of Anderson (1). In an investigation with department store

clerks at Macy's in New York, Andersbn found that while the low-

cost salesclerks were to a certain extent éxtroverted, the high-

cost salesclerks were to a certain extent introverted. This

seemed a startling discovery, but looking at Anderson's find-

ings from a logical point of view, there does not seem %o be
much strangeness in them. The sale of low-cost articles is
usually based on the psychological principle of suggestion, and
suggestion has to be initiated either by the written or the
spoken word. Advertising, of course, takes care of much of

this suggestion, but a certain degree of it is left to the sales-

the middle of the personality scale; and since ambiversion de-
notes average in the case of the introversion-extroversion trait,
successful grocers must be ambivert. _

1. Anderson, V. V., op. cit.
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man. The prospective customer has to be shown the wares for
sale, and urged to buy, very often on'a moment's notice. Con-
sequently, the extroverted person, provided he is not too ag-
gressive and shows a certain amount of taet, menages much bet-
ter than the introverted person in stimulating the customer in
favor of an article, usually leading to an eventual sale.

High-cost érticles, on the other hand, are not bought
on the spur of the moment and suggestion is of little use in
effecting a sale. In this case a logical presentation of the
reasons why the prospective buyer should buy an article must be
presented. And this the introvert can do better than the ex~
trovert, because fhe former deals more with ideas than the lat-
ter, with the result that he is a more successful salesmen when
it comes to selling high-cost articles, than is the extrovert.
It would seem from the findings of Anderson thet, in the case
of a salesperson who sells high-cost and low-cost articles, am-
‘ biversion would be the ideal personality tendency for the sales-
man to possess.

As far as grocers are concerned, Anderson's findings
do not apply, for grocers sell mostly low-cost articles. Ac-
_cording to Anderson's findings, grocers should be fairly ex-
trovert. Our findings, however, show that while grocers do
show a leaning towards extroversion, this leaning is not suffi-
ciently pronounced to be of much account. Our correlations for
introversion-extroversion and success in selling came to 6nly
-.05%,08 and -.Oli.OB.' The median scores for above average and
below average grocers, and the differences in percentage of res-
ponses made by the best and the poérest grocers to items 15 and

95 of the Bernreuter Personality Inventory, also support this
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endency. The median scores for the above average group were
-52 and 451, and for the below average group -12 and -21.5;
the differences in percentage of responses made by the bestA
group and the poorest group of grocers to items 15 and 95 were
26 and 25, respectively. These results indicate that success-
ful grocers are neither introvert nor extrovert, but ambivert.
Anderson's findings have not as yet been paralleled by
findings of a similar nature. The studies reviewed in chapter
two of;this investigation, those reported by Dodge (1), Hus-
band (2), Ream (3), Schultz (4), and Lovett (5), all support
the contention that extroversion and success in selling are
highly correlated. Since, however, few correlations are given,
and conclusions are often drawn on the basis of group compari-
‘sons, the degreé of this relationship between success in sel-
ling and extroversion is not determined. Then too, the stu-
dies referred to above were made with department store clerks
or insurance salesmen, types of selling which undoubtedl& do
require more of the extrovert attitude than is essential for
the grocery business. On the whole, there are as yet too few
gquantitative studies on the relationship between success in the
various types of selling and extroversion to warrant a final

conclusion.

1. Dodge, A. F., op. cit.
2. Husband, R. W., op. cit.
3. Ream, J. M., op. cit.

4, Schultz, R. S., op. cit.
5. Lovett, R. F., op. cit.
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The extent to which dominance contributes to sales suc-.
cess seems to @epend largely upon the type of selling under con-
sideration. Dodge (1), for instance, found that successful
traveling salesmen are more dominant than successfﬁl depart-
ment store salespersons. The median score for the traveling
salesmen in Dodge's investigation proved to be 70; while the
median score for department store salespersons came to 56 for
the men and 45 for the women. In his second study (2), Dodge
obtained a correlation of .16%.16 for men, and .31*.15 for
.women salesclerks between the personality scores procured on
the Bernreuter Personality Inventory and success in selling..
Regarding this as 8 negligible relationship between dominance
and sales success, Dodge proceeded to analyze the personality
inventories of his subjects item by item, with the result that
he managed to segregate a number of items which seemed to dif-
ferentiate the successful from the unsuccessful salesclerks on
the basis of the amount of dominance possessed by them. How-
ever, the difference in the per cent of responses to items in-
dicative of dominance was not large enough to warrant the use
of high ratings in dominance for purposes of predicting success
in selling, and Dodge cautions against placing mofe weight
upon these findings than would be statistically permissible.

Schultz (3) and Lovett (4) also report finding a positive
relation between dominance and success in selling. This find-

ing is supported by Anderson's (5) results in a study with de-

1. Dodge, A. F., op. cit.

2. Ibid.

3. Schultz, R. 8., op. cit.
4. Lovett, R. F., op. cit.
5. Anderson, V. V., op. cit.
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partment store clerks at Macy's. It is only the successful low-
cost salespersons, however, who show an ap?reciable amount of
dominance. Thus, while 66% of the low?cost group of success-
ful salespersons are dominant, only 45% of the high-cost group
of suceessful salespersons show the same tendency. With high-
cost salespersons there is, therefore, a slight leaning towards
submission; not enough of a leaning, however, to characterize
successful high-cost salespersons as submissive. It is much
more to the point to regard successful high-cost salespersons

as average in their ratings of dominance-submission.

Our own correlationsvbetween dominance and success in sel-
ling came to .16%.08 and .14%*.08. Since, however, even the high-
est of these two coefficients of correlation is only twice its
probable error, they cannot be taken seriously. The median
scores for the above average group of grocers proved to be 45
and 37, and for the below average group 36 and 18.5. The dif-
ferencé in per'cent of Tavored responses given to items 15 and
95 (these two items éeemed to distinguish between successful and
unsuccessful groCers on the baslis of the amount of dominance ex-
hibited) By the best group of grocers and the poorest group of.
groders were found to be 26 and 25, respectively.

The conclusion on the basis of these findings, with res-
pect to the relationship between dominance and success in selling,
nmust again be largely negative. While there is a tendency for
successful grocers to "dominate others in face-to-face relation-
ships", it is only a tendency and has to be regarded as such.

It is much more fruitful to regard successful grocers as average

in their ratings of dominance-submission. There are occasions
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when the suecessful grocer dominates others in s situation of

social interaction. He becomes their "leader" and, in a sense,
rules over them. A subtle sugeestion concerning the purchase of
an article by a customer often éxhibits the storekeeper's power

over his customer, with the result that the latter is, in a man-

ner of speeking, mesmerized into purchasing the article. .

On other occasions the successful grocer exhibits sub-
mission in the sales situation. There is an interchange of ideas
between the storekeeper and his customers, but it is the latter

who dominate the situation. There are customers who are de-

sirous of purchasing certain definite articles in a store, and
no amount of suggestion will change their mind. The storekeeper
soon realizes that the best policy to folléw with such people is
to be submissive, to gratify their wishes and let them dominate
the sales situation. A customer who will not return to a store
run by a man who is consistently dominant, will become a steady
customer of a storekeeper who has sufficlient prudence to know
when to be dominant and when to be submissive., | |

Does the suceessful grocer have confidence in himself?

Yes, according to our results he has, but not any more than the

average person. Our correlations between confidence in oneself
and success in selling came to .07#.08 and -.02%¢.08. The medi-
an scores for the above average group of grocers amounted to -62

and 1.5, and for the below average group of grocers 7 and -14.5.

The difference in the per cent of favored responses to items 12
and 42, which seem to distinguish between the two groups of gro-
cers on the basis of self-confidence, proved to be 24 for item

12, and22 for item 42.
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These findings favor a moderate view in respect to the
relationship existing between confidence in oneself and success
in .selling. Successful grocers are slightly self-confident, and
to that extent less self-conscious. vBut such a conclusion does
not do justice to the issue. Looking at this problem from a
common sense point of view, we must realize that confidence in
oneself i1s born of achievement. This achievement need not be
an all around achievement in different fields of endeavour, as
has been shown by Gardner Mnfphy. (1) The achievement may be
restricted fo a single field or even to a sub-field of a larger
unit of activity. The confidence in oneself that comes from do-
ing a job better than it can be done by many others, enhances
the growth of ego-status and causes the spread of this self-
confidence to other fields in which our efforts are mediocre.

On occasions, however, this self-confidence is not strong enough
to prevent us from exhibiting a certaindegree of self-conscious-
ness when we have to perform in situations which are not suffi-
cienflyzfamiliaf to us and/&igch we feel i1l at ease.

Successful grocers, although slightly on the self-confi-
dence side of the scale, must be regarded as average in this
tendency. The successful grocér gets a pecuniary rating of any-
where from $3,000 to 10,000. In comparison with large scale
business, the successful grocer'!s achievement 1s not powerful

enough or sufficiently faf-reaching to provide him with the self-
confidence and self-assurance that is frequently exhibited by

the big business man. Consequently, while a grocer may be quite

1. Murphy, G., Murphy, L. B., and Newcomb, T. M., Experi-
mental Social Psychology, Harper and Brothers, New York, 1937.
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successful in a limited way, his success will lead to only a
moderéte degree of self-confidence. There are many situations,
which being strange to the successful groecser, will evoke feel-
ings of self-consciousness, because his achlevement in the gro-
.cery business can never be big enough to overcome and master the
situations that foster self-consciousness. In view of these
limitations, imposed upon the successful grocer by the type of
his business, it is nof surprising that he should rate average
in self-confidence.

Dodge (1) and Husband (2) found a positive relation be-
tween self-confidence and success in selling. Both investiga-
tors agree, however, that this relationship is small. Dodge
obtained a correlation between these two factors which proved
far short of having statistical significance. By'means of item
analysis, Dodge maneged to raise this relationship somewhat, but
not sufficiently to justify, without reservation, the conclusion
that successful salespersons are decidedly self-confident.
Husband substantiates Dodge's findings, and concludes that suc-
cessful salesclerks may be characterized as self-confident. But
the relationship, although present, is too small to warrant far;
reaching conclusions. Husband is aware of this fact and does
not stress his conclusions unduly.

A rather unusual finding of this study is that successful
grocers are slightly non-sociable. It has long been regarded as
an established faét that successful salespersons of any type

renk high in sociability. It has been teken for granted that

1. Dodge, A. F. op.cit.
2. Husband, R. W., op. cit.
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effective salesmanship is based to a certain extent on the abi-
1lity to get along well with people, and talk freely and fluently.
Perhaps this conception of salesmanship is too narrow énd does
not apply to all types of selling. It certainly does not seem
to apply as far as the grocery business is concerned. The fact
.that the small grocer is more independent than many other types
of salespersons, may have something to do with the téndency for
the successful grocer to be somewhat hon-séciable. Since he is
the proprietor of his own business, and is thus his own boss;
and since he is both buyer and seller, the successful grocer
may feel, uﬁconsciously of course, that he need not be as con-
cerned about his customers as the department store clerk has to
be. And if there is not a pressing need to be sociable, the
succeSSful grocer may neglect to cultivate this personality tend-
ency, with the result that he rates non-sociable. -

Another factor that probably has something to do with the
comparative non-sociability of the successful grocer 1s that
many grocers, and among them successful ones, engage in the gro-

cery business at a fairly late time in life. Our mean age for

grocers was 40 years, with quite a number of grocers ranging in
the fifties and sixties. It was found that the best group of
grocers have a median age higher than the median age of the whole
group of grocers irrespective of their success ratings; while the
poorest group of grocers have a median age below that of the whole
group. The grocery business is looked upon as a comparatively
easy way of making a living. It 1s sometimes a means of escape
from the vicissitudes of a job, which a man'cannot endure -simply
because he is inclined to be unsociable and wishes to be on his

own.

The correlations between sociability and success in sel-



ling obtained by the inﬁestigator came to -.15t.08 and -.10%.08.
The median scores for the abbvé avérége group of grocers were

-9 and -9.5, and for the below average group of grocers -25

and -28.5. The differences in per cent of the favored res-
ponse to items 28, 35, 44, 59, 83, and 118, which seemed to dis-
tinguish the successful from the unsuccessful grocers on the
basis of amount of sociability exhibited, made by the best and
the poorest groups of grocers were 20, 29, 31, 40, and 32, res-
pectively.

These findings seem to contradict each other. On the

basis of the correlation procedure wevget a negative relation
between sociability and success in selling; while on the basis
of group comparisons, as indicated by the median scores of a-
bove average and below average grocers, and the differences in
per cent of favored response to ltems 28, 44, 59, and 118, made
by the best and the poorest groupé of grocers, we obtain a po-
sitive relation between sociability and success in selling.
The differences in per cent of favored response to items 35 and
83 are in agreement with the conclusions based on the correla-
tions. Since correlations are more reliable than group com-
parisons, the negative relation between socilability éﬁd success
in selling must be stressed. But even this relation is, of
course, too small to meke cur finding, namely, that succéssful
grocers are somewhat non-sociable, disturbing. The truth of
the matter is that successful grocers are in all likelihood
average with respect to sociabiiity, as they have proven to be
with respect to every other personality trait measured by the
Bernreuter Inventory.

Our item analysis brought out a few other personality

tendencies that seem slightly to differentiate the successful
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from the unsuccessful grocer. Thus it was found that the suc-
cessful grocer is more desirocus of telling others about his
good or bad fortune, than is the poorer grocer. The successful
grocer likes to share his joys and his sorrows with others. He
also desires much more than the unsuccessful grocer to associ-
ate with younger people. This would stamp the successful gro-
cer as a person with a more liberal outlook on life than the
unsuccessful grocer shows. The latter is conservative in out-
look and ideas, and does not welcome constructive criticism,
as does the successful grocer. More people come to the success-
ful grocer for advice than to the unsuccessful grocer.

The successful grocer does not do much day-dreaming.
Although not free‘with his money, he does not as a rule turn
down a man who asks him for the price of a meal. If he ever

gets lost, he is not very perturbed, and on occasions thinks it

fun to find his way in places that are strange, and streets that

are unfemiliar to him. Neither is the successful grocer a ner-
vous person. He is far from being temperamental, and is rarely
| grouchy. He is seldom tempted to bluff his way past a doorman.
"Live and let live"™, is his moto. The doorman is expeéted to
do his job well, so why hinder him in the attempt. TFinally,
the interests of the successful grocer do not change rapidly.
They are fairly well set, and if any change takes place, it 1is

likeiy to be only in degree.
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Chapter 7

Summary and Conclusions

The present study was undertaken to investigate the re-
lationship between certain personality traits and success in
retail selling. More specifically, the study is a comparative
investigation of the relationship between meurotic temdemcy,
self-sufficiency, introversion-extroversion, dominance-submis-
sion, confidence in oneself, sociability, and success in the

grocery business.

Discarding such methods of personality measurement as 7
the interview and the letter of introduction, because of their
unreliability, the investigatdr,chose the personality inventory
as the method to be used in this study. Of the personality
tests available, the Bernreuter Personality Inventory seemed
to be the best suited for the purpose and so was adopted.

The grocers were chosen as subjects, because they seem to
be the only type of salespersons not as yet used as subjects

in the study of the relationship between personality traits

and success in selling. Most of the studies made of this prob-

lem have employed insurance salesmen and department store

salesclerks as subjects. This has been unfortunate, for it is
generally acceded that different types 6f selling demand 4dif-
ferent degrees of a personality trait for success.

The results of our study proved anything but startling.
While the general findings of previous investigators were in
some instances supported by our findings, this support was not
sufficiently strong to permit the adoption of faf—reaching con-

clusions. TFour ways of dealing with the results were used.

-~
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First, the per cent of our subjects falling between the
50th and 100th percentile of the personality scales for neuro-
tic tendency, self-sufficiency, domiﬁance~submission, introver-
sion-extroversion, confidence in oneself, and sociability were
compared with the per cent of our subjecté falling Eetween the
lst and the 50th percentile'of these scales. The percentages
are given in table XXV1l.

Table XXV11

Per cent of Subjects Falling Between the 50th and 100th
and the 1st and 50th Percentile on the Bernreuter and
Flanagan Personality Traits

Percen- N1-B  N2-8  N3-I  N4-D  F1-C  F2-8
tiles

Men. Men Men Men Men Men
Women Women  Women  Women Women. Women

50~ 72.4 65.5 70.6 70.6 55.1 70.6
100 50 58.3 50 66.6 66.6 58.5

1~ 27.6 34.5 29.4 29.4 44,9 29.4
50 50 41.7 50 33.4 33.4 41.7

On the basis of these percentages the following conclu-
sions were drawn: Irrespective of success in selling, grocers
as a group are well balanced emotionally, quite self-suffici-
ent, extrovert, dominant, not particularly self-conscious,'and
somewhat socilable.

Second, the median scores obtained for each one of the
personality tralts measured by the Bernreuter Personality In-
ventory, for grocers rating (1) very successful, successfﬁl,
fairly successful, unsuccessful, and (2) above average, and
below average in suécess, were compared. These median scores
are presented in tables 1X to X1V.

The conclusions drawn on the basis of these scores fol-

low: As a group successful grocers are fairly well balanced
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emotionally, somewhat self-sufficlent, slightly extrovert,
fairly dominant, not very self-comnscious, asnd not very sociable.

Third, the scores obtained by the subjects on'the Bern-
reuter Personality Inventory were correlated with success in
selling. The coefficients of correlation with their probable
errors are given in table XV. None of these correlations has
statistical significance. The largest of them, that between
dominance and success in selling, is only twice its probable
error, whereas to be of any significance if.sﬁould be at least
four times as large as its pfobable error.

Nevertheless, on the basis of these correlations tend-
encies may be discerned; and on the basis of these tendencies
the following conclusions may be suggested: As a group suc-
cessful grocers are fairly well balanced emotionally, quite
self-sufficient, slightly extrovert, somewhat dominant, self-
cqnfident, end non-sociable.

Fourth, the personality inventories of our subjects were
enalyzed item by item with a view to selecting those-items, the
responses to which might indicate a difference in personality
tendencies between the best‘group of grocers and the poorest
group of grocers. 29 such items were found. Next a rough
scoring system was devised in accordance with which a score of
1 was given for every response that was in agreement with the
favored response given by the best group of grocers. Since this
scoring system was based on the best group of grocers, this
group as well as the group of poorest grocers, could not be
used for a final correlation between the personality scores ob-

tained on the 29 differentiating items and success in selling.
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Consequently, the remaining group of grocers was divided into
above average, average, and below average in sucdess, end used
as a control group to test whether there is a significant re-
lationship between certain of the personality items in the
Bernreuter Personality Inventory and success in selling. The
correlation between personality scores obtained by the control
group of grocers on the basis of our experimental scoring sys-
tem, and success in selling came to .19%.11.

The 29 differentieting personlity items were finally
grouped under those personality tendencies which they most near-
1y seemed to indicate. On the basis of this grouping, the suc-
cessful grocers were provisionally characterized as being less
moody, less usbjedt to worry, end better balanced emotionally;
more self-sufficient and more self-confident; ﬁore aggressive
or dominant; more sociable; leés self-conscious; more desirous
of telling others about their good or bad fortune; more desir-
ous of associating with younger people; and more sought after
for advice than the poorer grocers.

Since no high correlations between any of the persona-
lity traits considered in this study and success in selling were
obtained by the investigator, there is the denger that our re-
sults may be‘regarded as rather insignificant, because they
point to a repeated conclusion that the successful grocer is,
after all , only a person with an average personality; and since
most people cluster about the average, and extremes are except-
ions rather than the rule, our findings may inadvertently be

regarded as having little to offer in the way of a positive con-

tribution to the psychology of vocational guidance and selection.
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To take such an attitude would be unscientific, It is
a standard fact that the mverage person is the one who succeeds
most fully and most completely in adapting himsélf to the stre-
nuous demands of western civilization. There are so many para-
doxes present in our way of life that it sometimes seems aiffi-
cult to see how we menage to carry on. On the one hend, we sre

to be aggressive, on the other, submissive; on the one hand co-

operative, on the other, competitive; on the one hand, we are to

hate, on the other, to love our fellow beings.

In view of this state of affairs, it becomes evident that
the esverage person will best succeed in most of the undertakings
characteristic of our way gf life. To be able to be both ag-
gressive and submissive, co-operative and competitive, all de-
pending upon what the social situation at hand demands, 1s,
therefore, an asset which must not be underestimated.

The successful grocer possesses this asset, and 1t, no
doubt, is one of the factors that contributes to his success.
Thué, such personality tests as the Bernreuter Personality In-

ventory mey be used to advantage in vocational selection and

guidance. The prospective grocer who, upon taking a personali-

ty test, finds himself falling anywhere near the 50th percent-
ile of the six personality traits indicated, may assume (barring

unfavorable ratings with respect to other causative factors of

success in the grocery trade such as amount of money eavailable
for investment, end location of store), that he is 1likely to

become a successful grocer.
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Appendix

Letter of Introduction

Dept. of Psychology,
University of Manitoba,
Winnipeg, Canada,

7th September, 1939

Dear Sir or Madam:

This letter introduces Mr. Peter Hampton, who
is now studving for his Master's degree in Psychology
at thé University of Manitoba. Mr. Hempton's thesis,
which has been approVed by the University Department
of Psychology, will be an attempt to discover the per-
sonality factors which lead to success in retail sel-
1ing. 1In order to carry out this study it is neces-
sary to give a personality test which brings out some
of the information required. Any co-operation extend-
ed to Mr. Hamptbn in connection with the administration
of this test will be of great assistance to him, and
will be duly appreciated.

Very trul&,
H., W, Wright

Professor of Psychology
University of Manitoba.




