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Training In Retailing

MAURINE O. STAACK

The objective of training is to develop
and maintain for the store, an effective
store-wide work force. The work force
is effectivewhen each individual within
it understands his job, has the attitude,
skills, knowledge and habits necessary
to successful performance of that job,
and is well adjusted and happy in his
work. The Training Department's re-
sponsibility is to plan and administer a
continuing program to assure the ac-
complishment of this training objective.

There is a mobile hanging in one of
the training> rooms at Sterling Lindner
(0]

Davis which is the symbol of training.
It is characterized by ease of movement
—it quickly responds to stimulus—it is
easily moved, changeable, and versatile.
This mobile is a simple form of art, but
it requires hours of work and patience
to construct. Just one extra coat of paint
on one little piece of wood can throw it
completely out of balance. If you visual-
ize this mobile as a training program,
the facets will represent:

Induction training

Systems training

Salesmanship and courtesy training

Merchandise and fashion training

Supervisory training
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The success of atraining program de-
pends upon the balance of these facets
of training. The amount of time spent
on each facet and the administration of
the program varies according to the type
of store and the number of people who
are performing the training functions.

INDUCTION TRAINING

All associates (employees) attend a
one-hour meeting during the first week
0 0

of employment. Material discussed in-
cludes a brief history of the store, the
organization, the executives, the relation-
ship and dependency of divisions upon
each other to maintain high standard of
customer service, policies and proce-
dures, and employee benefits. Employee
handbooks are distributed at the com-
pletion of this meeting.

SYSTEMS TRAINING

All associates who sell or handle sales-
checks attend class for 9/i? hours in a
two-day period to learn how to operate
a sales register and record sales transac-
tions. A manual explaining and illus-
trating the sales transaction is placed in
each salesbook for use on the selling
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floor. Sales-supporting associates arc
trained on the job by department man-
agers regarding specific job duties.

SALESMANSI UP AND COURTESY
TRAINING

As each type of' sales transaction is
explained in systems training, salesman-
ship and courtesy are reviewed prelim-
inary to recording the sale. Department
managers continue this training with
weekly meetings using material pro-
vided by the Training Department.
Periodic meetings in the training room
are held to show and discuss salesman-
ship films. Willmark shopping re
are reviewed monthly with individuals
as a follow-up training technique. Con-
tests and incentive programs are in prog-
ress almost continuously to stimulate
sales and production and to improve
service. Salesmanship manuals are
loaned to associates from the Training
Department.

MERCHANDISE AND FASI HON
TRAINING

Merchandise training is primarily a
function of the department manager,
but the Training Department schedules
films and meetings with manufacturers
representatives, distributes merchandise
manuals obtained from manufacturers
and fact cards for use by salespeople to
stimulate interest in developing a selling
facts vocabulary. Fashion training in
cooperation with the Fashion Coordi-
nator, is developed through half-hour
monthly fashion meetings and three-
hour fashion clinics and shows prior to
each season. Fashion manuals are dis-
tributed monthly to sales personnel and
department managers follow through

with fashion merchandise presentation
in informal daily meetings.

SUPERVISORY TRAINING

Training program results can he
achieved only through the department
supervisors. One phase of training is
authorization training in a two-hour
session developing the reasons for re-
quiring a supervisor's authorization and
defining the responsibility of the super-
visor in completing each type of trans-
action requiring authorization. The at-
titude of a supervisor in okaying a trans-
action is vitually important in building
good customer relations.

Another phase of supervisory training
is the Junior Executive Course. College
graduates and young people selected
from within the store attend two classes
weekly, U/o-hour each, for eight months
while rotating through all divisions of
the store for on-the-job training. In the
second year after placement, they attend
a training class for 1 '/o-hour a week for
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four months for an advanced course of
study in merchandising techniques.
FOLLOW-TIIROUG11 PROGRAMS

A daily function of the Training De-
partment is personal contact on the sell-
ing floor to observe salesmanship and
courtesy and check sales transactions.

The Training Department administers
a sponsor training program. A sponsor
in a department assists and advises new
sales people during the first week of
employment.

A sales error program with daily in-
formation provided by the sales-support-
ing departments and daily individual
follow-up is the direct responsibility of
the Training Department.

(Continued on page 30
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value of the training function. If the
ideas and philosophies and goals of train-

ing are designed to contribute to the el-
rt O

ficiency of the system within which they
operate, then it becomes necessary to
determine where thev have or have not
been successful. Subjective statements
of value are not sufficient to indicate
progress or failure. |lie use of specific
measurement techniques as the method
of identifying success is as important to
training as the profit-loss statement is to
determination of corporate success. 1 he
element of practicability should then be
seen, in this instance, not in terms of
negating the use of all measuring tech-
niques but in terms of the selection of
specific devices. Which technique, tool,
or device will best serve in this instance?

The summation of this entire field of
thought can be made in a statement of
reality. As trainers, functioning within
a corporate structure, we deal with prac-
tica men who measure the value of a
program in rea dollars and cents
expended (or better still, invested) for
the sole purpose of realizing a monetary
profit through competitive endeavors.
The value of training must be seen by
them in terms of dollars saved through
increased efficiency of those who receive
the training. This can be done in only
one way—an intense, objective evalua-
tion that has its inception from the very
beginning in terms of objectives—criteria
—measurement. This cannot be done for
self-aggrandizement or for establishing a

halo for training but must be done to
establish firmly the merits of training in
assisting supervisors, managers, execu-
tives in increasing their efficiency as the
needs present themselves.

RETAILING
(Continued from page 27)

RETRAINING

Dependent upon the need, retraining
is accom ed through an individual
conference, a department meeting, a
division meeting, store-wide retraining
when a major change in systems occurs,
or department notices for follow-through
by the department supervisor.

Training in retailing is not a task for
one or two training specialists, but
rather a store-wide operation. The re-
sults of training are rellected in the daily
sales sheet, the monthly operating state-

ment and the yearly profit and loss
statement. The effect of training is
judged daily by the customers.

The best articles from E an

technical and industrial journals, trans-
lated and digested, are now available
monthly to American industry, in the
new publication Technical Digests.

The Organization for European Eco-
nomic Cooperation, a multi-government
agency will distribute the magazine
which contains digests of the most effec-
tive articles from over 1,000 European
pe cals. It is designed primarily for
those interested in manufacturing and
production.

The Department of Commerce
through its Office of Technical Services
is cooperating with O.E.E.C. in this ven-
ture.

Subscriptions should be directed to
G. von Minden, O.E.E.C. Mission Pub-
lications Office, 2000 P Street, N.W.,
Washington 6. The rates are $24 a year
or $2.50 per single issue.





