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Selling effectiveness experiments pro-
vide dear evidence that solution selling 
produces nearly three times the results 
that formula selling does. It is seven-
and-one-half times more effective than 
hard sell, over nine times better than 
people-oriented selling, and 75 times 
better than order taking. 

These experiments are taking place in 
Sales Grid Seminars, which have been 
attended by over 500 salesmen. This 
novel approach was introduced early 

this year and is based on a new book on 
Grid theory entitled The Grid for Sales 
Excellence.1 

This article describes results obtained 

from selling experiments and training 
methods employed to increase sales-
effectiveness. 

Problem-solving selling skills that are 
"9,9" as described on the Sales Grid 
(below) can be learned by salesmen who 
have other Grid orientations. The possi-

bility is that any salesman can system-
atically change his basic selling strategy. 
Selling styles are neither permanent nor 
rigid. But the salesman must examine 
why he sells the way he does, learn 
other possible ways by experimenting 
with them, and develop the skills to 
apply them. 

To gain a deeper understanding of the 
implications that underlie Sales Grid 
Seminar results, two kinds of back-
ground information are needed. One is 
brief knowledge of the Sales Grid and 

the Customer Grid. The other is an un-
derstanding of what goes on in the 
Seminar. 

TWO GRIDS IN SELLING - FOR THE 
SALESMAN, FOR THE CUSTOMER 

Those acquainted with the Managerial 
Grid2 will see the relevance of the Sales 
Grid and the Customer Grid for learning 
how to sell. Grid theory is their com-
mon basis. The Grid has been widely 
used in industry, government, and ser-
vice organizations since 1962 for train-
ing managers, engineers, technicians, 
staff people, and wage earners. More 
than 125,000 people in 22 countries 
have participated in Grid learning activi-

ties, which are available in eight lan-
guages. 

On the Sales Grid the horizontal axis is 
Concern for Making a Sales, the vertical, 
Concern for the Customer. On the Cus-
tomer Grid the horizontal axis is Con-

cern for Making a Purchase, the vertical. 
Concern for the Salesman. 

The Sales Grid in Figure 1 shows the 9,1 
pusher in the lower right-hand corner, 
whose hard-sell drive is directed toward 
overwhelming the customer, the 1,9 

people-oriented person who thinks 
friendship is what produces sales, the 
1,1 order taker who offers the cata-
logue, leaves his phone number, and 
withdraws: and the 5,5 middle-of-the 
Grid formula salesman, who uses rou-

tines, tricks, and gimmicks of selling. 

The 9,9 problem-solving salesman, as 
contrasted with all the others, works 
with the customer, digging out facts 
about his problems and needs, testing 
possibilities to see what can best fit the 
customer's requirements. He is selling 
solutions. 

The Customer Grid shown in Figure 2 is 
parallel to the Sales Grid. The 9,1 defen-

sive customer distrusts salesmen and en-

joys battling through every sales inter-
view. The 1,9 pushover has his mind 
more on pleasing the salesman than 
making a sound purchase. The customer 
in the 1,1 "qui t" corner avoids salesmen 

or takes the line of least resistance. In 
the middle is the 5,5 reputation buyer, 
who maintains his social status by buy-
ing what others are likely to admire. 
Finally, in the upper right-hand corner 
is the 9,9 solution purchaser, who is 
ready to share a problem with the sales-
man and who respects the salesman's 
ability to contribute to its solution. 

THE SALES GRID SEMINAR 

Sales Grid Seminars are instrumented. 
The pace of activities is rapid. The 
method combines theory, experience 
through practice, observation and com-
parison of results, individual personal 
feedback, and plans for application. The 
entire Seminar design is built around the 
goal of improving sales effectiveness 
through increasing participants' self-
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objectivity. This leads to replacing less 
effective approaches which fail to sell 
when the competition is rigorous. By 
the end of the Seminar, as a result of 
the information and feedback which 
others have provided, a majority of par-
ticipants see their sales stvles different-
ly-

Sales Grid Seminars are preceded by 
prework with emphasis on study of The 
Grid for Sales Excellence. Tests, ques-
tionnaires, and other evaluation instru-
ments are completed to provide a basis 
for Seminar activity. In the Seminar 
itself, a task is completed to ensure par-
ticipant understanding of Grid concepts. 

Another permits participants to practice 
identifying sales and customer Grid 
styles. This activity serves as a basis for 
later feedback on participant styles as 
observed by others along with the sales 
results achieved. 
The selling experiments include a four-
sequence activity. Participants acting as 
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1,9 People Oriented i | 

I am the cus tomer ' s f r i end . I wan t to 
unders tand him and respond to his feel-
ings and interests so t h a t he will like 
me. It is the personal bond tha t leads 
him to purchase f r o m me. 

1 ! ! 
9,9 Problem-Solving Oriented 

I consul t with the cus tomer so as to in-
fo rm myself of all the needs in his situ-
ation tha t my p roduc t can sat isfy. We 
work toward a sound purchase decision. 

5 ,5 Sales Techn ique Oriented 

have a t r ied-and-true rout ine f o r get-
t ing a cus tomer to buy. It mot ivates 
him through a blended "pe r sona l i t y " 
and p roduc t emphasis . 

1,1 Take-l t-or-Leave-l t 

I place the p roduc t be fo re the cus tom 
er and it sells itself as and when it can. 

9,1 Push- the-Product Oriented 

I take charge of the cus tomer and hard-
sell him, piling on all the pressure it 
takes to get him to buy." 
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customers buy from salesmen selling dif-
ferent brands of the same products. The 
experiment is designed so that a cus-
tomer chooses one of two competing 
salesmen to do business. with. Then 
comes a double diagnosis. Salesmen 
identify customer Grid styles, customers 
identify salesmen styles. The activity 

ends with a critique session. Successes 
or lailures of .salesmen are analyzed. 
A second selling experiment takes place 
the next day. Yesterday's salesmen be-
come today's customers and vice-versa. 
Summaries oi results and the data that 
are gathered highlight the ingredients of 
success. Other activities lead to the feed-

back on personal Sales Grid styles, anal-
ysis of actual baek-home customer inter-
views, and planning for individual appli-
cation of what has been learned when a 
salesman returns to his job. 

WHAT THE DATA ARE TELLING 

The data obtained permit measurement 
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Low 1 

1,9 Pushover 

When a salesman w h o likes m e t e c o m -
- mends something , it must be good . So 

I am likely t o buy it. I seem to buy 
more than I peed, and many things 
d o n ' t suit . 

i 
I 

9,9 Solut ion Purchaser 1 

I 've already surveyed my general needs, 
and now I am looking fo r the specific 
p roduc t t ha t will sa t isfy them best at 
the price 1 can a f f o r d , i ! 

i 
i i j ; 

I 

5 ,5 Reputa t ion Buyer 1 

The best guide to purchasing is o the r 
people 's experiences, tested over the 
long te rm. A p roduc t ' s prestige can en-
hance my own if I purchase it. . 

1,1 Couldn ' t -Care-Less | 

I avoid salesmen if I can. Seeing them 
is a bo the r . If there ' s any risk of my 
being wrong, the " b o s s " or someone 
else had be t te r okay the purchasing de-
cision. ! 

i 

9,1 Defensive Purchaser 

No salesman is going t o t ake advantage 
of me. Instead, I'll d o m i n a t e him and , 
if I buy , get as much as possible f o r 
every d ime I spend. 

Low 
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Concern fo r t he Purchase 

Figure 2 

The Customer Grid® 
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(Reprinted by permission from Blake, Robert R., & Mouton, Jane Srygiey. The Grid for Sales Excellence: Benchmarks for 
Effective Salesmanship. McGraw-Hill, 1970, page 10.) 
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of the effectiveness of each of the Sales 
Grid styles. As shown in Table I, based 
on data from 136 participants in both 
public and in-company Seminars, 61 
percent of the successful sales were 
made by salesmen seen by their custom-

of the Seminar, having received personal 

feedback on their actions during the 
three-day period, and having related this 

to their on-the-job selling results, only 
32 percent saw themselves as having 
formerly operated with a 9,9 strategy. 
They recognized much more 9,1 and 5,5 

in their behavior. 

During the Sales Grid Seminar the 9,9 
selling strategy is not fully achieved by 
all participants. But most become aware 
of its advantages and limitations in com-
parison with other selling styles. This 
insight is important because in actual 
practice, they learn that customers 
choose between types of salesmen, as 
demonstrated in Table I. 

IMPLICATIONS 

The findings from these Seminars and 

data permit several conclusions to be 
drawn: 

1. The Sales and Customer Grids pro-
vide a useful way for participants to 
differentiate between various styles 

and analyze what's happening during 
a salesman-customer interaction. 

2. The sales experiments, under con-
trolled conditions, provide empirical 
measurement which shows the effec-
tiveness of different Grid styles for 
selling. 

3. Self-deception among salesmen is 
high, but can be stripped away to en-
able thern to identify those areas 
needing improvement to increase 
sales. 

4. Salesmen are provided a conceptual 
basis for assessing the logic and emo-
tions from which a particular cus-
tomer is operating. 
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TABLE 1 

SALES SUCCESS BY GRID STYLES 

Grid Percent of Sales Made 
Styles by Grid Style 

9,9 61.0 

5,5 23.5 

9,1 8.1 

1.9 6.6 

1,1 .8 

ers as 9,9. The next most effective style 
was 5,5. Where one of the two compet-
ing salesmen is seen as 9,9 and the other 
is not, 9,9 makes the sale in 94 percent 
of the instances. This suggests that other 
styles are rejected when they are com-
pared with solution selling. 

The data also reveal the effectiveness of 
the Seminar in stripping away self-de-
ception. As shown in Table II, 61 per-
cent of the participants at the start of 
the learning saw themselves as having a 

9,9 selling style on the job. At the end 

TABLE II 

SALES GRID PARTICIPANTS' 
SELF-DESCRIPTIONS 

BY GRID STYLES 

Percent of Grid Style 
Self-Descriptions 
by Participants 

Grid 
Styles Pre Post 

9,9 61 32 

5,5 24 36 

9,1 8 21 

1,9 ; 6 10 
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EDUCATIONAL A N D 
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Thousands of users in Universities, 
Industries, Government, Churches, 
Menta l Heal th H o s p i t a l s , High 
Schools and Libraries have pro-
claimed this film as one of the best 
in the world. Those familiar with the 
always available B & W version 
will find the addition of "Mood 
Color" . . . 

• Increases impact of the film 
| • Heightens recall 

• Aids in discussion as characters 
more sharply delineated 

• Adds an aesthetically pleasing 
new dimension 

• Involves emotions of viewers at 
heightened levels 

In Black and White or "Mood Color" 
this film is used for: 

• General and Social Psychology 
• General Semantics . . . Prejudice 
• Business Administration 
• Behavioral Sciences and Personnel 
• In-Service Training 
• Human and Employee Relations 
• Communications, Sensitivity Tng. 
• Executive and Management Dev. 
• Sales and Marketing Training 

B & W 16mm $250 ea. English only 
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Shipping charges not included 

Send for FREE discussion leaders 
guide and fu l l informat ion. 
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