This is gawr GUIDE
to help you present
to your prospects...

= CLUSIVE features

“"—’) of the New 1955
Chevrolet.




FACTS about this Film axd HOW it will holp youl

can be shown by itself as a separate unit or both
parts can be shown . . . depending on the individual
circumstances of the sale you are making.

This fact-filled, sound film in color is designed for use
by the individual salesman in the salesroom as early

as possible in the feature presentation of the product.

A colorful visval impact and easy-to-understand ex-
planation will provide the prospect with a better

The film . . . The Great New Motoramic Chevrolet is
W in TWO PARTS. Each is complete in itself. Each part

knowledge of ‘55 features . . . paving the way to-
ward a more effective demonstration and a quicker
close.

THE GREAT NEW
MOTORAMIC

.+ . You will find that it
will be easier for you to
get your prospects to sit

still”” long enough for some
serious selling. This is because few people can
resist an invitation to look at a color film. Once
under way, fewer prospects still can resist being
interested. They will become relaxed and more in
the mood to listen and to be sold.
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ADVANTAGE 2

INFORMATION

. . the kind of selling facts you
need to know about the prospect
before you can really sell him. You

This film is not intended as a replacement for your
own selling ability or as a stand-in for any of your
important selling tools such as your Album. But it
is designed to supplement your selling tools and make
selling easier and faster,

This film will create more interest in certain hidden
features otherwise invisible to the naked eye.

It will lend prestige and authority te your feature
presentation and help you create the valuable im-
pression of wanting to do a better job.

It will multiply the prospect’s first good impression
of the 1955 Chevrolet and it will act as a product-
knowledge refresher for you when you need it most.

will be able to watch for and weigh

the prospect’s reactions to the contents of the
film while he is wrapped up in the film. You will
have a few valuable moments in which to plan
your next selling step.
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PART | zua (’ the GREAT NEV?‘\

PART Il oy~ MOTORAMIC CHEVROLET -

(what is in them nn what they are mtemled to do)

many exclusive advan-
in any other car in the

ntures common o the
’ 3lue-Flame 123, and
the Album or by k ~ —12-Volt Electrical System
—Power-Hushed Cooling
—Full-Pressure Lubrica
—Automatic Choke :

—Poised-Power
Mounting




WHEN AND HOW
PART | or PART |

a prospect...

together or separately
in order to help you sell

. in interesting the walk-in prospect with no special
interest in mind. Introduce the film like this: “I'm sure

you'd like to see a color film which will point out just
how the New ‘55 Chevrolet offers exclusives un-
matched in any other car.”” After showing PART |,
answer questions on specific features by showing

PART Il or by using your Album or other selling tools.

. in qualifying prospects as to their buyer interests.
Show PART | and note comments and reactions to
specific features, Emphasize these in later selling talk.
If these same features are detailed in PART I, pro-
ceed to show PART Il of the film.

. in clinching sales when the prospect isn‘t ready to say
“yes.” You no doubt have had the experience of
having presented the car, given a road demonstration
and you have the prospect in the closing room. But,
the prospect objects to price or trade-in allowance.
You can‘t go higher and the prospect won't budge.
Effective selling technique in such cases calls for justi-

fying the price by re-selling the features of Chevrolet.
PART | of this film is an effective way of breaking the
stymie. Simply say, “While you're thinking it over, let's
look at a sound film in color we have just received
from Detroit.”” This provides a good change of pace
and at the same time the film raises the prospect’s
buying temperature. The beautiful color pictures will
whet his appetite for the car all over again and will
help “‘soften him up’ for a fresh approach to over-
coming his price objections. After the film ASK FOR
THE ORDER.

. in leading vp to the demonstration ride. Use PART |

to show prospects features they should keep in mind
during the demonstration. Introduce it like this: “Before
we start out I'd like to show you a sound film in
color. It will give you the reasons for the many fine
advantages you will experience in Chevrolet.”

. in answering objections. You have a ready-made

answer in PART Il of the film because features are
presented in their proper relation to one another to
give the prospect the right viewpoint of a single
feature and how it contributes to the whole engine,

chassis or body story.

. in emphasizing specific features. When a prospect

voices interest in or enthusiasm for a specific ‘55
Chevrolet feature it is your cue to sell that feature
visually and colorfully by intreducing PART Il of the
film. In using the film to emphasize specific features,
introduce it like this: “I'd like you to see exactly how
Level Flight Braking Control works. At the same time,
you’ll be able to see many other new and exclusive
Chevrolet features as well.”



FOR A MORE EFFECTIVE
PRESENTATION OF THE

GREAT NEW

MOTORAMIC CHEVROLET
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Use every opportunity covered in this booklet—
plus sales situations common to your own deal-
ership — to use The Great New Motoramic Chev-
rolet as an important part of your feature pres-
entations and as a qualifier.

Use this film PLUS other showroom selling aids
to make your presentation one which leads to
a signed order.

Weigh each situation carefully to determine
which parts of the presentation should be shown
and when.

Use showmanship. Make sure lighting is ade-
quate. Keep projector threaded. Provide com-
fortable seating arrangements.




