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Big businesses-small businesses-growing businesses -are represented in the case studies in this book. 
No matter what the size of your business, a problem in long-distance communication which is important to you is 
important to the Telephone Company. If a review of the material in this book fails to bring an answer to your spe-­
cific need, call the local office of your Telephone Company. Out of experience we may be able to help you. 
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He can't fight-me and 
my brother and two cousins, 
we nearly licked him. 

-ANCIENT WISECRACK 

A UNIVERSAL NEED in both large and small businesses is a little extra 

man-power in the right place at the right time. 

Business is being done at high speed and over wide areas; there is a con­

stantly increasing demand for close coordination and close working arrange­

ments between a business and its customers and between headquarters, field 

representatives, factories and sources of supply. 

The Telephone System has made careful studies of the application of long­

distance service to all departments of a business. Some of the results of those 

studies, and some of the savings effected in small and large businesses, are 

recorded in this book. 

The fundamental purpose of the book is to show how the man-power in 

many businesses is being put to work in the right place at the right time; how 

executives who are tied to desks by home office affairs are taking an active 

part in the development of their businesses through close personal contacts 

with sales forces and customers; how travel time is being made more produc­

tive; how some of the time previously wasted by salesmen in waiting rooms is 

being saved; how collections and adjustments are being made quickly with 

a minimum of misunderstanding and rancor; how order and production de­

partments are being made to run more smoothly and to give better service 

through close working arrangements with both sales departments and cus­

tomers; how old friendships with customers are being kept alive when the 

time required to visit them can't be spared; how new friendships are being 
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developed by executives from their desks at the home office; and how this is 

being accomplished with a small investment of time and money. 

This is the story of the place in business of long-distance telephone and 

teletypewriter service. It is not a book of theory. It is based on experience 

in many businesses ranging from those run by a few men to those employing 

many thousands. 

The further purpose of the book is to help you to coordinate long-distance 

communication with advertising, sales promotion, selling, purchasing, pro­

duction, delivery and collection practices. 

If you want more information about any of the long-distance telephone 

usages described in this book; or if you have any specific situation involving 

communication on which you would like help, call your local Telephone 

Business Office. Men whose sole concern is the study of communication 

problems will be glad to help you. 

NEW ENGLAND TELEPHONE AND TELEGRAPH COMPANY 
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Eight rate reductions in 12 years 

The sample rates on this page give a general idea of the reductions 
in rates between distant points in a 12 year period. Hand in hand with 
these reductions the average time required to make connections has been 
reduced from six minutes to seventy-eight seconds. Night and Sunday 
rates are much lower than day rates. 

Station-to-Station 

Sample rate reductions, 1926-1938 DAY RATES 

1926 1938 
Boston to \Vashington, D. C ........... $2.40 $r .25 

Portland, Me., to Cleveland, Ohio ..... 4.00 1.90 

Providence, R. I., to Chicago, Ill. .. 5.4o 2.50 

Manchester, N. H., to Denver, Colo .... I I .05 4.75 
Burlington, Vt., to San Francisco, Cal. . 16.45 6.50 

Sample night Station-to-Station 

and all-day Sunday rates, 1938 NIGHT A1'D ALL-D,w 

SUNDAY RATES 

Bos ton to \\' ashington, D. C. . . . . . . . . . . $ . 7 5 

Portland, Me., to Cleveland, Ohio. . . . . r. r 5 

Providence, R. I., to Chicago, Ill.. . . . . . r .50 

:Manchester, N. H., to Denver, Colo.. 3.25 

Burlington, Vt., to San Francisco, Cal. . 4.25 

Per son-to-Per son 
DAY RATES 

1926 1938 
$3.oo $1 .65 

5.00 2.55 

6.75 3· 25 
13.80 6.25 

20.60 8.75 

Per son-to-Per son 
NIGHT AND ALL-DAY 

SUl'>DAY RATES 

$1.15 

1.80 

2.25 

The above rates are for the initial period of 3 minutes; night rates apply from 7 p. m. 
to 4.30 a. m. 

A small Federal tax applies where the charge is 50c or over. 
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These are pictures oF similar opportunities - In one of these pictures a major executive sits face to face with_ 
a customer. In the other these same two men are supposedly separated by several hundred miles. In each situation, 
however, there is an opportunity for an exchange of viewpoints on policies, on merchandise, on market needs or 
conditions, and for an expression of interest in each other's personal welfare. There is an added advantage in the­
long-distance telephone situation. This sort of contact can be made at surprisingly small cost when the time re­
quired for a personal visit can't be spared. 
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But this opportunity is too often neglected - Without moving from your desk, simply by reaching for 
your telephone, you can talk just as intimately with your customer as you can when you sit face to face with him 

--in his office. You can express your personal interest in him and his affairs. You can exchange viewpoints on any 
matter of mutual interest - policies, products, or market conditions. You can gather the first-hand information 

_ which you need to run your business most profitably. You can do this a t a very low cost. 
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How any executive can make profitable contacts with 

customers1 with sales forces or with distributors at small cost 

and with a minimum expenditure of time 

"I know it's .flattery-but I like it" 

A visitor sat and waited while the superin­
tendent of a large manufacturing organization 
in Boston answered the telephone. In a few 
minutes the superintendent hung up the re­
ceiver and turned to the visitor. 

"That call," he said, "was from the general 
manager of one of our regular sources of supply 
in New York. A few days ago we got a shipment 
of material from them. The manager called up 
to find out how it's working. It's a smart organi­
zation; they never overlook a thing. Next week 
I'll get another call-on my birthday; they 
must keep a tickler system, they always remem­
ber my birthday." 

The superintendent hesitated a moment. "Of 
course," he said, "I know it's flattery, but, 
gosh, how I like it." 

There was a thoughtful pause. 
Then the superintendent added, "They sure 

make it tough for their competitors." 
There is an unusual story back of this inci­

dent; a story of the successful holding of a large 
amount of business in the face of strong competi­
tion by executives who are closely tied to desks 
by administrative duties. It should prove es­
pecially interesting to you if you are a busy ex­
ecutive with comparatively little time for con­
tacting important customers. 

The visitor was a salesman selling a fine prod­
uct competitive to that of the general manager 
who had just talked to the superintendent over 
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the long-distance telephone. The visiting sales­
man was a close personal friend of the super­
intendent,- so close that the superintendent 
sincerely wanted to give him business. Yet his 
statement to the salesman was that he couldn't 
switch the business without causing a small riot in 
his own plant. He told his salesman friend that, 
in addition to the salesman who called regularly 
from this source of supply, five principal execu­
tives-president, executive vice-president, gen­
eral manager, sales manager and production 
manager-were keeping in touch with his organi­
zation and with everyone who had anything 
to do with the operation of the plant and the 
processing of the product. Once a year each ex­
ecutive paid them a visit. Every week without 
fail, however, one of them telephoned with some 
reasonable excuse. As a result of this system, 
nothing could go wrong for long. The superin­
tendent said that this attention made it impossible 
for competitors to break in. His statement to the 
salesman was that he was competing not with 
one salesman, but with six topnotch salesmen. 

The further important details are as follows: 
The business volume is about $250,000. 

The telephone calls, one each week, cost about $200 

per year. 
The time actually expended on the telephone by all 

the executives combined in a year is about six hours. 
Very little money; very little time)· but excellent 

results. 
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The first fact to which we direct your atten­
tion is that this is an unusual story, yet it can be 
matched to some degree by many other ex­
periences. 

The further facts to which we direct your at­
tention are these: 

The long-distance telephone visit has the 
same personal quality that is found in the 
premise visit. It is accepted as personal atten­
tion. It gives you and your customer the same 
opportunity for discussion and for exchange of 
opinions and viewpoints that you would have if 
you sat face-to-face with him in his office. 

For these reasons the regular use of the tele­
phone can help you to maintain a personal 
friendly relationship with customers. It also can 
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help you to gather first-hand information re­
garding customer opinions of your policies, your 
product, your service and competitive activities. 
If any competitive situation becomes acute, the 
long-distance telephone enables you to gather 
full information from numerous distant points 
almost simultaneously, and to act on the infor­
mation with no delay. 

No customer is farther away than the tele­
phone at your elbow. 

If you are tied to your desk by administrative 
duties, we suggest that you test the long-distance 
telephone call as a builder of customer good­
will and as a means for keeping in touch with 
conditions affecting your customers and your 
business. 
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How to better control a telephone conversation - With careful organization, a great deal of ground can be -
covered in a telephone conversation in a short time. Those who use the long-distance telephone regularly with cus­
tomers and prospects find it helpful to list subjects to be discussed in the order that they should be taken up. This 
makes it possible to introduce the new subject just as soon as one matter is settled. Notes should be kept of replies. -
On page 15 you will find some suggestions for getting extra values out of telephone comments by customers and 
prospects on quality, prices, market conditions and competitive activities. 
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How to insure against neglect of any important customer 

by executives 

How to set up a long-distance call system 
There are special occasions and emergency 

occasions when a customer located at a distance 
is reasonably sure to get personal attention from 
a sales manager, a production manager or a 
superintendent. This is when he sends in an ex­
ceptionally large order; when he sends in an 
order of an unusual nature; or when he sends an 
order of reasonable size on which the instruc­
tions are not clear. 

On these occasions some executive automati­
cally reaches for the long-distance telephone. 
These special or emergency uses of long distance 
please customers and help to build good-will. 
They keep customers conscious of the fact that 
you appreciate their business and are doing 
your part to give them good service. 

To build good-will among a large group of 
customers, however, demands regular and per­
sistent attention on a systematic basis. We sug­
gest the following steps: 

ONE: Go through your customer list; select the names of 
customers whom you want to call regularly. 

TWO: Provide a tickler file. List the names of customers 
and a few of the items in which they are interested. 

THREE: Before making calls be sure your information 
regarding the customer's orders is up-to-date. 
Consult with the order, production and shipping 
departments. 

FOUR: Be sure you know exactly what you are going to 
talk about. List the items on a call slip similar to 
that shown. 

FIVE: Keep notes of customer replies and comments. 
The call slip will help you do this. 

SIX: Have the notes transcribed and filed for reference. 
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TELEPHONE 11;EMO 

Party Called ____ Tel.No. ____ Date ____ _ 

SubJecte :ror dlscusslon 

1. Order 27615-A shipped Tues. 
Has it been received? He.s 
Adams looked at the finish 
on these !tens? 

2. Prospect of price raise on 
June 10 - Ask about stocks. 

3, Can we .delay shipment of 10 
cases of hard ... .f'inished mater­
ials till June 25? 

4. Remember to ask about Rich ... 
at'dson ts w~fe in hosp1 tal -
minor operation, 

5. Get dope. on new prices o:t 
Sampson & Elwvll. 

COMMENTS; 

Result of Conversation 

~'i'ntt'.~?l'H1":~f 
~.-;~£~~ 

~!ff.~.-;~ ...• 
~.~.~ ........ . 

When a system similar to this is used, you 
neglect no customers and gradually you build 
up a file of valuable information. 

N DTE: If you call a list of customers on a regular schedule, 
it may be to your advantage to use the sequence calling 
list sheet shown on page 50. 

TCI Library  www.telephonecollectors.info 



How to get Full value out of information gathered over 

the long-distance telephone 

"We thought everyone knew about our new price policy" 

A large mercantile organization takes the 
bulk of its orders over the long-distance tele­
phone. On its order blank is a space reserved 
for customer comment. Following the inaugura­
tion of a new price policy, the general manager 
was thumbing through a pile of orders and 
casually noting comments by customers. It 
seemed to him that an exceptionally large num­
ber of the comments touched on the price policy. 
He decided on a more careful examination of 
these comments. This examination brought to light 
the fact that a large number of their customers were ig­
norant ~f the new policy and that this was causing a 
loss ef business, despite the fact that the general 
manager and members of his organization had felt sure 
the new policy had been fully explained. A combined 
direct-mail and telephone campaign was im­
mediately set in motion to correct the situation. 

This experience illustrates a method by which 
a close check can be kept on business by means 
of the long-distance telephone, a check suffi­
ciently close so that no adverse situation can get 
far out of hand, and any new market oppor-

. tunity will be sensed almost immediately. 
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This method involves three steps: 

ONE: Regular executive contacts with customers by 
long-distance telephone as suggested in previous 
pages. 

TWO: A careful report on a special form of any com­
ment affecting product, service, competitive ac­
tivities or market opportunities. 

THREE: A periodic examination of these reports. 

The important point to keep in mind is that only 
through the periodic examination ef these records are 
trends revealed. 

Over a period of a few months many com­
ments similar in character may be made by cus­
tomers. The repetitive and collective significance 
of these comments will seldom be noted, how­
ever, because the comments that are similar in 
character will be interspersed by other diverse 
comments. In the periodic examination those 
comments which are similar in character can­
not escape notice. 

Forms similar to that shown on page r 5 for 
tabulating customer comments will be furnished 
on request. 
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The low cost in money and time of contacting customers, 

sales forces, selling agencies, and of gathering information 

by long-dista nee telephone 

There can be no complete appraisal of the 
value of the use of the long-distance telephone 
unless cost is included. 

In the pages following you will find costs of 
contacting two groups of cities by telephone: a 
group of New England cities and a group of 
cities that would represent a fairly complete na­
tional distribution outside of New England. 

These tables are set up in this way to give 
you a general idea of the cost of contacting by 
telephone similar groups of cities from a home 
office in New England. Before taking a look at 
these tables, we suggest that you consider one 
other cost factor. This factor is time. 

It is not an easy matter to slice a day or two 
out of a busy week to visit customers, even 
though you recognize the full importance of 
those visits. 

It is possible, however, to pick up ten, fifteen, 
or twenty minutes out of even your busiest days 
without seriously interrupting any activity. 
This permits you to make personal contacts 
daily over long distance with two, three or four 
customers. In the course of a month, with no in­
terruption of your normal administrative duties, 
you run up a surprising total of profitable con­
tacts with customers or distributors-some­
where between fifty and a hundred. 

If you are doing business in the major New 
England cities your average investment per call 
of three minutes is less than sixty cents. For that 
modest investment you turn a few odd moments 
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each day into productive time; you keep in per­
sonal touch with conditions throughout a broad 
territory so that when you can spare a few 
days' time for a trip, you are in a position to ac­
complish many things that otherwise you could 
not accomplish. 

If you are doing business on a national scale, 
including the west coast, your investment 
averages about three dollars for a three-minute 
conversation. Here, too, this modest investment 
enables you to turn odd moments into produc­
tive time. You are always up to date on what is 
happening in the field. 

There is also one other factor that should not 
be overlooked. This factor is speed. 

There are times in every business when every 
minute lost in the exchange of information with 
distributors, branch offices or customers costs a 
great deal of money. Long distance offers the 
fastest possible personal contact with distant 
points. 

Over long distance you can talk intimately 
with ten to twelve persons an hour regarding 
new policies, new merchandise, new promotion 
plans, price changes or competitive activities. 

So, in considering the cost of long distance, 
we suggest that you keep in mind, first, that it 
enables you to turn odd moments into produc­
tive time; second, that when speed of coverage 
and personal discussion are necessary, the use 
of long distance gives you the quickest possible 
return on your investment. 
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BOSTON to: 

Long-distance telephone costs From Boston 

to 3 5 New England cities 

Station- Person- Station- Person- BOSTON to: Station- Person- Station-
to-Station to-Person to-Station to-Person to-Station to-Person to-Station 

MAINE DAY DAY NIGHT NIGHT RHODE ISLAND DAY DAY NIGHT 
Portland .............. $ .75 $ .95 $ -40 $ .70 Providence . . . . . . . . . ... $ -40 $ ·55 $ .25 

Augusta .............. .g5 1.20 .50 . B5 Pawtucket ............ ·35 .50 .25 

Bangor ............... r. r5 r.45 . 60 .g5 Woonsocket ........... ·35 .50 .25 
Lewiston ............. . B5 r.05 .45 .75 Westerly .............. .60 .Bo .30 

Newport .............. -45 .60 .25 

NEW HAMPSHIRE 

Manchester ........... -45 .60 .25 ·55 MASSACHUSETTS 

Nashua ............... ·35 .50 .25 .50 Worcester ............. ·35 .50 .25 

Concord .............. .50 .65 .25 ·55 Springfield ............ .60 .Bo .30 

Laconia .............. .65 .B5 ·35 . 60 Brockton ............. .20 .30 .20 

Portsmouth ........... ·45 .60 .25 ·55 Clinton ............... .35 .50 .25 

Keene ................ .60 .Bo .30 .60 Fall River ............ .40 ·55 .25 
Fitchburg ............. .40 ·55 .25 

VERMONT Gardner .............. ·45 .60 .25 

Burlington ............ r.05 r.30 ·55 .go Greenfield . . . . . . . . . . . . .60 .Bo .30 

Rutland .............. .B5 r.05 .45 ·75 Holyoke .............. .65 .B5 ·35 
Montpelier ............ .g5 I.20 .50 .B5 Lawrence ............. .25 ·35 .25 

Barre ................ .go r.r5 .50 .B5 Lowell ............... .25 ·35 .25 

Bennington . . . . . . . . ... .Bo I.00 .40 .70 New Bedford .......... .40 ·55 .25 

Brattleboro ........... .65 .B5 ·35 .60 North Adams ......... .Bo I.00 .40 
Pittsfield .............. .Bo I.00 .40 

$20.55 $26.B5 $rr.65 

ToTAL CosT, 35 cities, I call each from Boston, day rate. $20.55 

Average cost per call . .... . . . . . . . . . . . ... . .. .58+ 

The above rates are for 3-minute station-to-station calls. A small Federal tax applies where the charge is 50c or over. 

Night rates apply from 7 p. m. to 4.30 a. m. 

Rates as of January I, I 938. 

Person-
to-Person 
NIGHT 
$ .50 

.50 

.50 

.60 

·55 

.50 

.60 

.30 

.50 

.50 

.50 

·55 
.60 

.60 

·35 

·35 
.50 

.70 

.70 

$2 I. I 5 

Person-to-person and statio~-to-station calls. In the use of long distance it is often necessary to reach a particu­
lar person or department. Any call asking for a particular person or department is a person-to-person call. In 
a station-to-station call you talk to any one who answers at the called number. The person-to-person rates are 
higher than station-to-station rates. When you make a person-to-person call and the called telephone is reached 
but the person desired is not available, a small "Report Charge" is made. Usually this report tells you when and 
where the party you want can be reached. 
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Long-dista nee telephone costs from Boston 

to 35 cities - national coverage 

BOSTON to: 
Station- Person- Station- Person- Station- Person- Station- Person-

to-Station to-Person to-Station to-Person BosTON to: to-Station to-Person to-Station to-Person 
DAY DAY NIGHT NIGHT DAY DAY NIGHT NIGHT 

Springfield, Mass ....... $ .60 $ .80 $ . 30 $ .60 Portland, Ore .......... $6.50 $8.75 $4.25 $6.50 
Buffalo, N. Y. ......... r.30 I.75 . 80 r.25 San Francisco, Cal. ..... 6.75 g.oo 4.50 6.75 
Pittsburgh, Pa ......... r.50 2.00 .go r.40 Los Angeles, Cal. ....... 6.50 8.75 4.25 6.50 
Cleveland, Ohio ....... r.70 2.25 1.05 1.60 Dallas, Tex ............ 4.25 5.75 2.75 4.00 
Detroit, Mich .......... 1.85 2.45 I. I 5 I.75 El Paso, Tex ........... 5.5o 7.25 3.75 5.50 
Columbus, Ohio ....... 1.90 2.55 I. I 5 1.80 New Orleans, La ....... 3.75 4.75 2.25 3.25 
Cincinnati, Ohio ....... 2.20 2·95 1.35 2.10 Memphis, Tenn ........ 3.25 4.25 1.95 2.90 
Louisville, Ky . . . . . . ... 2.40 3.25 1.45 2.25 Birmingham, Ala ....... 2.90 3.75 I. 75 2.60 
Indianapolis, Ind ....... 2.30 3.00 1.40 2.10 Atlanta, Ga ........... 2.60 3.50 1.60 2.45 
Chicago, Ill. . . . . . . . . .. 2.50 3.25 1.50 2.25 Miami, Fla ............ 3.50 4.50 2.10 3.00 
Milwaukee, Wis ....... 2.60 3.50 1.60 2.45 Jacksonville, Fla ........ 2.90 3.75 I.75 2.60 
Minneapolis, Minn ..... 3·25 4.25 1.95 2.90 Charleston, S. C ... .... 2.30 3.00 1.40 2.IO 
Des Moines, Iowa ...... 3.25 4.25 1.95 2.90 Charlotte, N. C ........ 2.20 2.95 1.35 2.IO 
St. Louis, Mo .......... 2.90 3.75 I.75 2.60 Richmond, Va ......... 1.45 1.95 .go r.40 
Kansas City, Mo ....... 3.5o 4.50 2.10 3.00 Washington, D. C ...... 1.25 1.65 .75 I. 15 
Denver, Colo .......... 4.75 6.25 3.25 4.75 New York, N. Y. ....... .80 I. IO .50 .80 
Salt Lake City, Utah ... 5.5o 7.25 3.75 5.50 Providence, R. I. ....... .40 ·55 .25 .50 
Seattle, Wash .......... 6.50 8.75 4.25 6.50 

$107.30 $141.95 $67.70 $xor.8o 

ToTAL CosT, 35 Cities, 1 call each from Boston, day rate ... . 

Average cost per call . . . . . . . . ........................ . 

The above rates are for 3-minute station-to-station calls. A small Federal tax applies where the charge is 50c or over. 

Night rates apply From 7 p. m. to 4.30 a. m. 

Rates as of January 1, 1938 

Overtime rates are approximately one-third of the initial three-minute period rates, except where the station-to­
station rate is 25 cents or less. Overtime is charged for each additional minute or fraction thereof of conversation 
beyond the initial three minutes. 

Exact costs can be kept on long distance with a very small expenditure of time. The sequence lists shown on page 
50, the credit card on page 63, and the forms for tabulating costs pictured on pages 56 and 57, are all practical 
helps in recording and tabulating costs against results. A request to any local business office of the Telephone Com­
pany will bring you a supply of these devices sufficient for your needs. 
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A little more peace-oF-mind For a sales manager - a little more business For his company - This sales 
manager is doing a sensible thing. He's clearing his mind of worry. He should take a trip to see a number oL 
customers. He has a lot of desk work that can't be neglected. Simply by reaching for the long-distance telephone he 
clears his mind of concern about the customers. They're all glad to hear from him. He talks with them as intimately 
as though he had made the trip. From some of them he gets orders. From all of them he gets useful information­
regarding general business and market conditions. He can go back to work at his desk with his mind free for he has 
gathered exactly the same pertinent up-to-date information that he would have gathered on the trip. 
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The profit in personal contacts by telephone 

between the sales manager and customers 

If you are a sales manager you have, among 
other worries, the thought of many customers 
you should see more often. 

You can't forget these customers. 
You are not allowed to. 
Salesmen say: "I wish you could spend just a 

couple of days in my territory. It sure would 
help." 

The general manager says: "You ought to get 
out on the road more. There are a lot of people 
you ought to see." 

Even without this prodding, the urge to get 
out on the road is constantly with you. There 
are customers who turn business your way 
partly because of their friendship for you; you 
don't want to neglect these customers. There 
are other customers who find attention from 
you as sales manager subtly flattering; a visit 
from you helps the salesmen who cover these ac­
counts. Then there are still other customers who 
want to see you for sound and practical rea­
sons; they want to take advantage of your 
knowledge and experience; they want to discuss 
merchandise, service and policies, and to lay 
specific problems before you in the hope that 
you can give them help and advice. 

All of these contacts are important to you. 
Out of them you get some new business. In ad­
dition you gather a great deal of first-hand in­
formation about the strong and weak points of 
your products and service, and about market 
opportunities. 

If your duties are as multitudinous as those of 
most sales managers, your problem is to find 
time to make these customer contacts frequently 
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enough. There is administrative work which 
must be done. You can't shorten travel dis­
tances. You can't stretch time. So, you must 
either partially neglect customer contacts or 
find a way to keep in touch with customers 
which does not involve too much time. 

In this situation the long-distance telephone 
has been surprisingly helpful to many sales 
managers; first, in helping them make a better 
use of travel time; and, second, as a factor in 
actual contacts with customers. 

Those who have experimented with calling ahead 

for appointments on trips have saved marry days and 

have stepped up the number of customer visits, in some 

cases more than.fifty per cent, with no increase in the 

time used on the trip. The full story of time-saving 
and the methods employed in appointment 
calling are found on pages 41 to 43. 

This saving, however, is but a small part of 
the profit that sales managers have discovered 
in the use of the long-distance telephone. 

The major advantage of the long-distance telephone 

is found in making direct customer contacts to supple­

ment travel visits. As was pointed out on the pages 
covering major executive contacts, the long-dis­
tance call has the personal quality of a premise 
visit. Over long distance you can exhibit the 
same friendly interest in old and new customers 
that you would if you were sitting face-to-face 
with them in their offices. You can show a 
proper appreciation for past business. You can 
discuss policies, merchandise and service. If 
there has been any misunderstanding, the long­
distance telephone enables you and the cus­
tomer to review the circumstances, to exchange 
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viewpoints, and to arrive at an understanding 
quickly. 

There is one further advantage. You can talk 
with many customers in a remarkably short 
space of time, which means that when the 
necessity arises, you can get exact first-hand re­
ports on conditions in many markets and act on 
them before any situation gets too far out of 
hand. 

Some of these statements are susceptible of 
proof. Others are not. Time saving in travel can 
be proved; and, as stated on the previous page, 
many sales managers have testified to savings of 
time through appointment calling on trips. One 
reports eight days saved on a month's trip; an­
other, two days saved on a normal five-day 
trip, and many others report the saving of a day 
or two a week. 

Good-will building is a matter of opinion; but 
many sales managers report that the cost of 
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their long-distance calls with this object in mind is 
paid by the profit from the direct orders received. 

The real test of the value of these suggestions 
is a trial. Pick a list of important customers. Call 
them regularly with a specific objective. Check 
the results. 

Other ways in which the long-distance tele­
phone can help a sales manager 

There are many other specific ways in which 
the long-distance telephone has paid unusual 
profit in the daily conduct of sales work: in the 
direction of salesmen and selling agents, in 
speeding the receipt of orders, in intensifying 
sales promotion, in making the travel time of 
sales forces more productive, in decreasing the 
waiting time of sales forces and in increasing 
the number and size of orders. The methods 
which have been employed are explained and 
described in the following pages. 
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Case histories demonstrating the 

close personal supervision, at low cost, oF out-of-town units 

and field representatives by long distance 

The long-distance telephone offers you three 
methods for supervising branch offices or field 
representatives at a low cost. 

ONE: Supervision by conferring with each individual or 
office separately. 

TWO: Supervision by long-distance conference service 
which enables you to confer with several indi­
viduals at different points at the same time. 

THREE: Supervision and stimulation by long-distance 
conference service plus a loud speaker which enables 
you to explain your personal viewpoint to a group 
at any distance. 

The full story of the conference methods is 
told on page 2 7. 

Following are some practical experiences in 
the supervision by long distance of one office or 
individual at a time. 

Case I 

A traveling supervisor found it difficult to cover out­
of-the-way agents because of the time required for ad­
ministrative work. He now telephones these agents from 
key towns without interrupting his travel schedules. 

RESULTS: This method is satisfactory. Few per­
sonal visits required. Average long-distance 
charge, 30 cents, as against $3 to $1for personal 
visit. 

Case 2 
A chain of stores employs a group of merchandising 

men to visit stores to check inventories, to review pub­
licity and sales promotion plans, to check up on local con­
ditions affecting the store, and to give counsel and advice. 
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Important situations require discussion and immediate 
decision by headquarters. After a trial of other methods 
of communication, an experiment was made with daily 
reports by long distance. 

RESULTS: Headquarters now has ejfective up-to­
the-minute control; instructions are fully under­
stood; it is possible to capitalize immediately on 
changing conditions. Company considers a monthly 
expenditure of $150 for telephone service an ex­
cellent investment. 

Case 3 
A manufacturer has about twenty district offices 

throughout the country. These offices work very closely 
with distributors on sales promotion. District managers 
telephone headquarters at stated times once a week to 
keep headquarters informed on progress of work. Exten­
sion stations and some special equipment at home office 
allow several executives to enter into the discussion at the 
same time. 

RESULTS: Headquarters has up-to-the-minute in­
formation and control. Opportunity for discussion 
makes certain that problems and instructions are 
understood by both headquarters and district 
managers. Gives centralized control with no 
travel expense and with small expenditure of 
time. The president of the company credits part 
of their lowered selling costs to the liberal use of 
the long-distance telephone. 

Case 4 
This organization deals in second-hand machinery on 

a nation-wide scale, buying and selling and making the 
interchange as rapidly as possible. All the leads secured 
from trade-paper advertising and direct-mail are im­
mediately followed up by telephone. Because of the famil­
iarity of the organization with the machinery they buy 
and sell, and also because the telephone offers every op­
portunity for discussion of details, many deals are com-
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pleted over the telephone. But, if necessary, the nearest 
salesman is called by telephone and asked to visit the 
prospect. 

TYPICAL INSTANCES: Required machinery known 
to be in mid-western city was purchased by tele­
phone and immediately sold to buyer on the 
Pacific coast by telephone. Amount of transac­
tion, $4,600. Customer in another mid-western 
city was sold a piece of machiner_,y on a three­
minute long-distance telephone call. 

Case 5 
A wholesaling organization dealing in perishable 

goods has to match demand and supply daily. They use 
the long-distance telephone to maintain a balance be­
tween supply and demand. They telephone branches 
daily to discuss supply at each point in order to dispose of 
any overstock quickly. They also discuss at the same time 

sales, shipments, collections an~redits and other matters. 
RESULTS: These uses o the long-distance tele­
phone give the home effi e up-to-the minute con­
trol of branches; permitreadquarters to keep in 
close touch with conditio s in the field; and in­
sure that instructions a d reports are received 
prompt(y and are fully u derstood. 

' 

If there is in your busine s a need for the close 
supervision of out-of-tow offices or represen­
tatives, the long-distance elephone offers you 
that opportunity. Throug discussion and ex­
change of information a d viewpoints over 
long distance, you can dir ct out-of-town busi­
ness with an exact know edge of conditions, 
and be sure your instructio s are understood. 
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_Your salesman can make calls From any business oFFice oF the Telephone Company - Facilities for making 
:alls are provided at each office of the Telephone Company. If salesmen are making calls regularly, sequence calling 
lists similar to the one shown on page 50 may be filed with our operator. She will make the calls in the order indi­

--<::ated on the list. This will save time and enable your salesman to work at high speed. If the salesman is provided 
Nith a credit card, this permits him to have the calls charged to your account at your branch or home office. This 
gives you a record of all calls. Requests for credit cards should be made to the business office of your local telephone 

-:ompany. 
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The long-distance conference service brings individuals together For group discussion regardless of the­
distance which separates them - The long-distance conference service offers the following advantages: It 
speeds decisions: By means of a conference connection, you can get immediately the undivided attention and opiniorn 
of those with whom you want to confer. It brings quick action: Any misunderstandings can be cleared away promptly­
as they arise - quick action follows because every one knows the plan to be followed. It saves time and money: There 
is no need for any executive to leave his desk to talk things over. The money and time required to get group~_ 
together are saved. To arrange a conference, call Long Distance and ask for the conference operator. If a number of 
distant points are to be included, a little advance notice is desirable. 
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"Let's sit around a table-diameter 50 miles or 2000 miles-

and talk it over" - the story of conference service 

Long-distance telephone conference service 
prevents delays in decisions and in the ex­
change of information and opinions 

Unless your business is different from most, 
many important decisions are set aside too 
long because it is impossible to get the right 
people together to discuss certain points which 
affect the decision. One man is on a trip. An­
other on a vacation. Still another is located in a 
distant city and visits the home office infre­
quently. Ten minutes discussion would settle 
the matter. Weeks may pass, however, before 
the group can be gathered together. To try to 
settle matters by correspondence is difficult, be­
cause of the lack of opportunity for discussion 
and interchange of viewpoints. 

Another typical situation, characteristic of 
many which occasion delays and dissatisfac­
tions, is the infrequent opportunity for discus­
sion and exchange of information and opinions 
between branch office heads and between them 
and headquarters. 

In both these situations, the long-distance 
conference service offers a positive and im­
mediate correction at small cost. It allows of dis­
cussion between any points where there is tele­
phone communication, and each party can hear 
all the discussion and enter into it at will. 

Ordinarily, for conferences involving more 
than six points, advance notice should be given 
to the local telephone business office to allow 
for any special arrangements that may be neces­
sary. 

Following are examples of the practical use of 
long-distance conference service: 
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Sales manager confers once a month with branch 
managers-maximum distance 745 miles-average 
cost per month less than $75 

A sales manager directing the activities of r 2 branch 
agencies confers with the district managers once a month. 
He talks with them in two groups of 6 each. In one 
group the maximum distance is 390 miles. The cost of a 
ten-minute conference is $18.50. In the other group the 
maximum distance is 745 miles. The cost of a ten-minute 
conference is $ 3 3. 7 5. 

This plan allows of the same sort of discussion as 
though each of these groups were brought together. Opin­
ions and viewpoints regarding company policies, com­
petitive situations, market conditions, sales results and 
specific problems are exchanged as freely as if the branch 
managers _and the sales managers sat together in one 
room. These meetings result in a close working arrangement 
between the home office and its branches and a full and com­
plete understanding between all branches. 

The cost, both in time and money, is but a fraction of the 
cost of bringing the group together. 

Zone manager confers daily with Four field repre­
sentatives simultaneously-maximum distance 100 
miles-average cost $14 

In a business where it is necessary to pass daily on 
credit situations and also to exchange stock items be­
tween one distributor and another, zone manager confers. 
each day simultaneously at a specified time with four field 
supervisors located a maximum distance of r oo miles from 
home office. 

This telephone conference enables zone manager to 
exercise complete control over district with practically no 
travel expense. Average conference, 1 1 minutes; average cost, 
$14. 

Sales manager confers simultaneously with repre­
sentatives in 6 cities; approximate cost $6.50 

In a business where price and policy changes occur 
frequently, the sales manager wanted a quick and eco­
nomical way to post field representatives on changes and 
also to get their reactions for future guidance. He also-

TCI Library  www.telephonecollectors.info 



wanted all representatives to hear and to enter into the 
discussions so that all would benefit from them. 

Two conference groupings were set up, each one 
covering 6 cities. Maximum distance, r 40 miles. Cost 
of two three-minute connections about $6.50. 

The sales manager reports that these arrangements are 
exceptionally satisfactory for keeping in touch with condi­
tions in the field and for maintaining close working rela­
tionships between representatives. 

Manager of small business confers with represen­
tatives 500 miles apart- cost $8.00 

In a small business, the manager has several represen­
tatives working in the field who buy from farmers and sell 
to distributors. Market conditions and prices change fre­
quently. Telephone conference service is used to talk with 
the representatives in each territory as changes occur. 
Announcements are thus made simultaneously and the 
representatives have an opportunity to exchange view­
points with each other and with the manager. 

Cost of 3-minute conference (3 points) over maximum 
distance of 500 miles, $3. 75. Cost of another conference of 
4 minutes (3 points) over a maximum distance of 450 
miles, $4.25· 

Association committee holds meetings by long­
distance conference-maximum distance 170 miles 
-cost (18 minutes) $15.85 

The executive committee of a manufacturer's associa­
tion comprises five men located in five cities, maximum 
distance apart 1 70 miles. To get all the members together 
in one city at one time is difficult and expensive. Most 
meetings now held by telephone conference service. An 
18-minute conference costs $15.85, which is ro3 of the 
cost of a get-together meeting in one city. 

Lawyer arranges agreement between three parties in 
cities 1,000 miles apart-telephone cost, $14.25 

A lawyer had a case in which three parties were in­
terested. All lived in different cities, the lawyer in another 
city. The maximum distance was r ,ooo miles. The lawyer 
worked out his proposal. It was explained to all the 
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parties m a long-distance telephone conference. All 
parties subscribed to the agreement. Conference took five 
minutes-telephone cost $14.25. 

Receiver reaches agreement with principal credi­
tors in four cities 1, 150 miles apart-telephone 
conference cost, $21. 75 

A receiver was attempting to liquidate the affairs of a 
concern which had gotten into financial difficulties. 
Principal creditors were located in four different cities, 
maximum distance r, 150 miles. Agreement was reached 
in a five-minute long-distance telephone conference at the 
modest cost of $2 r. 7 5. 

Home office executive of trucking company main­
tains close control of operations of three branches 
as far apart as 110 miles. Length of daily confer­
ence, 6 minutes. Average telephone charge, $3.10 

This company has a number of trucks which leave 
terminals in three cities at scheduled times each evening 
except Saturdays. It is necessary for the home office to 
know how many trucks are leaving and their destination 
in order to maintain a reasonable distribution of trucks. 
The home office executive confers simultaneously with 
branch managers in three cities, using long-distance con­
ference service; He and the branch managers are thus 
fully informed as to incoming and outgoing shipments. 
This four-sided discussion helps to avoid delays and errors 
due to misunderstandings. 

Thus in a telephone conference a group of people, no 

matter what distance separates them geographically, 

can accomplish the same things that could be accom­

plished if they sat in the same room. Actually they ac­

complish more; decisions are reached in a shorter time; 

there are no interruptions; there is a strict attention to 

the business in hand, and consequently a greater con­

centration by all parties. Each listener hears all that is 

said. At?,v listener can enter into the discussion. Both 

time and money are saved. 
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How to make your personal or company viewpoint clear 

to a group at any distant point at small cost-an explanation 

of loud-speaker service 

"I wouldn't say it just that way" 

You have undoubtedly witnessed a parallel of 
the following incident in your own business. 

An executive explains a new policy, a new 
plan, or a new process to a group of fellow-ex­
ecutives. When he finishes some one says, "I 
wouldn't say itjust that way," and he offers his 
version. The second speaker, because of his par­
ticular function in the business, is a Ii ttle more 
familiar with the subject under discussion than 
the original speaker. His version, because of this 
intimate knowledge, is more exact than an ex­
planation made by any one else. Every time, 
however, his version is relayed from one person 
to another it loses just a little of its original 
force and clarity. So, in any business there are 
times when it is desirable to have the one man 
who is most familiar with a policy, a sales plan, 
a process, or a product tell the story in his own 
way to salesmen, or to distributors or other 
selling agencies. 

However, to bring executives and salesmen, 
or executives and distributors, together costs 
considerable money in two directions: time 
and travel. The long-distance telephone when 
hooked up with a loud-speaker at the group 
meeting point, or simultaneously at more than 
one meeting point, offers a remarkably satisfac­
tory solution to this problem at a very low cost. 

When use of this service is contemplated, the 
local telephone business office should have ad­
vance notice sufficient to allow for installation 
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of necessary loud-speakers and other arrange­
ments. 

The following experiences show how some 
organizations have made use of long distance 
and the loud-speaker to have executives talk to 
salesmen, to distributors, and to agencies. 

In one day one executive talks to 1,200 men lo­
cated in 16 cities-cost $360 

A manufacturer established a new sales policy behind 
a new line of merchandise. Group meetings of salesmen 
were held in 16 cities-all on the same day. The sales 
manager wanted to tell the new policy story to each group 
in his own way. Obviously it was impossible to cover 
these meetings by travel. Arrangements were made to 
allow the sales manager to talk to the meetings in turn 
over the telephone with a loud-speaker in each meeting 
room. He talked to the entire force of r ,200 men in one 
day. The maximum distance was r ,250 miles. The cost, 
including loud speakers, was about $360. 

Ninety-minute address by chairman of board to 75 
men 1 50 miles away-cost only $140 

The chairman of the board had an important address 
to make to the sales forces of his company. The salesmen 
in the nearby districts were assembled at a convention at 
the home office. Salesmen in outlying districts could not 
be brought in except at a considerable expense. Seventy­
five of these salesmen were assembled at a convenient 
central point. A telephone connection was set up between 
this point and the convention headquarters. A loud­
speaker was installed at the hall where the small group 
was gathered together. The address took ninety minutes. 
Each of the seventy-five salesmen heard it distinctly. 
The distance was r 50 miles. The cost of the telephone 
service complete was $140. 
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Talk in person to a group at any distance - Over long distance, you can talk to a group of any size, at any_ 
distance. Or you can talk to several groups in as many cities at the same time. A long-distance hook-up plus a loud-speaker, 
or loud-speakers, makes this possible. This service permits you to deliver your message in your own way, using your 
own language, and giving your message the inflections that are often so necessary to make it clear, exact and im-_ 
pressive. This service is available one-way or two-way. On two-way service, questions asked by the audience and 
telephoned to you over the associated telephone can be answered by you through the loud-speaker. 
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How the Bell System loud-speaker operates - The Bell System loud-speaker is connected directly to the 
telephone line. Operate a key and every one present can hear the person speaking at the distant point. Restore the 

- key and the loud-speaker is cut off. A control dial regulates volume. There are two types of loud-speakers. Each is 
contained in a small, attractive cabinet and can be placed on the corner of a desk or table. One type is suitable for 
small offices and also rooms holding up to one hundred people; the other for larger groups. Can be used with any 

- type of telephone call - inside, local, out-of-town, or conference. The Telephone Company installs and maintains 
the loud-speaker for a small installation charge and a low monthly rental. For further information consult the 

_ business office of your Telephone Company. 
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Executive addresses meetings in 58 scattered cities 
over 2,000 miles of territory-cost $2,000 

A large organization has a group of factory represen­
tatives who were addressing meetings of distributors' 
salesmen throughout the country; 58 meetings were held 
by these representatives, some of them a distance of 2,000 

miles from the home office. It seemed desirable to have 
these meetings addressed by the general sales manager. 
Telephone connections and a loud-speaker were set up at 
each meeting place. The sales manager addressed each 
meeting separately for an average of ten minutes without 
leaving his office. The cost, including loud speakers, was 
$2,000. 

Sales manager talks to group of 400 men 450 miles 
away-cost $61 

A sales manager wanted to address a convention of 
salesmen of a distributor personally but could not spare 
the time to go to the convention. With a long-distance 
telephone connection and a loud-speaker at the conven­
tion he addressed a meeting of 4oosalesmen over 45omiles 
of telephone wire. Length of address, 20 minutes. Cost, 
including loud speaker, was $6r. 

Executive in Europe and two in America address 
5 meetings in cities over 2, 750 miles apart-cost 
$600 

Executives in two United States cities and one execu­
tive in Europe wanted to address two conferences, each 
one including 5 United States cities~some of them 2, 750 
miles apart. The European connection was set up for 3 
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minutes. The addresses in this country took 15 minutes. 
Cost, including loud speakers, was $600. 

Sales manager addresses several district meetings 
simultaneously; maximum distance 100 miles 

A company selling appliances direct to householders 
has three hundred salesmen working in five districts. Sales 
meetings are held each morning in each district. When the 
sales manager participated in meetings, sales increased. 
The company wanted him to address one meeting in 
each district each week. Home office duties made it impos­
sible to find the time to do this in person. Loud-speakers 
were installed at all district offices. Sales manager now 
talks once a week to all five groups simultaneously. 

Long-distance telephone costs for twenty-minute con­
ference connection, $ 12 .go; thirty-five minutes, $2 1 .go. 

Not only does loud-speaker service enable any 
executive to present a story in his own way, but 
it does something more. It enables the execu­
tive to inject the force of his own personality 
into any group meeting at any distance. Ques­
tions can be asked of the speaker by telephone 
and he can answer them to the group, again 
insuring his own interpretation. 

There is a nominal charge for the use of the 
loud-speaker. Details can be secured through 
the business office of the Telephone Company. 
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Extensive and frequent coverage of territories at low cost 

with the long-distance telephone 

Today both the development of prospects 
into customers and the gathering of orders from 
customers require a definite selling technique. 
The last decade-including a few years preced­
ing the depression-has been marked by a 
strong emphasis on the rapid flow of merchan­
dise. Business is being done with a minimum of 
warehouse and store space and with a minimum 
of capital tied up in merchandise. This means 
that a customer orders frequently and that a 
salesman must contact him frequently to get his 
share of the business. 

This necessity for frequent contacts adds to 
selling costs. 

This same necessity also adds to the cost of 
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cultivating out-of-the-way accounts, small ac­
counts and prospects. 

In this situation the long-distance telephone 
offers invaluable help in making increased con­
tacts with both customers and prospects with 
no interruption of travel schedules, and in keep­
ing selling costs down. 

The methods of use and some traceable re­
sults from those methods of use are recorded in 
the pages that follow. 

The methods are: 
KEY-TOWN CALLING. 

SKIP-STOP CALLING. 

CALLING FOR APPOINTMENTS. 

MAKING CALL-BACKS. 
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Key-town calling saves thousands oF miles of travel yearly - This map shows part of the key-town calling 
method used by a sales organization to cover a number of towns and cities. The full trip includes nearly all of New -
England. The key towns are selected to give customer coverage in towns off the line of travel at a minimum charge 
for telephone service. For example, customers in Lowell or Andover are telephoned to from Boston; the charge is 25~ 
cents for each call. If these calls were made from Manchester, the chargr; would be 30 cents each. By following this 
method of selecting key towns, telephone charges are kept at a minimum. Maps showing zone charges in any terri­
tory furnished on request to the business office of the Telephone Company. 
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Key-town calling gives intensive or increased coverage of 

customers with a m1n1mum of travel 

Key-town calling is designed to give inten­
sive coverage of accounts at low cost. 

This plan is primarily for the use of sales man­
agers or salesmen in the field. It does not dis­
pense with the visits made on customers. It sup­
plements those visits with telephone calls made 
for the purpose of making extra con tacts and 
picking up extra orders. 

The term "key town" is used to designate a 
town which is selected as the base from which to 
make calls. 

Many considerations enter into the selection 
of a key town. The town naturally must be 
along the travel route of the man who uses it 
and must suit his convenience. 

A further consideration is the distances over 
which calls are to be made, each key town be­
ing selected to give, as far as possible, a mini­
mum cost of calling. 

Maps showing key towns along the usual 
travel routes in any territory from which calls 
can be made most economically are furnished by 
the Telephone Company. When necessary, maps 
will be made up to suit special travel routes 
which do not include the normal key towns. 

When the key towns have been selected, cus­
tomers may be listed on forms furnished by the 
Telephone Company. 

A sequence calling list (see page 50) may be 
used or the key-town number book list (see 
page y2). 

If the sequence list is used, a copy may be 
filed in the telephone office of the key town. A 
salesman going to that town to telephone asks 
for the sequence operator, and calls for the list, 
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g1vmg the name of his company and the list 
designation. The operator then makes each call 
just as soon as the previous call is completed, 
thus saving time for the salesman. 

If the key-town number book is used, the 
salesman can give the numbers to the operator 
in the order he wants them called. The operator 
puts each call through as soon as the previous 
call is completed just as she does with the 
sequence list. 

If the salesman uses a credit card which he 
must present personally at a business office of 
the Telephone Company (see page 63), calls 
which he makes from that office are billed 
monthly to his branch or home office. This gives 
his company a record of calls made by him. It 
also relieves him of the necessity of waiting to 
pay for the calls. 

A call to the local business office of the Tele­
phone Company will bring a representative to 
help you work out key-town calling schedules. 

The following are typical experiences in the 
use of key-town calling. 

Case I 

The agency of a fuel company has to increase its cus­
tomer coverage during busy season. Due to the large size 
of each territory and the fact that road conditions are bad 
during peak season, personal coverage of entire list of cus­
tomers is impossible at the time when this coverage is 
most important. 

The sales department now telephones a large portion 
of its customers direct during the peak season by long 
distance. The selection of this list is based on a compari­
son of past volume with orders received up to the time the 

telephone call is made. 
RESULTS: 50% of total business is secured by long-
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distance telephone. Telephone charges on a $ 1 ,ooo 
order were 1/1 o of 1 % of sales. 

Case 2 

This organization sells to 2,200 industrial plants located 
throughout the country. The coverage program set up for 
salesmen was not being met; some customers were en­
tirely neglected. The addition of salesmen, however, 
would increase costs too much. 

Salesmen now telephone customers from key towns to 
maintain coverage and to save time for the development 
of new business. 

RESULTS FOR ONE MONTH'S TRIAL: 4 salesmen 
covered 650 customers by long-distance telephone. 
Market coverage materially improved. One sales­
man covered in one day a territory which pre­
viously required two to three dqys. 

Case 3 
Each salesman working for this wholesaler of steel and 

copper products has 500 accounts, some active, some in­
active, which he attempts to cover each month or six 
weeks. Salesmen were unable to call on all present cus­
tomers because of lack of time. 

Salesmen now telephone to customers by long distance 
from key towns between personal visits, spacing the per­
sonal visits farther apart. This enables them to maintain 
present coverage and to gain the time necessary to de­
velop new business. 

RESULTS: Three times as much territory covered by 
one salesman; saving in time equivalent to a Jul/­
time salesman. Telephone costs,$ I 25 per month. 

Case 4 
The potential market of this chemical company is 

large; coverage was less than 103. The company wanted 
to increase the coverage and reduce the cost. 

The salesmen now telephone customers from key towns 
to increase the frequency of coverage. Out-of-the-way 
customers and inactive accounts are covered principally 
by long-distance telephone. 

A trial of this plan was so successful that it has been in-
troduced on a national basis. 

RESULTS: One territory, 35% increase in cus­
tomer contacts; another territory, 45% reduction 
in average cost per contact; another territory, 
50% increase in volume. 

Case 5 
The salesmen of this manufacturer of building ma­

terials were unable to visit all customers with the desired 
frequency. The company believed that increased cover­
age would increase sales but did not wish to enlarge sales 
force. The salesmen now telephone customers from key 
towns to increase coverage. 
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RES UL TS OF TWO MONTHS' TRIAL: One sales­
man's sales increased from $3,ooo to $6,ooo. 
Telephone charges, $20, or less than I% of in­
creased sales. 

Case 6 
The sales of this sporting goods company are seasonal. 

Close contact with customers is necessary during busy 
season to increase frequency of coverage. 

Salesmen telephone from division office during busy 
season to increase frequency of coverage. 

RESULTS: IO 1 long-distance telephone calls pro­
duced 40 orders, value $800, and g new cus­
tomers. Telephone charges, $45, or 5Y2% of 
sales. 

Case 7 
The salesmen of this company visit customers and pros­

pects periodically. The company felt that more frequent 
coverage would increase sales and build good-will. 

The sales department tried the experiment of telephon-
ing customers once a month between the salesmen's visits. 

RESULTS: In one day 18 calls to dealers produced 
orders valued at $ 1 1 ,ooo. Telephone charges, 
$2 I. 75· 

The following are specific instances of the successful 
coverage of out-of-the-way accounts by long-dis­
tance telephone from key towns: 

Case I 

A wholesaler of grain and feed has many customers lo­
cated in towns and villages and at the cross-roads. His 
business is seasonal. 

The salesman covers all out-of-the-way customers in 
busy season by long distance from key towns so as to in­
crease frequency of coverage. 

RESULTS OF ONE TRIP: I 9 long-distance tele­
phone calls produced g orders totaling one car­
load. The expense of selling these orders by per­
sonal visit would have left no pro.fit. 

Case 2 
A supervisor of insurance agencies can make a limited 

number of calls a day on agencies. He is unable to cover 
all the accounts in the time he can allot to this work, yet 
the work has to be done. He now telephones out-of-the­
way agents from key towns on his regular trips. 

RESULTS: Agents are fully covered. Many per­
sonal visits are eliminated. Telephone charges, 
30 cents each call; average visit costs $3 to $4. 

Case 3 
This company has peak seasons. Certain out-of-the­

way customers are covered only occasionally. The com-
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pany wanted to increase its coverage of these accounts 
during the peak seasons, yet it felt that no substantial 
increase in sales expense or travel time was warranted. 

The sales department now telephones customers, using 
home office as key town during peak season to increase 
frequency of coverage. 

RESULTS: 2 l telephone calls produced $287 in 
orders. Telephone charges, $ l 5, or 5Y2% of 
sales. Time required, l hour and 53 minutes. 

Case 4 
This company sells supplies to farmers and dairies. It 

has an unusual problem in that the majority of its ac­
counts are in towns away from the main travel routes. 
The bulk of its selling had been done by the sales manager 
through personal visits. Regular and frequent coverage 
was expensive because of the travel involved. 

The sales manager now telephones the accounts that 
are difficult to reach, using the branch offices as key towns. 
If a personal visit seems necessary or advisable he makes it. 

RESULTS: ro,ooo mile decrease in travel largely 
due to the use ef the long-distance telephone; and 
an increase in business. 7 telephone calls brought 
6 orders, value $3, loo. Telephone charges, 
$7.15, or 7i of 1% of sales. 

Case 5 
State representative of producer sells to 60 widely­

scattered dealers. Customers are visited only once in 6 
weeks. Better customer coverage was wanted at low cost. 

Each Monday this representative telephones customers 
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not to be visited that week. Out-of-the-way accounts are 
covered principally by telephone from key towns. 

RESULTS FOR ONE YEAR: Sales increased 20% 
while business in other territories decreased. In 
one week l 6 long-distance calls produced 3 7 car­
loads, value $ l 5,000. These calls would have re­
quired 3 weeks ef travel. 

Case 6 
The sales office of a manufacturer has 1 2 salesmen who 

cover 1 ,ooo jobbers and large consumers about once a 
month. 

~1any customers are located in scattered towns. Sales 
office wanted regular monthly contact with out-of-the­
way accounts at small cost. 

Salesmen now cover out-of-the-way accounts princi-
pally by telephone. 

RESULTS: 403 reduction in travel expense. Sales 
to out-ef-the-way accounts maintained at Jormer 
level. 

Case 7 
A district manager of a paint company wanted to 

cover accounts with a minimum of time and expense and 
still to maintain his satisfactory relationships with his 
larger customers. 

He now telephones out-of-the-way customers from key 
towns to increase the frequency of his contacts with them. 

RESULTS: On one trip he took $14,000 in orders 
by long-distance telephone. Telephone charges, 
$37, or 7i of l % of sales. 
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How one salesman uses skip-stop calling to cover his territory adequately -These maps show how one 
salesman covers his territory with skip-stop calling. On his first trip this salesman visits customers in twelve cities -
and towns. From four of them he telephones customers in nine other cities and towns. On his alternate trip he visits 
eight cities and towns. From four of them he telephones customers in fourteen other cities and towns. Thus he covers 
twelve towns and cities with alternate travel and telephone visits. H e covers twelve other points either by travel or -
telephone. Five other salesmen in this organization use this skip-stop method to save time and to secure intensive 
territorial coverage. Average order $30. Average cost of calls 25 cents. 
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Skip - stop calling - a variation of key- town calling -

gives complete coverage with a minimum use of selling time 

Skip-stop calling is a modification of key­
town calling. The basis of this method is alter­
na te premise visits and telephone visits. A 
graphic demonstration of the practical applica­
tion of this method of making frequent contacts 
with customers and prospects is found in the 
maps on the opposite page. 

Skip-stop calling may be used to increase 
the territory covered by a salesman without 
forcing him to neglect customers in the original 
territory. Or it may be used to increase the 
frequency of coverage in established territory. 
Or it may be used to give salesmen more time 
with customers on personal visits. 

The following experiences are typical: 

Case I 

A wholesaler of glass wanted to extend territories and 
still maintain coverage ofrcgular customers. A number of 
out-of-the-way and inactive accounts were rarely visited. 
The management wanted to contact these accounts regu­
larly at reasonable cost. 

They set up a system of skip-stop calling. Each sales­
man now visits one half of his customers and telephones 
the other half on each trip. Inactive and out-of-the-way 
accounts are covered principally by telephone. 

RESULTS: All accounts are now covered regularly 
with no additional salesmen. 

Case 2 
The accounts of a wholesaler of food products are 

scattered over a wide area. Salesmen telephone from key 
towns, one half the customers being visited and one half 
telephoned on each trip. Small accounts and out-of-the­
way accounts are covered principally by telephone. 

TYPICAL RESULT : 8 calls by one salesman Oil 

one day brought $2,000 in orders. 

39 

Case 3 
All the selling of a wool broker is handled by one sales­

man. This salesman is able to visit customers only once 
every three weeks. 

This salesman now telephones from key towns. He 
visits one half the customers and telephones the other half 
on each trip. 

RESULT : Coverage has increased from once 
every 3 weeks to once el 1ery Io days. The volume 
secured by telephone is equal to the volume se­
cured on the visits. 

Case 4 
A laundry supply house has many customers in srnall 

towns difficult to reach. The management wanted in­
creased coverage at low cost. 

The salesmen now telephone from key towns. One 
half the customers are telephoned and one half visited on 
each trip. Accounts difficult to reach by travel are cov­
ered principally by telephone. 

RESULTS ON ONE TRIP: 7 telephone calls brought 
$ 1 70 in orders; charges less than I!~% ef sales. 
One day and $ 1 o in expenses were saved. Profit 
on telephone sales, $so. · 

Case 5 
Eight salesmen of a distributor selling to manufactur­

ers in the east use skip-stop calling in covering 1 ,500 ac­
counts. Regular accounts are covered monthly and small 
out-of-the-way accounts formerly neglected are covered 
as often as necessary by telephone. 

RESULTS: During the first month this plan was 
used, 500 telephone calls produced 450 sales, 
l'alue $33,000. 

At your request, a representative of the Tele­
phone Company will be glad to help you work 
out a plan for skip-stop calling and to furnish 
sequence-calling lists, key-town number books 
and other time-saving aids. 
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"Yes, Mr. Farnum is expecting you"-The salesman who uses the long-distance telephone judiciously to 
make appointments wastes a minimum of time in waiting rooms. He saves himself days of travel time because he 
realigns his travel schedule when he finds a buyer away or not ready to place his order. The calls which he makes to _ 
secure appointments often bring him orders, and enable him to dispense with a trip. Many times an appointment 
will enable him to clean up his work in a town quickly and to reach the next town ready for work in the morning. 
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Cutting sales costs 

through appointments by long-distance telephone 

Appointment calling enables a salesman to 
plan his trips to best advantage; it insures in­
terviews, prevents waste time in travel, guar­
antees sufficient time For the Full presentation 
of a sales story, enables the salesman to get 
past buffers, and develops orders. 

The following are experiences in saving time 
and money through calling by long distance for 
appointments. 

Case I 

An automobile company was making a seasonal sales 
campaign on selected prospects. In previous similar cam­
paigns the salesmen had wasted a great deal of time wait­
ing to see prospects, and visiting prospects not on the 
market. 

A specially trained employee now telephones pros-
pects from district office for appointments. 

RESULTS: In two days 2 r 3 telephone calls re­
sulted in weeding out 56 poor prospects, securing 
93 good prospects and r 7 doubtful prospects. 9 
requests for demonstrations were also secured 
from prospects definitely interested. 

Case 2 
Partner in agency for high-grade display material does 

most of the selling, requiring frequent trips. He had been 
wasting considerable time waiting to see customers too 
busy to be interviewed properly and calling on customers 
who were absent or not in market. 

This partner wanted a practical, economical plan to 
use time effectively. He now telephones prospects from 
key towns to make appointments. 

RESULTS; r Yz days were saved on one trip at a 
telephone cost of $5-45· Telephone charges per 
appointment were 50 cents. The .firm attributes 
increased number of interviews on trips to the plan 
of calling for appointments. 

Case 3 
A sales manager who was faced with a great deal of 
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administrative work wanted to shorten sales trips as 
much as possible without affecting coverage or sales 
volume. On his trips he had wasted a great deal of time 
waiting for busy customers and calling on those absent or 
not in market. 

This sales manager now telephones customers and 
prospects from key towns to make appointments. 

RESULT: On one trip he saved 2 days at tele­
phone cost of $ r 2. On another trip 5 calls to 
different cities saved him r ,450 miles of useless 
travel. On another trip he saved 5 days at tele­
phone cost of $28. In one instance a prospect 
planning to be away stayed at his office to see the 
sales manager. $429 in orders were taken on two 
calls; telephone cost, 95 cents. 

Case 4 
The active distributors of a manufacturer of men's 

wear were not being seen as often as desirable; inactive 
distributors were seen rarely. 

Salesmen were losing too much time waiting for cus­
tomers to see them and calling when they were absent or 
too busy to talk. 

Salesmen now telephone distributors from key towns 
to make appointments. 

RESULTS OF TRIAL: 603 of telephone calls re­
sult in appointments. Telephone charges, 25 cents 
per call. Customer coverage increased from once 
every ro drqs to once a week. 

Case 5 
Each salesman of a manufacturer of uniforms covers 

extensive territory 4 times a year. Each has about 500 cus­
tomers and prospects. Person in charge of institution must 
be interviewed to make sale. 

The salesmen lost a great deal of time waiting for pros­
pects to see them and calling on prospects too busy to talk. 

The salesmen now telephone from key towns to make 
appointments. 

This plan was tried personally by the sales manager 
for one month. 

RESULTS OF ONE MONTH'S TRIAL: 8 days were 
saved at a telephone cost of $30. The average 
cost of calls was 30 cents. 
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The Old Way 
Without Pre-arranged 

Appointment 

N.H 
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SPRlf'.IGFIELD SOUTHBRIDGE EBSTER 
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7he.New Way 
Telephones Customers, and 
Prospects each afternoon 

NORTHAMPTON 
M A S S. 

TRIPS MADE 

XXXXXX TRIPS SAVED 

i 

N. H. 

How appointment-calling saves 1 day in 6 - Old method: Without pre-arranged appointment, a salesman 
made personal visits to 1 1 1 prospects and customers in 3 I towns. Thirty per cent of the visits were made to cus- -
tomers and prospects who either could not be seen or who were not in the market at the time. 

New method: I I I telephone calls by this same salesman cost $30. I 5; fifteen orders were taken over the tele- _ 
phone; fourteen towns were eliminated from the trip; thirty-four proposed visits were cancelled as unnecessary; 
four days less were required for the trip. 
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Case 6 
Each salesman of this company had been calling on 

about twelve customers or prospects per day. No inter­
views on many calls, customer being busy or absent. 

Salesmen now telephone customers and prospects from 
key towns to make appointments. 

RESULTS: 100% increase in interviews; 25 ap­
pointments per week; Io unnecessary calls per 
week avoided; telephone charges, I 7 cents per call. 

Case 7 
5 salesmen attempt to cover jobbers once every 6 

weeks. 307o of visits made to people who could not be 
seen or who were not in market. Firm wanted to increase 
interview time economically. 

Salesmen now telephone customers and prospects from 
key towns to make appointments. 

RESULTS ON 3 WEEKS' TRIP THROUGH I I I 

TELEPHONE CALLS: 14 towns were eliminated 
from trip; 34 unnecessary visits avoided; I 5 
orders taken over telephone; 4 days saved and 
$I 20 in travel time and living expenses saved. 
Telephone costs were only $30. I 5. 

Case 8 
A customer contact schedule was not being met. 

Prospects are now telephoned to for appointments. 
RESULTS ON A 3 DAY TRIP THROUGH 44 
TELEPHONE CALLS: Produced several sales, 
eliminated several personal visits as unnecessary. 
Visits in person to 44 prospects would have re­
quired at least Io days. Sales cost of previous 
average trip, 103 of sales. New basis, 5%. 

Case g 
A sales branch office of a manufacturer of store fixtures 

employs g salesmen. Salesmen had lost a great deal of 
time waiting in offices of prospects and calling when they 
were too busy to talk. 

Before leaving the office salesmen now telephone 
prospects to make ap:Jointments. 

RESULT: Additional sales interviews made pos­
sible by telephoning for interviews have increased 
total sales without increasing the unit sales cost. 

The time which salesmen spend traveling 
from one customer to another can't be avoided. 

But many wastes in reaching and selling cus­
tomers can be avoided with the use of the long­
distance telephone. 

One is the time spent needlessly in waiting 
rooms. 

Another is the time spent needlessly in travel to 
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discover the customer away from his office. 
A third is the time spent trying to interest a 

prospect or customer too busy to listen atten­
tively to any salesman. 

The first two wastes are obvious, and the way 
to cut them down with the use of long distance 
is fairly obvious. If a salesman has to travel ten, 
twenty or a hundred miles or more to reach a 
city, then the use of the long-distance telephone 
may save time in two directions. It will often 
save him many hours in waiting rooms by secur­
ing him an appointment. It will do more than 
that. The delays in waiting rooms frequently 
force a salesman to stay an extra day in a town. 
Appointments made by long distance cut down 
these delays and enable a salesman to get 
through his interviews rapidly and to reach the 
next town the same day. The investment made 
in the long-distance call is small compared to 
these savings. 

The third point for consideration 
portant one, but its application to 
selling often escapes notice. 

. . 
is an im-
successful 

A salesman from a distance visits a prospect 
or customer who does not expect him. He sends 
in his name. The prospect is loaded up with 
work which must be completed. In fairness to 
himself he should i:ell the salesman he is too busy 
to see him and a~k him to come at a more op­
portune time. He realizes, however, that the 
salesman has come a long way and decides to 
see him, explaining as he does so that he is hard 
pressed for time. The interview which follows is 
satisfactory neither to the prospect nor to the 
salesman. The salesman usually hurries his 
story. The prospe.:::t tries to listen; he may ap­
pear to do so, bu-: his mind keeps reverting to 
the matters on which he should be working. 
The result is that instead of concentrating on 
the story the salesman is telling, he is conscious 
of nothing but annoyance with himself and 
with the salesman. 

An interview of this description is worse than 
no interview at all. Both the man interviewed 
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and the salesman have lost something because of 
it. The customer has missed the fine points of a 
story out of which he might have gained some­
thing. The salesman has not only wasted the 
time he spent with the customer, but the cir­
cumstances surrounding the interview may pre­
vent him ever gaining the ground he has lost. 

If the salesman had called this customer by 
long distance, the customer would have felt free 
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to ask him to postpone his visit until he had 
enough time to give the story his full attention. 

Both the salesman and the customer would have 
profited through the postponement. 

These are some of the ways in which wastes in 
time and travel can be avoided by the use of 
long distance. They should be considered care­
fully by sales managers. They should be covered 
carefully with salesmen. 
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How the long-distance "Call Back" gathers orders 

and makes travel time more productive 

Typical instances: 

Case I 

The sales office of a distributor of oil products was 
aware that its customers frequently bought supplies be­
tween the visits of its salesmen. The salesmen were able to 
estimate the approximate dates on which these extra 
supplies would be needed. It was too expensive to have 
salesmen revisit customers at these times. Branch office 
now has a trained telephone salesman call the customers 
on dates suggested by the salesmen. 

RESULTS: Ten to fifteen telephone "call-backs" 
a day. About 75% of calls bring orders. Average 
order, $500. 

Case 2 
Salesmen determine as far as possible date for follow­

up based on customer's expected requirements. Full in­
formation is sent to home office and included in compre­
hensive record system. Many orders used to be lost be­
cause salesman was in another part of territory when 
follow-up was necessary. Home office now telephones 
customers on suggested follow-up dates to save salesmen 
retracing their steps. 

RESULTS: 3 out of 4 orders secured on some ac­
counts through telephone "call-backs," although 
competing companies have effices in cities where 
customers are located. 

Case 3 
Customers are visited by the salesmen of this organiza­

tion once a month. These visits could not be scheduled to 
permit salesmen to close all sales. Company wanted sys-
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tematic, economical follow-up of these visits. Following 
the visits by salesmen, regional sales manager now tele­
phones customers and prospects when customers are be­
lieved to be ready to buy. 

RESULTS: 603 of all sales made on long-distance 
"call-backs" from home effice. 

Case 4 
It was difficult for the salesmen of a wool waste com­

pany to time visits to meet customers' need for merchan­
dise. Return visits by salesmen were often very incon­
venient or expensive. Salesmen now make telephone 
"call-backs" on customers who make no decision during 
their visits. 

TYPICAL RESULT : One long-distance telephone 
"call-back" produced $ r, r oo order; telephone 
charge, $ r. 7 5. Another "call-back" produced 
$7,000 order. Telephone charge, $6. 75. 

The telephone "call-back" has the following 
definite advantages. It saves time and money by 
reducing the number of personal "call-backs." 
It prevents disruption of travel schedules. It 
permits the same sort of discussion·. and sales 
effort as the personal visit, and this pressure can 
be exerted at the time when the customer is 
known or believed to be ready to place his order. 
It increases sales volume at low cost. It can be 
used with equal effectiveness by home office, 
district office, or by salesmen. 
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DELIVERED 

PRGMPTLV 

More orders? These reminders will bring them- Stickers similar to these are bringing to many organizations 
many orders that otherwise might have gone to competitors more strategically located. They are being used on 
bill-heads, letters and direct mail pieces to remind customers and prospects that the collect-call privilege is being -
extended to them on long-distance telephone calls to place orders or to make inquiries. To get them, call the local 
business office of the Telephone Company. 
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How to set up profitable out-of-town representation 

by long distance 

A great deal of profitable business is being 
gathered by many organizations through a long­
distance usage known as "out-of-town repre­
sentation," so termed because it furnishes the 
equivalent of a branch office or of extra visits by 
a salesman. 

Out-of-town representation extends to cus­
tomers or prospects the privilege of calling you 
by long distance, without charge to them, for the 
purpose of placing orders or to get information. 

This usage places you on an even plane with 
more-strategically located competitors. It re­
duces the risk of losing orders between the visits 
of your salesman. It enables the customer to 
give the order to you at no cost to him just as 
though your salesman were there to take it. The 
cost to you is much less than the cost of a visit by 
your salesman. 

Out-of-town representation improves your 
service to customers. It attracts new business. It 
holds customers by building good-will. These 
facts are testified to by many who use it. 

The following are ~xamples of the use of out­
of-town representation and results. 

Case I 

A wholesaler selling to retail dealers in a business 
where it is a practice to carry small stocks was failing to 
gather all the business his standing with customers war­
ranted because of too-infrequent calling by his salesmen. 
He extended the collect-call privilege to customers. 

RESULTS IN ONE MONTH: $1 ,500 in orders at a 
telephone cost of $ 1 1 . 

Case 2 
A wholesaler of plumbing and heating fixtures had no 

salesman covering the outlying territories of the city in 
which he operates. He extended the collect-call privilege 
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to customers and prospects in a 60 cent long-distance 
radius. 

RESULTS, 7 MONTHS: Orders valued at $ 14,000; 
minimum order, $ 15. Telephone charges, $335, 
or less than 3% of sales. 

Case 3 
A wholesaler selling novelty shoes to stores extended 

the collect-call privilege to retailers on the basis of a 
minimum order of $ 1 oo. 

RESULTS: In a short season IO collect calls 
brought orders valued at $3,000. Telephone 
charges were $15. 

Case 4 
A branch agency selling bulk product to retailers and 

industrial consumers established a collect-call system to 
pick up orders between visits of salesmen. 

RESULTS FOR FIRST MONTH: 2 3 collect calls 
produced sales valued at $ 1 ,870. Telephone 
charges, $6.25. 

Case 5 
A manufacturer selling to wholesalers wanted to pick 

up extra orders between monthly visits of salesmen. He 
established the collect-call privilege. 

RESULTS, FIRST MONTH: Orders valued at $5,292 
received by telephone. Telephone costs, $40. 

Case 6 
An automobile accident insurance company whose 

customers travel throughout this country and Canada 
wanted to take immediate action and to give best possible 
service to policyholders in case of accidents. 

This company extended collect-call usage to all policy-
holders when involved in accidents. 

RESULTS: Company reports this service has been 
responsible for many repeat orders from policy­
holders and.for many recommendations by them to 
other car owners. 

Case 7 
A manufacturer of specialties selling to retailers 

through catalogs, sales letters and periodicals established 

' 
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out-of-town representation, explaining its use by means of 
stickers on direct mail. 

This manufacturer also wrote 250 prospects from 
whom no orders had been received in spite of previous 
direct mail cultivation, explaining collect-call oppor­
tunity. 

RESULTS: In six weeks 35 collect calls produced 
32 orders, value $800. Telephone charges, $25, 
or 3% of sales. I 8 of the orders were from pros­
pects who hadfailed to respond before. 

Case 8 
\Vholesaler in grain wanted to pick up orders from 

customers between visits of salesmen. He established out­
of-town representation. 

RESULTS, ONE MONTH: 63 orders, value $29,540. 
Telephone charges, $12. Seventeen of the orders 
u.;ere from nezv customers. 

Case g 
A company engaged in buying and selling machinery 

and complete properties wished to make it easy for pros­
pective customers to get in touch with them regarding 
sales or purchases. This firm used stickers on circulars and 
catalogs informing prospective customers that they could 
call collecr. 

RESULTS FOR 3 MONTHS: 480 collect calls pro­
duced I 75 orders, value $26,250. Telephone 
charges, $600, or less than 3% of sales. 

Case IO 

A manufacturer of a product which has to be kept 
fresh by means of equipment which the manufacturer 
also sells was required to give quick service when equip­
ment got out of order to prevent claims for spoilage. He 
allowed collect-call privileges on maintenance service. 

RESULTS: The cost of collect-call service is small 
compared to reduction of losses b;• spnilage. 

These examples give some idea of the variety 
of ways in which collect-call service can be 
used to advantage. 
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One man who through this service does an 
exceptionally large business single-handed over 
a wide territory calls attention to one important 

point. He says, "When a customer calls you, he 
is favorably disposed to do business with you. 
By exercising good salesmanship you can either 
increase the size of his order when he calls or 
sell him other merchandise." 

When this collect-call privilege is extended to 
customers, it is advisable to keep them reminded 
of the fact that they can call you without charge. 
On page 46 you will find a series of stickers for 
use on letter-heads and bill-heads. These will be 
furnished at no cost to you. 

"Enterprise service" -the automatic exten­
sion of the collect-call privilege in selected 
exchanges 

If you want to extend the collect-call privi­
lege to prospects and customers in certain 
towns or cities without the necessity of their 
stating that the call is collect and of having our 
operator ask you to accept the charge, a special 
service is available. An "Enterprise" number 
will be assigned to each exchange where you de­
sire this service. Any calls from these points are 
automatically charged to your telephone. 

The advantage of this special service is that 
you can advertise it to your customers as a 
service through which they can call your or­
ganization without charge. The calls made will 
be billed to you monthly. There is a nominal 
monthly charge for this special handling in each 
exchange where the service is furnished. 
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How to make additional sales by Following up direct mail and 

sampling programs with long-distance telephone calls 

A direct-mail or sampling program that is 
sound and well organized gathers orders for 
reasons that are perfectly understandable. In 
many instances a series of carefully-planned 
telephone follow-ups increases the returns for 
reasons that are also understandable. 

One reason that some potential orders fail to 
materialize from direct mail and sampling is 
because of inopportune interruptions. A mailing 
piece or a sample reaches the desk of a prospect. 
It strikes his fancy. He starts to read the mailing 
piece or to examine the sample. He is inter­
rupted by some matter demanding immediate 
attention. He lays the mailing piece or sample 
aside. It is gathered up by his secretary and put 
in a pile with other material. By the time the 
prospect gets around to give the matter further 
consideration, his interest may have waned or 
the need which occasioned his interest has been 
taken care of in some other way. The order is lost. 

Another prospect who receives direct mail or 
samples is a border-line prospect. He is a victim 
of indecision. He examines the mailing piece or 
sample. He wavers back and forth between the 
idea of placing an order and of not placing one. 
First he thinks he ought to chance it and then 
he thinks he'd better not. A strong urge is 
needed to bring a decision. 

There is also the procrastinator. This pros­
pect examines the mailing piece or sample. He 
decides he ought to place an order ... perhaps 
tomorrow. He takes it up tomorrow ... but de-
cides to put it off for a while. Without further 
urging, without some firm suggestion to cause 
him to act, he will not order. 
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In all of these cases aggressive action will turn 
many of the prospects into buyers. The long­
distance call furnishes just the urge that is re­
quired to bring results. It revives the interest of 
the prospect who has mislaid the mailing piece 
or sample. It tips the border-line prospect in the 
right direction. It brings action by the procras­
tinator. It mops up many orders. 

The telephone call does something more than 
to gather orders. It gives you a personal contact 
with the prospect and enables you to decide 
through discussion whether it might be worth 
while to visit him at once or at some future 
time. 

It permits you to make appointments with 
those prospects whose interest seems keen 
enough to make a visit profitable. 

Practical experiences in the combined use of 
direct mail and sampling programs and the 
long-distance telephone follow. 

Case I 

A manufacturer sells a style product direct to men. 
Direct mail was not bringing sufficient returns and per­
sonal visits were too expensive. 

The sales department now telephones customers and 
prospects following direct mailings. 

RESULT OF TRIAL: 200 long-distance telephone 
calls brought orders worth $450. Telephone 
charges were $I 3.85, or 3% of sales. 

Case 2 
This company selling machine tools wanted to increase 

the number of worth-while calls. The following system 
was set up: 

Every Wednesday a mailing piece is sent to five pros­
pects in each of 11 cities the salesman plans to visit the 
next week. 
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Two days later a personal letter is sent to the same 
prospects saying the salesman will call on the telephone 
for appointment. 

The next day samples and a letter are sent asking 
prospects to examine samples previous to salesman's call. 

Salesman then uses telephone to make appointments 
as he travels through territory. 

RESULTS: Coverage increasedfrom 4 to I 1 towns 
per week. I 2 new customers secured by one sales­
man in one week. 

Case 3 
A manufacturer and distributor of a high-grade prod­

uct used on country estates sells direct to large consumers 
and to dealers throughout the country. 

The salesmen follow up direct mail to consumers from 
key towns to stimulate dealer interest in active selling and 
to demonstrate possibilities of product. 

Direct mail alone was not fully effective in getting 
orders and appointments. 

Salesmen now telephone prospects following the direct 
mailings. 

RESULTS: One salesman took orders for 3 car­
loads one week by telephone; another carload by 
telephone and visit. 

Case 4 
A manufacturer of food products sells to jobbers, chain 

stores and large retailers. In addition to regular accounts 
covered by sales force, he was making sales to some cus­
tomers almost entirely by correspondence and direct 
mail. 

He wanted an economical way to get more orders 
than the mailings brought in. 

He now telephones selected customers following the 
mailings. 

TYPICAL RESULT: One call costing $2 I .60 
brought an order for 2 carloads valued at 
$10,000. 

Case 5 
This organization buys and sells used machinery. It 

has a total of 15,000 prospects-5,000 of them active. 
New prospects were being developed from the remaining 
lo,ooo by direct mail and were followed up only when an 
inquiry was received. 

A visit by a salesman usually required a long and ex­
pensive trip. These trips interfered with the systematic 
territorial coverage. 

Sales costs were high. 
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Salesmen now request mailings to from 50 to 1 oo 
prospects at a time. They follow up these mailings by 
telephone calls from key towns. 

RESULTS THE FIRST YEAR FROM COMBINED 

MAILINGS AND TELEPHONE CALLS: 5,000 calls 
brought 1 ,800 orders, value $300,000. Sales in­
creased 63. Total telephone charges, $6,ooo, or 
23 of sales. Sales cost reduced I 03. SECOND 

YEAR: 1 ;ooo additional calls brought$ 100,000 
more business. Further sales cost reduction, 113. 

Case 6 
Company sells a high-grade service to businesses and 

to executives. The management wanted an effective, 
economical method to increase sales of a new service. 
Personal calls were regarded as too expensive. Tried the 
experiment of having salesmen telephone from key towns 
following direct mailings. 

RESULTS: 5.83 of calls resulted in sales by tele­
phone. 5. 73 of calls brought appointments. I 23 
of these resulted in sales. 

Case 7 
A manufacturer sells a product direct to large indus­

trial concerns. 35,000 potential users. To cover his mar­
ket, this manufacturer has salesmen telephone prospects 
from key towns following direct mailings which are sent 
on a prearranged schedule. 

RESULTS: Sales volume largest in company's his­
tory. Percentage of sales cost was reduced. 

Case 8 
Sales agent of porcelain products sells to jobbers and 

contractors. Personal visits to prospects were too slow and 
expensive. Direct mail was not as effective as desired. 
Salesmen now telephone following the sending of direct 
mail and samples. 

RESULTS: Sales expense cut one third. Sales 
volume as great as before. 

Any direct-mail or sampling program gives 
you an opportunity to test the use of long-dis­
tance telephone follow-up of direct-mail and 
samples. Pick out a number of prospects who 
have not responded and call them by long dis­
tance. You will get some orders. You will get 
some appointments and you will be able to 
weed out some undesirable prospects. 
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A convenient pocket-size list oF numbers For key-town calling -This book is furnished to salesmen or 
executives who make calls regularly from key towns. Numbers are listed as shown. A handy thumb index enables 
the salesman to find the town lists quickly. A territorial map is also included on which costs of calling in key-town -
zones are indicated. This method of listing and calling makes certain that no customers are neglected. If calls are 
made from the office of the Telephone Company, time can be saved by giving all the numbers on the list to the 
operator in the order in which they are to be called so that she can make a new call just as soon as the previous ~ 
call is completed. 
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Getting maximum returns from inquiries and leads 

with the long-distance telephone 

An immediate response to an inquiry does a 
great deal to build business. This sort of atten­
tion pleases customers. It is especially impres­
sive to a prospective customer. It suggests ag­
gressiveness, keen interest and an organization 
that gives the kind of service that so many claim 
and so few deliver. 

A response to an inquiry by long-distance 
telephone is the fastest possible response. The 
speed of that response will please prospects and 
customers. It gives you several other advantages. 
You can discuss quantities, qualities, sizes, prices 
and delivery requirements just as you would in 
a personal visit. This discussion gives you an 
opportunity to try to close the order at once 
just as you would in the prospect's office. 

If you don't close the order, the discussion 
gives you an opportunity to decide whether the 
prospect can be developed into a customer; 
whether it is worth while to list him for follow­
up; and whether it is worth while to have a 
salesman call. If a salesman has to be sent, he 
starts with a full knowledge of requirements. If 
the same inquiry has been sent to competitors, 
you are in first with all the edge that one gains 
by showing immediate interest in a prospect. 

There is profit also in the quick cultivation of 
leads by long distance. 

A lead is a little different from a straight in­
quiry. It usually arrives by devious channels. 
Someone hears that so and so is dissatisfied with 
his source of supply. A friend tells a friend, who 
tells a friend of yours, that the Blank Company 
is in the market for this or that. All this takes 
time, so that when the lead is uncovered, the 
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information is likely to be fairly old. Quick ac­
tion is necessary. The long-distance telephone 
gives quick action. If the lead is still hot, you 
can get information over the telephone that tells 
you just how to proceed, or you may be able to 
take the order at once. 

Typical experiences follow. 

Case I 

A dealer in containers selling to manufacturers has 
strong competition. Inquiries which come to him also go 
to competitors. The inquiries come by mail. He finds 
that many of the personal visits made by salesmen do 
not justify the expense involved. Discussion and an ex­
change of information, however, are necessary to secure or­
ders at a fair price. Speed is also important because of the 
competitive situation. This dealer now uses the telephone 
to find out if a visit seems advisable and to get in ahead of 
competitors. Many orders are taken immediately over the 
telephone. 

RESULTS, 1 MONTH: 8 calls produced 5 orders 
valued at $g75. Telephone charges, I% of sales. 

Case 2 
The branch office of a manufacturer of machinery 

sells in rural districts. Inquiries are received from catalogs 
and other direct mail. Answers by mail are not as effec­
tive as desired. Personal visits are expensive. 

Branch manager now uses long-distance telephone. If 
prospect seems worth a visit, he telephones a salesman. 
Some orders are gathered over the telephone through op­
portunity for full discussion. 

RESULT WHICH IS TYPICAL: 2 telephone calls 
brought$ I ,400 order; telephone charges, I/ Io of 
13 of sales. 

Case 3 
A manufacturer selling manifold forms and sales books 

to stores has several strong competitors. Most inquiries 
are sent to several competing concerns. Personal visits in­
volve long and expensive trips. Sales department now 
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uses the telephone to decide on the wisdom of sending a 
salesman. Some orders come over the telephone. 

RESULT WHICH IS TYPICAL OF OTHERS: A 
$3,000 order on one call. Telephone costs, $s.65. 

Case 4 
The division office of an organization selling a service 

gets inquiries from advertisements. 
All inquiries were formerly followed up with visits by 

salesmen. The salesmen now use the long-distance tele­
phone to determine worth-while prospects so that per­
sonal visits will be more productive. 

RESULTS: 3, 150 calls produced 420 appoint­
ments resulting in 2 1 o sales, value $ 12,600. 
Telephone charges, $473, or 3.83 of sales. 
Selling costs were reduced from 263 to 2 1 3. 

Case 5 
A manufacturer selling an appliance learned that a de­

partment store was in the market for a large quantity 
order. Discussion would be required of models, finishes, 
prices, delivery terms, etc. It appeared that quick action 
might forestall competitors: long distance was used. 

RESULT: Order valued at $22,480. Telephone 
costs, $6.25. 
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Case 6 
The branch sales office of a manufacturer of instru­

ments receives inquiries from three sources: direct from 
old customers, through advertising, and through sales­
men. 

Inquiries by mail seldom carry sufficient information. 
The sales manager uses long distance to get the complete 
story so that a salesman can handle the inquiry properly. 
Some orders are closed over the telephone. 

RESULTS: Onemonth'stelephonecharges, $15.85; 
2 orders closed, value $300; one new customer 
added. Prospects developed are kept alive by tele­
phone until ready to buy or until a salesman can 
visit them. 

Case 7 
This is an unusual case. A manufacturer of special 

material learned that a prospect located several thousand 
miles away was in the market for a large quantity of 1na­
terial. The salesman of a competitor was already on his 
way to try to land the order. The sales manager of the 
manufacturer telephoned the prospect. 

RESULT: An order valued at $12,000. Tele­
phone charges, $39.20, or 1/3 of 13 of the sale. 

TCI Library  www.telephonecollectors.info 



How to revive inactive accounts 

and to contact prospects by long distance 

Following are specific examples of the revival 
of inactive accounts through the use of the long­
distance telephone: 

Case I 

A sales manager took a list of inactive accounts, 
checked them carefully to discover the last items pur­
chased and the date. Next he checked his own stocks of 
similar up-to-date items. With this information carefully 
tabulated, he called each customer by long-distance tele­
phone, cited the last purchase, gave the specifications of 
the new items of a similar nature, saying that he called 
because he felt the customer might be interested in the 
new stocks. 

RESULTS: Invariably the old customer was 
pleased with the attention. A large percentage of 
the accounts were revived. 

Case 2 
This company is an importer and wholesaler of fine 

merchandise for homes. It also operates a repair service. 
The sales department had sent direct mail to rn,ooo old 
customers reminding them of this service. The replies 
were scant. 

The sales department then prepared card records for 
calling 3,000 of these accounts by long-distance telephone. 

RESULTS: During the first I l days 700 calls 
produced 91 orders, average value $so. The plan 
has proven so satisfactory it will play a part in 
future activities. 

Case 3 
This company manufactures and sells apparatus to in­

dustrial plants throughout the country. It maintains no 
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regular coverage of accounts because the apparatus lasts 
many years. Eighty per cent of the customers carried on 
the books over a period of twenty-five years had become 
inactive. 

The salesmen now telephone twice yearly from key 
towns to try to revive these inactive accounts. Each sales­
man spends a full week on the telephone on this work. 

RESULTS: 2 70 telephone calls from 6 key towns 
increased the active accounts from 78 to l go, or 
1433· Nine direct sales were made running from 
$loo to $ l ,ooo each. Telephone calls cost $ l 7 5. 
On another trip 80 telephone calls brought g orders, 
2 of them for$ l ,200 each and 30 interested in­
quiries. Telephone calls cost $ l 2. 

There is a quality of personal attention in the 
long-distance telephone call which pleases old 
customers and puts many of them back in the 
active buying column. If you fail to interest 
them at the time of the call, the discussion which 
results enables you to decide whether to ap­
proach them again either by telephone or by 
some other method. You also discover through 
discussion many who for various reasons must 
be dropped. This prevents further waste of time 
in cultivation. 

Similar methods are effective in the cultiva­
tion of prospects. The discussion over the tele­
phone brings some orders immediately. It tells 
you when and how to follow up interested pros­
pects. It weeds out undesirables. 
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These Forms are Furnished For record-keeping purposes - Keeping these records involves very little extra 
time because the necessary data can be written as calls are made. Records are being kept by many organizations of 
the cost and results of calls made to secure appointments. Records are also being kept of calls made either by sales- ~ 
men or office to secure orders, of calls made collect by customers to place orders or to get information, and of calls 
made to collect overdue accounts. To secure these forms, and complete information regarding them, consult the , 
local business office of your Telephone Company. 
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_Prove to yourself the value of planned long-distance telephone usages - The savings in time and money 
and the profits made through the planned usage of the long-distance telephone are subject to proof. It takes very 
little time to make records of calls and to tabulate results. Through the use of the forms pictured on these pages, you 

-ean know just how the long-distance telephone is being used by salesmen or office people. You can tell how many 
days of travel are saved, the value of orders received over the telephone, the value of orders received collect and the 
cost of getting them, the number of overdue accounts collected and the cost of collection. 
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How to increase attendance at sample displays 

If all or part of your selling is done by means 
of sample-room displays, the following ex­
periences in increasing attendance will be in­
teresting to you: 

Case I 

A wholesaler of dry goods and draperies uses sample­
room displays in selling to stores and converters. Mail in­
vitations were formerly used. An experiment was made 
with long-distance telephone invitations just in advance 
of the arrival of the display in the city. 

RESULTS: The salesmen were able to persuade 
buyers from towns at a considerable distance to 
come in addition to those located near and in the 
city. On one trip 480 telephone calls brought 180 

buyers, sales $ 12,000. Telephone costs were 
$I Io, less than I 3 of sales. On previous trips 
10% attended, average sales were $g,ooo. 

Case 2 
An importer and distributor of fine dinnerware sells to 

stores principally by means of sample displays in hotels. 
Selling is done to best advantage if buyers can be induced 
to come singly at an appointed time. Salesmen tried using 
the long-distance telephone in place of cards previously 
used. 

RESULTS: 353 calls secured 245 appointments to 
visit displays. Sales volume increased. Telephone 
costs, 1 /5 of 13 of sales. 

Case 3 
Wholesale distributor of novelties and toys selling to 

retail stores was doing his selling by means of sample dis-
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plays in centrally located cities. He wanted an economical 
way to get buyers to visit displays. The salesmen experi­
mented with the long-distance telephone. 

RES UL TS FROM ONE TRIP: 350 telephone calls 
brought 100 buyers. Sales, $g,ooo. More buyers 
visited displays and more business was done than 
on any similar trip. Telephone charges less than 
I 3 of sales. 

Case 4 
A manufacturer and distributor of misses' dresses 

selling to the better stores was using sample displays as 
one method of interesting buyers. Attendance at sample 
displays was not as large as desired. The salesmen of this 
organization now use the long-distance telephone to de­
velop business in one of three ways: to invite the buyer to 
the sample room, to make appointments for visits, to take 
orders. 

RESULT OF TWO MONTHS' TRIAL: 75 orders by 
telephone, value $8,ooo. Attendance at sample­
room displays increased 1 5 %. 

The long-distance telephone invitation, 
whether used with or without other forms of in­
vitation to sample displays, has several impor­
tant advantages. It increases attendance. It 
gives personal contacts with prospects and cus­
tomers and brings some orders from buyers who 
cannot visit displays. It enables you to arrange 
special showings for large buyers at times con­
venient to them. It creates good-will and in­
creases sales at low cost. 
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Gathering business during price changes 

by long-distance telephone 

An impending price change offers several op­
portunities to make sales by long-distance tele­
phone. Many customers can be reached im­

mediately regardless of distance. This method of 
contact allows the use of personal effort to sell 
if the change impending is a price raise. There 
can be a mutual understanding of terms. The 
speed of the approach gets you in ahead of com­
petitors and builds volume and good-will. In 
the case of a drop in prices you can gather 
many orders quickly from those whose stocks 
have been allowed to run down in anticipation 
of the drop. 

The following examples are typical: 

Case I 

In a basic industry frequent price changes necessitate 
contacts with customers at irregular intervals. Firm 

wanted quick, economical way to tell salesmen and im­
portant customers of impending price raises so as to give 
customers an opportunity to order at old prices. Route 
sheets of salesmen are used to reach them by long-dis­
tance telephone. Salesmen and headquarters then use 
long distance to give customers the price story quickly. 

RESULTS: Sales equal to many weeks' normal 
business secured in one, two or three days. 

Case 2 
In another basic industry where there are seasonal 

price raises an organization made 16,000 long-distance 
customer calls in three days to tell of impending change. 

RESULT: A tremendous step-up in business. 

How and why the acknowledgment of orders 

by long-distance telephone increases good-will and sales 

One result of the acknowledgment of orders by 
telephone is customer appreciation. Naturally, 
if there is a strong regular flow of orders from 
customers, the acknowledgment of all of them by 
long-distance would be unwarranted. But the 
acknowledgment by long-distance telephone of 
orders having special instructions, of orders of 
unusual character or size, or of orders from new 
customers or from customers who only place 
business with you occasionally is appreciated. 

This sort of acknowledgment pays because of 
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other reasons: In many cases the discussion 
which results will insure greater satisfaction in 
filling the order; it will insure a complete un­
derstanding with regard to deliveries and other 
matters. The following experiences emphasize 
these points: 

Case I 

Manufacturer of packing materials found that orders 
coming direct to factory were decreasing in size. The 
management wanted to find an economical way to exert 
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sales influence to increase these orders. A stereotyped mail 
acknowledgment of orders was being used. Sales depart­
ment now telephones customers by long distance on re­
ceipt of orders, first reviewing customer's buying habits 
and capacity to determine if call is warranted. During 
discussion of order and delivery requirements, attention 
is called to price differentials on larger quantities. 

RESULTS: Customers pleased with this personal 
attention; many points of dijf erence have been un­
covered and cleared up; a great deal of informa­
tion is secured on probable time of other needsf or 
follow-up; cost of long-distance telephone calls is 
small compared with increase in business. 

Case 2 
Manufacturer of cleaning and bleaching agents was 

faced with the competition of lower priced materials, and 
of more strategically located competitors who played up 
the convenience of local service. 

Order department now telephones customers following 
receipt of orders of reasonable size to confirm receipt of 
orders and to make sure that shipping dates will meet the 
need of customer. 

RESULTS: This careful attention to customer re­
quirements and the ensuing complete understand­
ing with customers has built a great deal of good­
will and brought a definite increase in business. 

Rapid disposal of overages, odd lots and specials 

by long-distance telephone 

The specific advantages of the long-distance 
telephone for disposing of overages, odd lots and 
specials are that it allows a full discussion of all 
the points of the merchandise, including quan­
tity limitations, with customers who are most 
likely to be able to use the merchandise; it en­
ables you to reach these customers quickly at 
small cost no matter where they are located; it 
avoids the customer dissatisfaction occasioned by 
demands from several customers for the same lot 
when it is offered on a widespread basis. 

Case I 

A small producing unit has about two hundred ac­
counts. A sales manager and one salesman handle these 
accounts. 

Naturally it is difficult to maintain a proper balance 
between production and sales, with the result that there 
are overstocks at times. These must be disposed of quickly 
to avoid shut-downs. 

The sales manager telephones likely prospects to dis-
pose of these overstocks. 

RESULTS WHICH ARE TYPICAL: 5 telephone 
calls sold orders valued at $3,ooo. Telephone 
charges, $10. 
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Case 2 
Large producers of standard merchandise frequently 

have surplus stocks which must be disposed of without 
undermining markets. A broker has set up a business to 
dispose of the surpluses, keeping identities of both pro­
ducers and buyers secret. Quick action is necessary to 
minimize storage charges. The broker must obtain best 
possible prices. Personal visits are too slow and expensive, 
yet discussion is necessary to give details and to arrive at 
satisfactory arrangements. The broker telephones pre­
ferred list of customers. 

RESULTS: Immediate commitments are secured; 
no danger of selling more than supply on hand 
with resulting embarrassments and disappoint­
ments because of inability to fill orders. Average 
cost of long-distance telephone calls Y2of1% of sales. 

Case 3 
A manufacturer of basic materials is faced frequently 

with competitive quality step-ups and color and style 
changes. At such times a great many items become obso­
lete in terms of the general market but are perfectly suit­
able for some markets. 

RESULTS: The use of the long-distance tele­
phone enables this manufacturer to describe these 
items fully to specially selected_customersand to dis­
pose of them rapidly to make room for new stock 
items. The cost is small in relation to results. 
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The effective use of long distance when an immediate 

exchange oF inFormation helps buyer and seller 

There are certain times in many businesses 
when an immediate explanation to the cus­
tomer of changed conditions, or a few minutes 
discussion with him, makes additional sales or 
builds good-will by giving him better service. 
Instructions to the sales, order or production 
departments to use long distance at these times 
will help your business. The following are typi­
cal instances: 

When stock items are low / or are dimin­
ishing rapidly and may not be replaced soon, a 
long-distance telephone call will protect the cus­
tomer who uses these items regularly and whose 
stocks of these items may be low, too. The long­
distance call gives him an opportunity to put in 
an immediate order for whatever stock he may 
need until your stocks are brought back to normal. 

The advantage of the long-distance call in 
this situation is that it gives an opportunity for a 
complete discussion and a full exchange of in­
formation. 
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When an item must be substituted on a 
rush shipment for one not in stock, a long-dis­
tance telephone call enables the customer to 
make his own substitution at once, and pre­
vents delay in the shipment of the entire order. 

When instructions on orders are not clear, 
the long-distance telephone call makes it pos­
sible to arrive at an understanding quickly 
through discussion. 

When machine-running schedules are 
changed, the long-distance telephone call en­
ables the sales division to pick up orders from 
customers who may need some of the items that 
have been put at the top of the new running 
schedule. 

When a run of a special item or an item 
for which there is a strong demand is nearing 
completion, a long-distance call to a customer 
gives him an opportunity to enlarge his order. 
Many additional sales are being made by fol­
lowing this procedure. 
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The collection of delinquent accounts 

by long-distance telephone-small cost-large returns 

The following are experiences m collecting 
delinquent accounts by long-distance tele­
phone as reported by companies experimenting 
with this method. 

Case I 

953 of calls bring payments. Some new orders 
are secured when collection calls are made. 

Case 2 
753 of amounts due are collected immediately. 
Definite dates are made and kept for payment of 
balance. 

Case 3 
Previous plan was to have salesmen collect delinquent 

accounts. Branch managers now telephone customers 
after no response is received to reminder notice of overdue 
accounts. 

RESULT: Collections have improved. Salesmen 
have less difficulty in selling to and in retaining 
accounts which have been given delinquent account 
treatment. 

Case 4 
Prompt payment is made in 903 of over-due ac­
counts. No other collection method so cheap nor so 
effective as the long-distance telephone. In many 
cases collection calls result in new orders. 

Case 5 
Collections previously made by mail. Results not en­

tirely satisfactory. To collect them by personal visit was 
too expensive. Long distance was tried. 

RESULTS OF TELEPHONE TRIAL: IO customers 
were telephoned. 7 customers paid within a few 
days. $2 ,500 was collected, representing over 503 
of amount due. Total telephone charges were less 
than 23 of money collected. 

Case 6 
Previous method: Collections were made by field rep­

resentatives with personal visits. Average cost of visit out-
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side of metropolitan area, $r .57. Specially trained em­
ployee now telephones within 25 cent radius of branch 
office. 

RESULTS: In.first 96 calls 823 of cases were dis­
posed of without personal visit. Long-distance 
telephone charges were 23 cents a case, a saving of 
85 3 over personal visit. 

Case 7 
Previous method: Delinquent accounts after certain 

period were turned over to salesmen. Branch office now 
telephones after one statement and one collection letter. 
Some large accounts are also telephoned before cash dis­
count period expires. 

TYPICAL INSTANCES: 5 telephone calls to ac­
counts 60 to go days past due brought prompt 
payment; $3,240 was collected. 2 telephone calls 
brought $I ,200 by return mail. 

Case 8 
A series of letters is used to collect delinquent accounts. 

Accounts not collected by this series are turned over to 
sales agents. Method previously used was personal visit, 
which occasioned long delays because sales agents might 
not call on accounts for several weeks. Sales agents now 
telephone these accounts. 

RESULTS: One week's trial-Ir 7 calls-brought 
promises from all customers to pay on specific 
dates. Long-distance charges were 40 cents per 
call. Plan has been made permanent. 

The outstanding points in these cases regard­
ing collections are: 

From 50% to 95 3 of the delinquent accounts are paid 
immediately. 

The collections are made usually without disturbing in 
any Wl{Y the relationships between the company making the 
collections and the customer. 

The collections. are made with an unusually small ex­
penditure of time and ef money. 

The claims in these testimonials are strong. 
Yet there is a reasonable explanation. The 
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great majority of businesses and a majority of 
individuals pay bills on due dates. Another 
large percentage responds to the usual mail 
form of reminder. There are others, however, 
who for various reasons respond most readily to 
a personal request for payment. That form of re­
quest when made tactfully to this group brings 
results. 

The request for payment over long distance 
can be made just as tactfully as though the 
creditor and debtor were face to face. If there is 
a legitimate reason for non-payment, the tele­
phone call offers the delinquent plenty of op­
portunity to explain his position in his own way. 
If there are misunderstandings, these can be 

ironed out by discussion. If adjustments are 
warranted, these can be made immediately with 
a full knowledge of the facts. 

Many organizations stress one point with re­
gard to the saving of time which should not be 
overlooked. Delinquent accounts are seldom 
congregated in one area. They are usually 
spread over a wide territory. The long-distance 
telephone enables the person best fitted by ex­
perience and judgment to handle the collec­
tions to cover many delinquents in a compara­
tively short time. 

There is only one way to know how successful 
the telephone can be in making collections. This 
is by testing it. 

A credit card saves the time oF your salesmen - its use gives you a record oF calls -
Credit cards similar to the one pictured here will be given salesmen or executives on request. When 
this card is presented at the business office of the Telephone Company in any town, the calls made 
by the person presenting it will be charged to your account at your branch or home office as des­
ignated by you. The use of this card saves time. The charges give you a record of calls and the cost. 

63 

TCI Library  www.telephonecollectors.info 



The rapid and satisfactory adjustment of complaints 

The fo!lowing incidents are typical of the sat­
isfactory adjustment of complaints by long-dis­
tance telephone. 

Case I 

An organization had been adjusting complaints by 
mail. It was felt that a personal discussion was desirable, 
but personal discussion through travel was difficult, be­
cause the complaints, like all complaints, were spotted 
throughout the territory. 

A test was made with the long-distance telephone. The 
trial proved so satisfactory that an executive now tele­
phones 85% of all complaining customers and makes the 
adjustment personally. 

RESULTS: Many favorable comments made by 
customers on this personal method of handling 
complaints. Sales made over the telephone after 
adjustments are worth many times the cost of 
calls. 

Case 2 
This company makes a product, some of the defects of 

which cannot be detected except in use. This results in 
customer complaints requiring adjustment. Complaints 
involving large amounts are referred by district represen­
tative to the home office nearly 1 ,ooo miles away for ap­
proval. Previous method of handling these complaints 
was by mail. An exchange of several letters was required 
before adjustments could be reached. Company wanted 
to speed up adjustments so the long-distance telephone 
was tried. 

RESULTS: Complaints previously held a week to a 
month pending settlement are now cleared up in 
one long-distance call. Telephone costs are more 
than offset by improved customer service. 30 calls 
over three months' period cost $220. Average call, 
1,000 miles, cost $7. Other matters were dis­
cussed on these contacts to the added benefit of the 
business. 

Case 3 
Firm had contract sale with customer. A complaint re­

quired immediate executive action, but salesman han­
dling the account had pertinent information. The district 
representative used long-distance conference service to 
talk to the salesman and to the customer simultaneously. 
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RESULT: This three-city hook-up brought a satis­
factory adjustment. It took but four minutes. 

Case 4 
Difficulties were being experienced by customer's 

representatives located at opposite ends of a truck run. 
The schedule was frequently inconvenient to one or the 
other. The dispatcher conferred simultaneously with the 
two complainants in different cities using long-distance 
conference service. 

RESULT: The complaint was adjusted in 8 
minutes. The telephone charges were $1.25. 

As in the case of collections, the testimony of 
the organizations which are using long distance 
in adjusting complaints is that it enables the in­
dividual best-equipped through knowledge and 
experience to handle most of them as they arise 
without taking the time to make a personal visit 
to the customer. As a general rule, the circum­
stances can be reviewed fully over long distance. 
The customer has plenty of opportunity to pre­
sent his side of the case. Through discussion an 
adjustment can be made which is just as satis­
factory as though the adjuster had visited the 
customer in person. 

Another advantage which these organizations 
cite is that the complaint can be handled with­
out delay. The customer is made to feel that any 
inconvenience which he has experienced is a 
matter of immediate personal concern. This 
minimizes his resentment and makes the work of 
adjustment a little easier. 

One further advantage is that the organiza­
tion which handles complaints in this way has 
exact first-hand information regarding the 
causes of complaints. This information some­
times will suggest changes in products or serv­
ices which minimize the number of complaints. 
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Profitable experiences in coordinating production, delivery 

and sales through the use of long distance 

Gathering extra orders to make up Full trucks 
or carloads 

Building sales by expediting deliveries 

Many sales hinge on production schedules 
and on delivery dates and costs. 

If a salesman can promise, "We can put this 
item right into production," a sale may result. 

Or, if a sales department is able to say, "We 
have a car or truck leaving now,'' an extra 
order may be picked up. 

Or, if a sales department can explain, "Your 
order will enable us to fill a car-we can give 
you the carload rate," that carload rate ad­
vantage may save an order. 

Or, if a salesman is able to say, "I will call 
you each morning; orders you give me will be 
delivered that day," he may gather extra orders 
from customers and add new customers. 

The following are experiences in the use of 
the long-distance telephone to effect coordina­
tion between production, deliveries and sales. 

Case I 

Full truck loads built by long-distance telephone. This 
firm delivers by truck within radius of 50 miles. The de­
livery of partial shipments by truck is expensive and it 
was the practice to delay many shipments until enough 
orders were received from any locality to fill a truck. This 
caused difficulties with customers. 

When the orders received are for less than a truckload, 
the sales department telephones other customers along 
the route immediately to solicit orders to fill the truck. 

The appeal used is, "Truck just leaving. Can make im-
mediate delivery of any supplies you need." 

RESULTS: 2 to 3 orders in every ro telephone calls 
-full trucks-less expensive deliveries-good 
service-increased good-will. 
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Case 2 
Company sells its merchandise F.O.B. shipping point. 

To meet competition of competitors more strategically 
located, management wanted to give as many customers 
as possible the benefit of carload rates. This is accom­
plished by making use of the long-distance telephone in 
the following way: 

On orders for less than a carload, the salesmen tele­
phone the orders to headquarters. The sales department 
then telephones customers along the same railroad route 
and solicits orders to make up the balance of the carload. 

RESULTS: A great deal of additional business due 
to appeal of saving in shipping costs. Also, in­
creased good-will. 

Case 3 
This company distributes perishable products. The 

tendency of wholesalers and retailers is to carry minimum 
stocks; last-minute rush orders are common; difficult to 
work these orders into delivery schedules; failure to do so 
brought customer dissatisfaction. 

Salesmen now telephone by long distance to larger 
customers every day before leaving home to get last­
minutc orders for delivery that day; salesmen then tele­
phone office before trucks start. 

RESULTS: Permits most effective routing of 
trucks-gives customers best possible delivery 
service-helps meet competition of more-strategi­
cally located competitors. 

Case 4 
Special new compet1t1ve product was not selling. 

Change had to be made quickly to meet market oppor­
tunities. To speed up change and to be sure the market 
requirements were met, conference was required between 
home office executive, branch manager, production man­
ager and two persons conversant with characteristics of 
product, all located in different cities, maximum distance 
2,600 miles. A long-distance telephone conference was ar­
ranged. 

RESULTS: A conference of 2 3 minutes at a charge 
of $ 1 14 brought necessary adjustments; saved 
eastern executive trip to west coastJ· sales of im­
proved product stepped up almost immediately. 
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small orders but specials and large stock items are shipped 
direct from factory. 

Jobbers now telephone factory representatives; repre­
sentatives telephone factory full details; shipments are 
made immediately or put into production at once. 

RESULTS: Sales immediately increased; one rep­
resentative more than doubled sales. 

Case 6 
Manufacturer of new seasonal product required close 

coordination between branch sales offices and factory 
located at a distance. Branch offices telephone orders and 
foll delivery requirements three times a day. 

RESULTS: Gives production department full op-

Company distributing perishable product wanted to 
speed up deliveries to reduce amount of stale goods being 
returned. This organization has agents located through­
out its territories. It was the practice of these agents to 
estimate the requirements of dealers two days in advance 
of deliveries and to mail them to headquarters. Naturally 
there were many inaccuracies in estimates resulting in 
overages and shortages. The stale overages were returned 
and the shortages created dissatisfaction. 

Agents now telephone orders daily to centrally located 
agents who relay them by telephone to headquarters. 

RESULTS: Next day's orders shipped each night 
by truck; one day saved between placing of orders 
and receipt of goods; reduced amount of stale 
goods returned. 

Purchasing by long distance gives quick1 opportune contacts 

Purchasing by long-distance telephone has 
many advantages. It gives you immediate first­
hand knowledge of supplies available. Some­
times it gives you first call on those supplies. It 
allows discussions of qualities, delivery dates, 
prices and other details. It permits immediate 
commitment and helps to match supply with 
demand. Typical instances follow. 

Case I 

This company deals in seasonable merchandise, 
usually talking to growers by long distance to gather in­
formation regarding quality and extent of crop expect­
ancy and to make commitments. Opportunity for discus­
sion makes certain that conditions of sale and delivery are 
understood by company and suppliers. 

RESULTS: In one month even with the use of hun­
dreds of calls, cost of purchasing was reduced 
from $2 I a car to 80 cents. In one year the pur­
chasing cost was 7% of previous year. 

Case 2 
A wholesaler distributes goods, the supply of which 
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fluctuates. He uses long distance to keep in constant 
touch with supply so as to match his purchases as nearly 
as possible with demand. During peak periods, he extends 
his telephone activities in many directions. 

RESULTS: This wholesaler has been able to 
match purchases with demand and to keep his 
customers satisfied at a low cost. 

Case 3 
This company buys and sells used machinery and new 

machinery of many kinds. Previous method of purchase 
was by personal visit entirely. Now, a great majority of 
purchases and sales are made by telephone. 

RESULTS: Many machines costing several thou­
sands of dollars are bought and sold almost 
simultaneously at a very low cost in both buying 
and selling, and with complete satisfaction. 

Case 4 
This wholesaler deals in perishable product on which 

he has regular sources of supply. When supplies from 
these sources are too low, he uses long distance to get 
supplies from other wholesalers. 

RESULT: Sales work is seldom hampered by lack 
of supplies. 
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Foreign countries and ships at sea are included in 

long-distance service 

Overseas telephone service began on January 
7, I 92 7, with opening of service between New 
Yark and London, over a long wave radio tele­
phone circuit across the Atlantic. The service 
now embraces practically all telephones in 
Western Europe; Egypt and part of South 
Africa; Australia; India, French Inda-China, 
Siam and the Netherlands Indies; practically 
all of Central and South America; Bermuda, 
Hawaii, the Philippines and Japan. You can 
also be connected with the Bahamas, the 
Dominican Republic, and Puerto Rico; with 
Morocco, Algeria, Palestine, Syria, the Canary 
Islands, Iceland, and scores of distant lands all 
the way from the Arctic Circle to far below the 
Equator. Wire lines across the borders interlace 
the networks of Canada and Mexico with Bell 
System lines, while four submarine cables across 
the Straits of Florida interconnect the American 
and Cuban systems. 

A Bell System subscriber today can reach 
about 35 million telephones throughout the 
world. 

Overseas service is continually being ex­
tended. Your long-distance operator can always 
tell you whether a specific point can be reached 
by telephone, and what the rate to it is. 

Absolute privacy through an operation 
known as scrambling 

To insure privacy in telephone conversations 
across the ocean, a device in the Control Room 
at the Long Distance Building performs upon 
the voice an operation popularly known as 
"scrambling," from its resemblance to a famil-

iar method of preparing eggs. This is a de­
liberate mangling of the words in a way that 
produces complete gibberish. 
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While the similarity to scrambled eggs is 
marked, there is an important difference. No 
practicable means has been devised for un­
scrambling eggs, whereas this is quite easily ac­
complished in the case of the voice by an "un­
scrambler" at the distant terminal which re­
verses the process, producing your words in their 
original form. The net result of this scrambling 
and unscrambling is a conversation that is un­
intelligible in transmission but intelligible to the 
party to whom you are connected. 

Ship-to-shore service 
For the convenience of ocean travelers Bell 

System telephone service has been extended to 
a score of ocean liners through stations in New 
Jersey, and also through the Transpacific sta­
tions at San Francisco. 

The ships to which service is given are: 
Caledonia, Transylvania (Anchor Line); Empress 
of Britain (Canadian Pacific); Aquitania, Beren­
garia, Queen Mary (Cunard-White Star); Ile de 
France, Normandie (French Line); Monarch of 

Bermuda, Queen qf Bermuda (Furness); Bremen, 

Columbus, Deutschland, Europa, Hamburg, Hansa, 
New York, Reliance (Hamburg-American-North 
German Lloyd); Conte di Savoia, Rex (Italian); 
and Chichibu Maru (Nippon Yusen Kaisha); 
Manhattan, Washington (United States). The 
service is available to all Bell and Bell-connect­
ing telephones in the United States, Canada, 
Cuba and Mexico. 
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Teletypewriter exchange service - Teletypewriter exchange service is furnished on substantially the same basis 
as telephone service except that communication is typewritten instead of oral. Teletypewriter stations are con- -
nected to central offices, similar to the one pictured here, and through these central offices communication may be 
established with other teletypewriter stations similarly connected in the same city or in any other city. 

TCI Library  www.telephonecollectors.info 



The story of the Teletypewriter 
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The teletypewriter reproduces messages exactly and instantaneously regardless oF distance - Any mes­
sage written on this machine will be reproduced exactly by any teletypewriter with which it is connected, whether 
in the next office, on the floor below, or three thousand miles distant. That message may also be reproduced at ­
many points. At each point it can be reproduced in multiple copies up to six. Replies may be received from all 
points in the order requested. Messages can also be reproduced on machines that are unattended. The messages 
are seen only by those who have access to the machine which transcribes them, which makes the teletypewriter es- -
pecially valuable for transmitting confidential messages. Teletypewriter service is an economical form of fast 
written communication. 
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The teletypewriter permits the close personal control 

and direction of the units and departments of a business 

at any distance 

Transmits orders, instructions and informa­
tion instantaneously in typewritten Form 

The opportunities for the close personal con­
trol of a business through teletypewriter service, 
regardless of the distance which separates head­
quarters from factories, warehouses, branch 
offices, or customers, are similar to those offered 
by telephone service. 

The telephone offers the personalized quality 
so necessary to many transactions. 

The teletypewriter furnishes exact written 
records of any transaction. 

The choice depends upon the need. 
A message or an order can be written on the 

teletypewriter and, simultaneously, that message 
or form will be reproduced exactly as sent on any 
teletypewriter to which the original teletype­
writer is connected. The other teletypewriter 
could be in the next room, on another floor of 
the same building, or three thousand miles 
away. 

In other words, the teletypewriter is a tele­
phone typewriter connected with other ma­
chines just as the telephone is connected with 
other telephones, performing exactly the same 
service performed by the telephone except that 
the teletypewriter message is a typewritten mes­
sage instead of a voice message. 

An additional feature of the teletypewriter is 
that it furnishes multiple copies up to six. 

Teletypewriter service has all the privacy of 

the mails with the speed of the telephone. 
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Privacy is assured because connection is 
direct between sender and receiver. The mes­
sage as written on one machine is reproduced 
only on the machines to which it is connected. 
Before the message is written, an answer from 
the machine to which the attendant has asked 
to be connected indicates that that teletype­
writer is ready to receive the message. 

Connections can be made in about a minute 
or less. Orders, instructions and information 
are transmitted rapidly. Manual operation of 
this machine will allow from I oo to I 50 words 
to be transmitted in a three-minute communi­
cation, although where there is a volume of com­
munication to be sent, a maximum speed of 180 

words can be attained through the use of auto­
matic equipment described on the next page. 

In terms of cost, teletypewriter service is a 
most economical form of high-speed written 
comm uni ca ti on. 

Private line and exchange service 
In practical operation distinctions similar to 

those of telephone hook-ups apply to the use of 
teletypewriter service. 

Exchange teletypewriter service is similar to 
message-telephone service in that you can com­
municate through teletypewriter switching cen­
ters with any exchange teletypewriter machine 
located on any customer's premises anywhere 
in the country. Private-line service is what the 

name signifies, in that it is a private system 
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usually used between the branches of one con­
cern for its individual use. A machine on a 
private-line hook-up ordinarily cannot be con­
nected to any other machine except those on 
the network of which it is a part. 

In some instances a private line offers the 
most advantages. In others it is more advan­
tageous to use teletypewriter exchange service. 
Which type of service is best in any instance 
can be determined by a careful study of com­
munication requirements, though, in many 
cases, the choice is fairly obvious. 

Often both private line and exchange services 
can be used profitably. 

Some advantages of automatic transmission 
There is a very important time and money 

saving advantage in the use of automatic trans­
mission. The average manual sending speed of 
an attendant is between I oo to r 50 words in a 
three-minute connection. The sending speed of 
automatic transmission is r 80 words. 

There are times when a machine is busy at a 
terminal point to which an attendant at an­
other terminal point wants to transmit messages 
or a number of orders. This need not delay the 
writing of the messages or orders. This special 
automatic equipment allows an attendant to 
type the messages or orders on a tape. At the 
proper time, the attachment is geared to the 
machine and whatever has been written on the 
tape is automatically transmitted to the other 
machine or machines as the case may be. This 
equipment is furnished at low cost. 

Even when your office is closed, you can 
receive teletypewritten messages 

One of the advantages of teletypewriter ex­
change service is found in the fact that a mes­
sage can be delivered to an unattended ma­
chine. For example: Case Number 2 on page 75 
cites the experience of a manufacturer with a 
general office and factory in the east and a sub­
sidiary on the west coast. When the day's 
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work is completed on the west coast, the office 
of headquarters in the east has been closed 
three hours. Yet, the day's totals from the west 
coast are teletyped just before five o'clock on 
the west coast and reproduced at headquarters 
in the east where they are ready for examination 
by the proper officials in the morning. 

This same method can be used when branch 
offices are occupied only part of the day. 

Exchange teletypewriter conference service 
Many business firms have need either regu­

larly or occasionally to communicate with a 
number of points at one time. This may be to 
get information or instructions to several points 
quickly and accurately, to receive comments or 
reports from all points promptly, or to permit 
these points as a group to exchange ideas or 
views on important matters. 

The teletypewriter offers this service. For ex­
ample, a teletypewriter in Boston could be con­
nected with machines in Tampa, Florida; New 
Orleans, Louisiana; Tulsa, Oklahoma; Duluth, 
Minnesota; and Seattle, Washington. Single or 
multiple copies of any message or form up to six 
could be teletypewritten in Boston and repro­
duced simultaneously in each of the five cities 
listed, or at any other points to which it seemed 
desirable to send these messages. Each tele­
typewriter in each of the cities could reply in 
the same way to any message sent and each 
reply could be reproduced on each of the tele­
typewriters in the hook-up. 

The use o~ teletypewriter service on a reg­
ular schedule helps to promote efficiency 

It is the practice of many organizations to 
use teletypewriter service at scheduled times. 
Using it at about the same times each day pre­
vents confusion, enforces orderliness and saves 
time. It enables attendants to organize messages 
so that they can be transmitted rapidly and in 
proper sequence. Those who have messages to 
send get accustomed to having them ready at 
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stated times, and everyone knows when mes­
sages will be received. 

In addition, the service is used at any time a 
need arises. 

Who can use teletypewriter service? 
On page 78 you will find the story of the 

teletypewriter directory. In that directory are 
listed approximately twelve thousand teletype­
writer exchange subscribers in hundreds of 
towns and cities. Most of these subscribers find 
the teletypewriter service indispensable. 

This list of subscribers includes manufactur­
ers of every description, distributors of all kinds 
of merchandise: department stores, chain stores, 
advertising agencies, news services, newspaper 
publishers, contractors and builders, food pack­
ers and distributors, coal producers, oil com­
panies, banks, brokers, financial houses, trans­
portation companies, radio stations, detective 
agencies, the police and others. 

There are today about twenty thousand 
machines in use, including both types-ex­
change and private line. 

If you have a communication problem which 
you believe can be simplified through the use of 
the teletypewriter, a call to the local telephone 
business office will bring a representative to 
study the problem with you and to give you full 
details of the advantages of the use of teletype­
writer service in your particular case. 
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The Features of teletypewriter service 
The features of teletypewriter service are: 
Availability-Teletypewriter service is simi­

lar to telephone service. Exchange teletype­
writer subscribers can be connected at any 
time with any other subscriber to this service. 

Speed-Connections are fast. Usually they 
are made in about one minute. 

Two-way service-Subscribers can type back 
and forth on the same connection, making in­
quiry and reply possible. 

Accuracy-Communications are reproduced 
exactly as sent. 

Acknowledgment-The acknowledgment of 
the message ensures certainty that it has been 
received. 

Simplicity of operation-Any competent typist 
can quickly learn to operate the teletypewriter. 

Privacy-There is a direct connection be­
tween sender and receiver. 

Flexibility-Your own forms for orders, re­
ports and deliveries can be used. As many as six 
copies can be made by each teletypewriter. In 
the handling of multiple copies, the sides of the 
forms and carbon are usually perforated to en­
sure against slippage. 

Complete and exact records-Each subscriber 
has his typed copy of the form or message for 
filing in convenient form. 

Low cost-Teletypewriter communication is 
economical. 
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These are teletypewritten messages-The teletypewriter prints your message in clear, legible capital letters both -
on the machine which transmits the message and on the machines which receive it. The paper on which messages 
are written is filing size width. It feeds from a roll and can be cut off to filing length if desired. Messages longer_ 
than filing size can be folded for filing. 
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Case histories which show the scope, flexibility and economy 

of teletypewriter service 

These case histories are in one sense testi­
monials. They are based on the statements of 
users. These users say that the teletypewriter 
gives them close control over production, orders, 
sales, deliveries, and many other operations; 
that it has enabled them to give faster and bet­
ter service to customers; that it has helped them 
to reduce inventories and to dispense with some 
warehouse stocks entirely; that it has reduced 
peak loads in many departments; that it has 
saved employee time by dispensing with some 
operations; that it has enabled them to operate 
their businesses smoothly at higher speed. 

Control of production, operations, sales and services 

Case I 

District headquarters and five department stores of a 
chain are located in metropolitan city. District manager 
and staff have complete supervision over all store ac­
tivities, the managers answering directly to them. Policy of 
company is to maintain uniform prices in all stores; to 
keep merchandise moving at high speed; and to maintain 
minimum stocks. This policy necessitates fast and accu­
rate communication between headquarters and all stores 
and between each store and the others. 

Teletypewriter equipment is installed at headquarters 
and at all the stores. This equipment is used for the fol­
lowing purposes: 

The unit price control department at headquarters 
issues retail price changes to all stores simultaneously, 
several copies being reproduced at headquarters and at 
stores for information to proper people and for account­
ing purposes. This same department also sends inquiries 
to stores regarding slow-moving items for the purpose of 
keeping balanced inventories and speeding up the move­
ment of the slow-moving items by price reductions when 
necessary. 

The district buying office sends information to stores 
regarding special offers to determine how much stock 
of these items can be taken by each store. 
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Branch stores requisition out-of-stock items from other 
branches in the unit to replace depleted stocks. 

District office sends branch stores important changes in 
sales administration policies. 

Branch stores send district office daily reports of sales 
ac ti vi ties. 

Multiple copies of all these reports, requests and in­
structions are made for varioui accounting and record 
purposes, so that the authority and responsibility are al­
ways clear. 

ADVANTAGES: This fast, accurate, systematic 
communication gives district headquarters com­
plete supervision over all activities at low cost. Its 
automatic quality gives store managers and de­
partment managers maximum time for store su­
pervising duties. Its speed assures uniform pricing 
in all stores at all times. It keeps inventories in 
proper balance. It provides headquarters with up­
to-the-minute reports of store sales activities and 
merchandising costs. It provides convenient writ­
ten records. 

Case 2 
This manufacturing organization has its general office 

and factories in the east. Sales branches and warehouses 
are located in a number of large cities. The organization 
also has a subsidiary plant on the west coast. 

Teletypewriters are located at general office, factory, 
branch offices and at the subsidiary. The branch offices 
use them to transmit all rush orders to the general office, 
including both warehouse stock replacements and direct 
shipments to customers. The general office relays orders 
to the factory over local private line teletypewriter. Speci­
fications are also transmitted by branches on special jobs. 

This company also uses unattended teletypewriter 
service. The general office in the east has been closed 
several hours at completion of day's work in the sub­
sidiary on the west coast. Nevertheless, a complete report 
of production, sales, plant costs and miscellaneous operat­
ing information is transmitted from the subsidiary and 
automatically reproduced on an unattended teletype­
writer at the general office for study by the executives the 
next morning. This is one of the exclusive features of 
teletypewriter service. 
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ADV ANT AGES: The hzjz,h-speed transmission of 
orders and two-way information between branches 
and headquarters and between the subsidiary and 
headquarters keeps production even with demand 
and gives rapid service to customers. Specifica­
tions and figures are accurately transmitted, and 
the complete identical written records at each 
place fix the responsibility for errors. The unat­
tended service gives headquarters complete infor­
mation on previous day's business at opening of 
effice the next day. 

Case 3 
This case illustrates the application of teletypewriter 

service to the control of small operations where a combi­
nation of speed, close control and record keeping are help­
ful from a service standpoint. 

A thirty-nine story building houses the general offices 
of a large number of concerns on a rental basis. The build­
ing owners provide complete maintenance service, in­
cluding all forms of repair work. The building superin­
tendent's office is in the tenth floor; repair shops are in 
sub-basements. 

In the course of the average business day, a large num­
ber of requests are made for repair service-burnt-out 
lights; fan, radiator and ventilating troubles; office space 
modifications; etc. Delays in performing these services 
cause dissatisfaction, annoyance and ill-will. Promptness 
and accuracy are necessary in getting complete informa­
tion to repair shops. 

One teletypewriter is installed in the superintendent's 
office, one in each of two repair shops. The notifications 
are automatically transmitted in multiple form for in­
formation regarding needed repairs, requisitions, cus­
tomers' receipts and record keeping. 

ADV ANT AGES: Communication between effices on 
tenth floor and repair shops in sub-basements is 
instantaneous and exact. Repairs are handled 
rapidly. Complete records in eflice and shops 
eliminate possibility of misunderstandings. 

Case 4 
A large commercial bank occupies the first five floors 

of a building. Its vaults are in the basement. The com­
mercial accounts are handled by twelve tellers located on 
the second floor. Brokerage accounts are handled by a 
"broker's certify" teller also on second floor. Bookkeeping 
department located on fifth floor notifies tellers of requests 
placed for "stop-payment" of checks. 

Teletypewriter equipment is located in bookkeeping 
department and at tellers' cages; there are six machines­
each machine serving two tellers. 

The teletypewriter equipment is used principally by 
bookkeeping department to transmit stop-payment re­
quests to tellers. The previous method was to use a com-
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bination of telephone and messenger service. Normally, 
however, checks are presented for payment promptly. It 
is important, therefore, that immediate accurate advance 
notice be given tellers on "stop-payment" requests to 
avoid "paid-in-error" cases. Only through promptness 
can these errors be avoided with the consequent ill-will 
of depositors. 

Three copies are produced of each stop-payment re­
quest in the bookkeeping department. One copy goes to 
customer, one is an office record copy, one goes to the 
bookkeeper on the account. At the tellers' cages, the re­
quests are produced on a continuous tape and placed in 
celluloid containers where they are visible for reference 
and held for at least sixty days; longer if the customer so 
requests. 

ADV ANT AGES: The stop-payment request is re­
ceived by tellers much more quickly than under 
former method. The teletypewriter method has 
improved efficiency of tellers because it takes less 
of their time. Messenger service has been elimi­
nated. Number of checks "paid in error" has 
been substantial/;' reduced. 

Case 5 
This company does a retail business and delivers to 

homes. Exceptionally prompt delivery is necessary in 
many instances to keep customers satisfied. The main 
office of the company is in a large eastern city. Eleven 
sales offices arc located in suburbs and in outlying cities. 
Five distribution plants are situated throughout the ter­
ritory served. 

There are nine teletypewriters in main sales offices, one 
in each of the sales branches, one machine in each of the 
distribution plants. 

Orders are transmitted from the sales branches to the 
main office. The main office checks all data in connection 
with each order and then transmits them on company 
forms to the proper distributing plant. All information re­
garding contracts and credit is kept at the main office. 
This necessitates considerable two-way transmission be­
tween branches and the main office. 

ADV ANT AGES: The company reports that the 
teletypewriter service is fast and economical and 
gives maximum speed in handling orders. 
Errors are practically non-existent. The handling 
of orders is systematic and clerical service has 
been released for other duties. The company is 
building an enviable reputation for prompt de­
liveries. 

Reduction of inventories or elimination of ware­
house stocks with improvement in service 

Case 6 
Alarge automobile company has parts depots through-
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out the country out of which it supplies replacement parts 
to dealers. Parts for which there is a steady substantial 
demand are carried in stock by depots. Parts which are 
required infrequently and which are generally expensive 
are stocked at headquarters. These are shipped by air ex­
press direct from headquarters to the customer of the 
dealer. Good service requires that inquiries as to special 
features and changes of cjr equipment be answered 
promptly and exactly. 

Teletypewriters are used to transmit messages be­
tween parts depots and headquarters. Parts depot trans­
mits details of order to headquarters. Four copies are 
made at headquarters. Original goes to parts order divi­
sion; one copy to plant superintendent's office; one copy 
to stock control department; one is retained for record in 
teletypewriter room. All orders, inquiries and reports re­
ceived at headquarters are automatically re-transmitted 
to proper factory or department over private line tele­
typewriter circuit. 

ADVANTAGES: Maximum speed infilling orders; 
parts are often boxed and on their way within 
thirty minutes after the order was sent by distant 
depot. Orders received at headquarters in after­
noon are delivered by air express in distant cities 
next morning. Savings are effected; large and ex­
pensive inventories need not be carried at depots; 
teletypewriter records enable the stock control 
department to balance inventory and demand both 
at depots and headquarters. 

Case 7 
This manufacturing company has its headquarters and 

mill in an eastern city; it also has a sales branch in another 
eastern city. It ships direct from mill. It formerly main­
tained a warehouse stock in the city for shipments to cus­
tomers in that vicinity. The company wanted fast, ac­
curate, systematic communication between sales office 
and mill so that shipments could be made direct from mill. 

Teletypewriters were installed at mill and sales office. 
Orders are grouped for transmission on two scheduled 
calls daily from sales branch to mill. Goods are then 
shipped direct to customers from mill. 

ADVANTAGES: Fast, systematic, accurate trans­
mission of orders to mill eliminated necessity for 
warehouse at sales branch and released packing 
and handling personnel at sales branchfor other 
duties. Factory production now follows sales re­
quirements more closely than formerly. Customers 
get better service. 

Speed in answering inquiries, and in making quota­
tions and deliveries 

Case 8 
A manufacturing organization has its headquarters 
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and plant in north-central part of the country; branches 
in east, midwest and west. This organization uses 
scheduled connections twice daily. On each connection, 
branches forward details of rush orders and inquiries from 
customers regarding shipments not received. On the same 
connection headquarters sends information on shipments 
made with dates, routing and car numbers; also tracing 
information in reply to earlier inquiries about shipments 
not received. Information and quotations on orders and 
price inquiries received by headquarters direct from cus­
tomers are also transmitted to branches. 

ADVANTAGES: Fast answers to inquiries; price 
information immediately available to customers; 
orders coming direct to headquarters acknowledged 
immediately to customers. Cost is low because of 
grouping of messages for sending at one time. 
There is one other important advantage. Many 
of the customers of this organization have tele­
typewriter exchange service. This permits in­
stantaneous written communication with them. 
These customers were informed by letter of the 
installation of the teletypewriter service. 

Case g 
This manufacturing organization is in a highly com­

petitive business where fast service is just as important as 
quality. Headquarters and factory are in midwest. The 
company has branches and warehouses in several large 
cities with a main branch and large warehouse close to 
large eastern seaboard city in which the company carries 
complete stocks of major units and parts. Proper service 
to dealers requires high-speed communication between 
branches and headquarters. Methods formerly used were 
mail and an occasional telephone call. 

Teletypewriters have been installed at headquarters 
and branches. Orders, information and customer in­
quiries regarding shipments are grouped and transmitted 
on two scheduled calls daily-which keeps costs at a 
mm1mum. 

ADVANTAGES: The high-speed accurate trans­
mission of orders and information with complete 
and accurate details enables this company to give 
exceptional service to customers on inquiries and 
shipments. These features are provided at low cost. 

Case IO 

An auto trucking firm has terminals in several cities. 
This firm has installed teletypewriter service at all termi­
nals to improve the quality and extent of its service to 
shippers. In addition to carrying merchandise for its cus­
tomers, it makes purchases for them at terminal points, 
and brings this merchandise back on return trips. When 
a truck is ready to leave, a connection is established with 
the terminal for which truck is headed. The messages in­
clude name of shipper and consignee; description of 
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Teletypewriter directory listings - A complete directory service similar to telephone directory service is fur­
nished to teletypewriter subscribers. There are two listings; one by towns and cities; the other by business classi­
fications - as shown above. A subscriber's listing consists of his name, business designation (if the name of the sub-_ 
scriber does not clearly indicate the business in which he is engaged), street address and his call number. Listings 
are arranged alphabetically under city name headings and the city name headings are arranged in alphabetical 
sequence. There are approximately twelve thousand subscribers to teletypewriter exchange service. 
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goods; list of purchases to be made for customers; cus­
tomers' inquiries as to possibility of picking up particular 
shipments and catching scheduled trucks so that cus­
tomers will know when they will get shipments before 
placing orders. 

ADVANTAGES: The improved control of opera­
tions through instantaneous direct communication 
has raised the service of this firm to a high level. 
Customers can have full iriformation at arry time 
regarding status of shipments. Last-minute 
changes can be made through assurance of receipt 
of instructions. The shopping service provided by 
the two-way exact communication has been es­
pecially helpful in building business. The combi­
nation of these services has increased customer 
good-will. 

Case I I 

A large manufacturing company making products on 
which thirty-five per cent of all orders are rush has its 
main office in city ten miles from its plant. The previous 
method of handling orders was to send all that were typed 
by noontime each day by messenger to the plant. This 
resulted in a morning peak in the sales office and an after­
noon peak in the shipping department; also in delays on 
orders typed in the afternoon. 

One teletypewriter has been installed at main office; 
another in shipping room at factory. Orders are typed at 
the office in multiple form and automatically reproduced 
in shipping room in multiple form. These multiple forms 
serve as shipping labels, packing slips, invoices, and ac­
counting records. 

ADVANTAGES: Practically all orders are shipped 
on day received, one day being saved on many 
orders. Because of the even flow of work at office 
andfactory,fewer people are needed, two billing 
machine operators at sales office and two stock and 
shipping clerks at factory having been released for 
other work. Sales office can answer customers' in­
quiries without reference to factory. 

Control of distant operations 

Case I 2 
The perishable quality of food products necessitates a 

careful adjustment of supply to demand. Instantaneous 
and exact information regarding condition of markets 
and quality and quantity of merchandise in transit is es­
sential to this adjustment. 

The eastern agents of southern and western fruit as­
sociations use teletypewriter service to transmit the infor­
mation necessary to this adjustment and control. Many 
food packers also use teletypewriter service for this same 
purpose. 

Teletypewriter service is used by the agents of the fruit 
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associations for the following purposes: Agents report by 
teletypewriter to association headquarters the cars sold 
and the prices obtained. They also send by same rapid 
means all available market information. The association 
headquarters in turn notifies agents of daily shipments and 
car di versions, including exact specifications of kind of fruit 
and grade in each car. This information is relayed daily. 

ADV ANT AGES: Two-way instantaneous trans­
mission of messages gives complete understanding 
daily of conditions of supply and demand. Both 
headquarters and agents have written identical 
record so that responsibility for errors in car num­
bers, prices and quantities is fixed. 

The instantaneous exact transmission of information 

Case 13 
A firm of income tax consultants has its headquarters 

in a large eastern city and a branch in another city. The 
clients of this firm want quick answers to many important 
tax questions. Each answer must interpret decisions and 
opinions accurately. Messages are transmitted by means 
of teletypewriters at headquarters and at the branch. 

ADVANTAGES: Service is rapid and accurate. 
Both branch and headquarters have identical tele­
typewritten records of all transactions. There is 
complete privacy on matters which are strictly 
confidential. 

Case 14 
An advertising agency with branch in distant city uses 

teletypewriters for the transmission of copy and copy in­
structions. Accuracy is absolutely essential and two-way 
questions and answers are necessary to clarify many points. 

ADVANTAGES: Rewrites and last-minute changes 
can be made with no delay. The teletypewritten 
record eliminates errors and misunderstandings. 
The service is instantaneous and economical. 

Case 15 
A credit rating agency has headquarters in a large 

eastern city and branches throughout the United States. 
Its clients are industrial organizations and banks. The 
work of this agency is divided between (1) general credit 
reports on business firms-financial statements, person­
nel, history and credit rating; and (2) a special reporting 
service for one large industry. 

The previous methods used were mail, message or 
telephone call. Very fast service was essential, however, 
with complete accuracy to prevent delays in shipments 
following favorable credit reports. Teletypewriters were 
installed at headquarters and branches so that branches 
now have two-way instantaneous communication with 
general credit department and special service depart­
ment at headquarters. 
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ADV ANT AGES: The rapid service and accuracy on 
clients' rush requests for information has built 
tremendous customer good-will for this agency. 
The agency considers that cost of service is low in 
relation to the advantages gained. 

Case 16 
A large life insurance company has all its general de­

partments in the same building, the various departments 
being located on separate floors. Like all insurance com­
panies, the transaction of its business involves the record­
ing and the transmission of a great deal of information. 
Branch offices throughout the country are constantly for­
warding applications and medical reports for approval 
and for the issuance of policies; also many inquiries re­
garding premium changes, loans, surrender values and 
other matters on outstanding policies. It is important to 
the insurance company and to its policyholders that this 
work be handled at the highest possible speed. 

Teletypewriter service has been substituted on this 
work for internal telephone calls and messenger service. 

Twenty-six teletypewriters have been installed in the 
various departments and connected by direct circuit. 
Through this system, information required by one de­
partment from any other department can be transmitted 
instantaneously. The information transmitted includes 
examination data, dividend and premium data, sur­
render values, records of present and past loans. It is 
transmitted in such form that one writing provides copies 
for records, copies for use by branches and for other pur­
poses. 
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ADVANTAGES: The work of examiners and re­
viewers is speeded up. The teletypewriter method 
is much more economical than previous methods, 
fewer people being required to handle and trans­
mit information. Records are convenient and com­
plete. The number of errors has been reduced and 
responsibility is placed for those that do occur. 

Case I 7 
Electric light and power companies make a wide and 

diversified use of teletypewriter service. Some of these 
uses are: (1) to transmit service and repair orders from 
street department to district offices; (2) to transmit en­
gineering advice on construction work from engineering 
department to district offices; (3) to transmit duplicate 
bills and details of charges from central accounting de­
partment to district offices; (4) to transmit requisitions 
from warehouses to purchasing department; (5) to trans­
mit shipment releases from warehouses to purchasing de­
partments. 

ADVANTAGES: The testimony of these organiza­
tions is as follows: There is a reduction in costs 
over methods previously used; a more efficient use 
of clerical help and of billing machinery; filing 
procedure is simplified; a great deal of time is saved; 
service is speeded and errors are reduced, with a 
consequent step-up in customer good-will; peak 
loads in service departments and inventories have 
been reduced and a closer supervision of account­
ing and bookkeeping zrnrk ~JI main qffices has 
been attained. 
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If you want further information regarding any of the 

long-distance telephone usages described in this book, 

or if you have any specific situation involving com­

munication on which you feel you would like the help 

of men experienced in the handling and organization 

of communication by telephone, a call to the local 

business office of this company will receive immediate 

attention. 

NEW ENGLAND TELEPHONE AND TELEGRAPH COMPANY 

Plastic Binding, U. S. Patent No. 1970285 
Thomas Groom & Co., Boston, Mass. 
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