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Knowledge is power 
John Reddington, 
directo r of Big Red 
Sales, high lights the 
importance of gett ing 
all the produc t training 
you can for your staff. 

- so get training. 
Leading retailer Stephen Craggs recently lamented 

the lack of training in the Indust ry. Having wit

nessed how 'other' technology based industries train 
their staff on product knowledge, his comme nts cer

tain ly struck a chord with me. 
How many of us have been in an Apple store and wit

nessed the dedication, commitment and huge knowl 

edge of the young staff the re? They don' t try and sell 

you somet hing. They j ust want 

you to get th e best from your 

Apple product. It 's an amazing 

experience. 
I've popped into an Apple store 

having pressed the wrong button 

or icon and the staff always go 

to great pains to put it right. And 

again, they don't try to sett you 
anything . Not even add-ons or 

accessories. It's a pure Know l

edge Fest!I The custome r comes 

out feeling uplifted and more 
confident about the product and 

the improvements it wi ll make to 

the ir life. So what brand of phone 
or tablet are they likely to buy 

when they move to the next gen

eration device? 

Another experience had 

recently in Sarasota wh ile on hol

iday is worth notin g. An old friend of mine who lives 

out the re insisted on taking me to a fantast ic new 
shopp ing mall. He wanted me to see a company called 

Tesla who makes electr ically powered cars. Launched 
about four years ago by th e man who founded Pay pal, 

they certainly don't appear to have the mammoth 

out-of-town showrooms we are accustomed to with 

brands such as Mercedes, Aud i, BMW etc. They just 

take units in shopp ing centres. When we entered the 

sto re and were quickly approached by a young and 
enthusiastic salesman in his mid-20s with boundle ss 

enthusiasm and overflowin g produ ct know ledge. 

I soon learned that everything in t he car was con

trolle d by the tou ch screen whi ch was in-between the 
size of an A4 and AS panel. We were in there for two 

hours and I was totally surpr ised that the salesman 
didn't try once to close the sale. He simply enthused 

about the product and delighted in parting wit h his 

know ledge about it, and then j ust too k my name and 

address at the end. 

This is another example of an enterp rising technol

ogy company that's tota lly driven by product features 

and the benefits those bring to the end user. To me, 

living outside of London near Windsor, these wou ld 
include no Congestion Charge, no pet rol bil ls and j ust 

£8 to charge overnight for 200+ miles. 

So how does this relate to ou r Industry? You prob a

bly know th e answer. Unfort unately the re is a dearth 

of product knowl edge available from brands to stimu

late and fi re up our salespeop le! 

When I was sales directo r of Harman UK we had 11 

brands and we were constantly produc t train ing our 
retailers with all th e new techn ical innovatio ns. They in 

turn passed tho se snippets of w isdom and their ben

efits on to the consumer. It was an exhilarat ing and 

beneficial part of the job. I have always believed Prod
uct Training to be a crucial part of our Industry. And 

that's why Steve's comments struck a chord with me. 

Of course train ing costs time and money. And when 

sales drop - perhaps th rough lack of product knowl

edge to sell t hrough - the "bean counters" are t he first 
to knock tra ining on the head. It 's an understanda

ble business scenario. Training only becomes a prior

ity when th ey go to a meeti ng and hear th at sales are 
down . When asked why, the product manager invari

ably blames the sales force who probab ly d idn't have 

the tra ining they should have received. By th en it's too 

late. 

We have some excellent trainers in our Industry. I 

used to think I was pretty good but having witnessed 
George Morton, I have to admi t he is 'top drawer'. Oth er 

names which spring to mind are Neil Drain of Midwich 

and James Attfi eld of Vogel's. They are th e peop le who 
have made a name for the mselves because of t heir 

good business acumen, excellent sales techniqu es 

and very strong product know ledge. 
So what's your course of action? Start by re-loo k

ing at your budget for product training - bot h finan

cial and staff time. Get involved with your manufactur
ers and ask them to hold product training evenings for 

you r staff. Or do what John Lewis do very successfully 
and get them in the store early mornin g before busi

ness begins. 

On the basis that know ledge is powe r and t hat we 

live in a much more tech nological wor ld, we need 

more than ever before to transfer that know ledge to 

the retail environment. Only then can we all benefit 

from t he on-going business buoyancy that we are now 
wit nessing. 
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