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Rule: Remember, your appearance “talks”. Be sure it says positive

things about you. Never leave horne without feeling certain you look like
the kind of person you want to be.

The most honest advertisement ever appearing in print is the “Dress
Right. You Can’t Afford Not To!” slogan sponsored by the American
Institute of Men’s and Boys’ Wear. This slogan deserves to be framed in
every office, restroom, bedroom, office, and schoolroom in America.

In one ad a policeman speaks. He says: You can usually spot a wrong
kid just by the way he looks. Sure it’s unfair, but it’s a fact: people today
judge a youngster by appearance. And once they’ve tabbed a boy; it’s tough
to change their minds about him, their attitude toward him. Look at your
boy. Look at him through his teacher’s eyes, your neighbors’ eyes. Could

the way he looks, the clothes he wears, give them the wrong impression?



Are you making sure he looks light, dresses right, everywhere he goes?

This advertisement, of course, refers primarily to children. But it
can be applied to adults as well. In the sentence beginning with look,
substitute the word yourself for him, your for his, superior’s for teacher’s,
and associates’ for neighbors’, and reread the sentence. Look at yourself
through your superior’s eyes, your associates’ eyes.

It costs so little to be neat. Take the slogan literally. Interpret it to say:
Dress right; it always pays. Remember: look important because it helps
you to think important.

Use clothing as a tool to lift your spirits, build confidence. An old
psychology professor of mine used to give this advice to students on last-
minute preparations for final examinations: “Dress up for this important
exam. Get a new tie. Have your suit pressed. Shine your shoes. Look sharp
because it will help you think sharp.”

The professor knew his psychology. Make no mistake about it. Your
physical exterior affects your mental interior. How you look on the outside
affects how you think and feel on the inside.

All boys, I'm told, go through the “hat stage”. That is, they use hats
to identify themselves with the person or character they want to be. I will
always remember a hat incident with my own son, Davey. One day he was
dead set on being the Lone Ranger, but he had no Lone Ranger hat.

I tried to persuade him to substitute another. His protest was “But,
Dad, I can’t think like the Lone Ranger without a Lone Ranger hat.”

I gave in fmally and bought him the hat he needed. Sure enough,
donning the hat, he was the Lone Ranger.

I often recall that incident because it says so much about the effect of
appearance on thinking.

Anyone who has ever served in the Army knows a soldier feels and
thinks like a soldier when he is in uniform. A woman feels more like going
to a party when she is dressed for a party.

By the same token, an executive feels more like an executive when he
is dressed like one. A salesman expressed it to me this way: “I can’t feel
prosperous—and I have to if I'm going to make big sales—unless I know I

look that way.”

Your appearance talks to you; but it also talks to others. It helps
determine what others think of you. In theory, it’s pleasant to hear that
people should look at a man’s intellect, not, his clothes. But don’t be

misled. People do evaluate you on the basis of your appearance.



Your appearance is the first basis for evaluation other people have.
And first impressions last, out of all proportion to the time it takes to

form them.

In a supermarket one day I noticed one table of seedless grapes
marked 15 cents a pound. On another table were what appeared to be
identical grapes, this time packaged in polyethylene bags’ and marked 2
pounds for 35 cents.

I asked the young fellow at the weighing station, ‘What’s the
difference between the grapes priced at 15 cents a pound and those priced
at two pounds for 35 cents?”

“The difference,” he answered, “is polyethylene. We sell about twice
as many of the grapes in the polyethylene bags. They look better that
way.”

Think about the grape example the next time you’re selling yourself.
Properly “packaged”, you have a better chance to make the sale and at a
higher price.

The point is: the better you are packaged, the more public acceptance
you will receive.

Tomorrow watch who is shown the most respect and courtesy in
restaurants, on buses, in crowded lobbies, in stores, and at work. People
look at another person, make a quick and often subconscious appraisal,
and then treat him accordingly.

We look at some people and respond with the “Hey, Mac” attitude.
We look at others and respond with the “Yes, sir” feeling.

Yes, a person’s appearance definitely talks. The well-dressed person’s
appearance says positive things. It tells people, “Here is an important
person: intelligent, prosperous, and dependable. This man can be looked
up to, admired, trusted. He respects himself, and I respect him.”

The shabby-looking fellow’s appearance says negative things. It

says, “Here is a person who isn’t doing well. He’s careless, inefficient,
unimportant. He’s just an average person. He deserves no special
consideration. He’s used to being pushed around.”

When I stress “Respect your appearance” in training programs, almost
always I am asked the question “Tm sold. Appearance is important. But
how do you expect me to afford the kind of clothing that really makes me
feel right and that causes others to look up to me?”

That question puzzles many people. It plagued me for a long time.
But the answer is really a simple one: Pay twice as much and buy half as




many. Commit this answer to memory. Then practice it.
Apply it to hats, suits, shoes, socks, coats—everything you wear.
Insofar as appearance is concerned, quality is far more impotant than

quantity.
When you practice this principle, you’ll find that both your respect

for yourself and the respect of others for you will zoom upward. And
you'll find you're actually ahead money—wise when you pay twice as
much and buy half as many because:

1. Your garments will last more than twice as long because they are
more than twice as good, and as a rule they will show “quality” as long as
they last.

2. What you buy will stay in style longer. Better clothing always does.

3. You'll get better advice. Merchants selling $200 suits are usually
much more interested in helping you fmd the garment that is “just right”
for you than are merchants selling $100 suits.

Remember: Your appearance talks to you and it talks to others. Make
certain it says, “Here is a person who has selfrespect. He’s important.
Treat him that way.”
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Look your best and you wﬂl think and act your best.

Remember, executives answer the question What would he do on that
specific level? by first answering the question What kind of job on that
specific level? by first answering the question What kind of job is he doing
where he is now?

Here is some logic, sound, straight, and easy. Read it at least five

times before you go on:



A person who thinks his job is important

Receives mental signals on how to do his job better;

And a better job means

More promotions, more money, more prestige, more happiness.

We've all noticed how children quickly pick up the attitudes, habits,
fears, and preferences of their parents. Whether it be food preferences,

mannerisms, religious and political views, or any other type of behavior,
the child is a living reflection of how his parents or guardians think; for he
learns through imitation.

And so do adults! People continue to imitate others throughout life.

And they imitate their leaders and supervisors; their thoughts and actions
are influenced by these people.

You can check this easily. Study one of your friends and the person he
works for, and note the similarities in thinking and action.

Here are some of the ways your friend may imitate his boss “or” other
associate: slang and word choice, the way he smokes cigarettes, some
facial expressions and mannerisms, choice of clothing, and automobile
preferences. There are many, many more, of course.

Another way to note the power of imitation is to observe the attitudes
of employees and compare them with those of the “chief.” When the chief
is nervous, tense, worried, his close associates reflect similar attitudes. But
when Mr. Chief is on top, feeling good, so are his employees.

The point is this: The way we think toward our jobs determines how
our subordinates think toward their jobs.

The job attitudes of our subordinates are direct reflections of our own
job attitudes. It’s well to remember that our points of superiority—and
weakness—show up in the behavior of those who report to us, just as a
child reflects the attitudes of his parents.

Consider just one characteristic of successful people: enthusiasm.

Ever notice how an enthusiastic salesperson in a department store
gets you, the customer, more excited about the merchandise? Or have you
observed how an enthusiastic minister or other speaker has a wide-awake,
alert, enthusiastic audience?

If you have enthusiasm, those around you will have it, too. But
how does one develop enthusiasm? The basic step is simple: Think
enthusiastically. Build in yourself an optimistic, progressive glow; a feeling
that “this is great and I'm 100 percent for it.”

You are what you think. Think enthusiasm and you’ll be enthusiastic.




To get high-quality work, be enthusiastic about the job you want done.

Others will catch the enthusiasm you generate and you’ll get first-class
performance.

But if, in negative fashion, you “cheat” that company on expense
money, supplies, and time, and in other little ways, then what can you
expect your subordinates to do? Habitually arrive late and leave early; and
what do you think the “troops” will do?

And there is a major incentive for us to think right about our jobs
so that our subordinates will think right about their jobs. Our superiors
evaluate us by measuring the quality and quantity of output we get from
those reporting to us.

Look at it this way: whom would you elevate to division sales
manager—the branch sales manager whose salesmen are doing superior
work or the branch sales manager whose salesmen deliver only average
performance? Or whom would you recommend for promotion to

production manager—the supervisor whose department meets its quota or
the supervisor whose department lags behind?

Here are two suggestions for getting others to do more for you:

1. Always show positive attitudes toward your job so that your
subordinates will “pick up” right thinking.

2. As you approach your job each day, ask yourself, “Am I worthy in
every respect of being imitated? Are all my habits such that I would be
glad to see them in my subordinates?”

ik A AEEREL, (RlaRAGEL .
iefE, @R “ERNEE ETER T 27 XABEZE, FEL%k
B RAEERTHAR” ; MAEXZH, /i & TRENRA i

Wf2m”,
IR R—Sf 88, S, R EENIE. ERMSE T2 aemiE
— FXBEXFELHIR -
—MNMARFEHE TEREZEMA,
LEZPIRWMELR, AU /EREE it eX 6 TAE .
executive [igzekjutiv] n. 28 ; hiTERL; subordinate [sa'bo:dinit] n. T/&, F%; %
PATHE; ERETEAR R, BT
preference ['prefarons] ». %, fHili; {5  merchandise [ma:tfandaiz] . @fh; 54
b3 progressive [pra'gresiv] adj. #E4:; SeifthY
reflection [ri'flek[an] n. §f; ULE; W4 recommend [reka'mend] vi. #£%%, +4%;
automobile ['2:tamaubi:l] n. 54 sy UG FEAT

associate [a'saufieit] n. {37, {kfE imitate ['imiteit] ve. Bilj, (5% Ui, Oidl



