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Abstract

Every salesman is eager to achieve the success of sales promotion, so how can we achieve the oth-
er side of success? Through research and years of teaching experience in sales promotion, the au-
thor summarizes the secrets of successful sales promotion as follows: first premise: sell yourself
before you sell your product; second, two key: to know the demand points, establishing credibility;
third, 3 main points: bold, careful, anti-strike.
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