
cars being very di�erent than ours. �e cars 

Daddy bought were practical and did not 

have many bells and whistles. I imagined 

the seats in the cars I picked out were big 

and cushy. I imagined the interiors being 

worn leather. �e seats and interiors of the 

cars Daddy purchased were usually plain 

vinyl that felt cold and hard in comparison.

Daddy was not interested in the luxury 

cars that caught my eye. �ey did not suit 

the customers in his market. �ose who 

bought Daddy’s cars were not interested in 

luxury or comfort. �ey were interested in reliable and a�ord-

able cars made by brands they knew.

Daddy did the things I do today with o�ce technology. He 

took the cars that were needed to his market — cars custom-

ers may not even know they wanted until they saw them. He 

would collect a few so the people in the community had access 

to them. �e customers in his market did not have time or the 

desire to travel and �nd cars. And he also only o�ered a few 

models — cars that met the market’s needs.

�e people Daddy served did not want expensive, brand-new 

cars. �e ones he sold were often second cars. Many men had 

to drive bad roads to work in the mines. �eir cars came home 

every day with added layers of gray dust and clumps of mud 

that left chalky marks on their clothes every time they got in 

and out of them. Daddy solved a problem — the families in our 

community were able to keep their good 

cars clean and readily available after they 

purchased their second cars from his lot.

A sale is not about pushing things that 

people do not need or are not interested 

in purchasing. Even if you are a used car 

salesman, you can meet a need or solve a 

problem. Over the years, I have had people 

make remarks to me like, “Sales makes me 

feel like a used car salesman.” I just smile 

and, sometimes when appropriate, I say, “I 

always wanted to sell cars, but the hours 

are bad.” �ere is nothing wrong with selling anything — even 

a used car — if you are serving a need and have the client’s best 

interests at heart. n
Reena Philpot is co-owner of BTA member Precision Duplicating 

Solutions Inc., based in London, Kentucky, where she serves as 

sales manager. Philpot is also founder of Reena Philpot Sales 

Coaching and host of the Selling with Charm Podcast. She has 

spent the last 27 years as a salesperson and has a passion for 

teaching owners and sales team members simple 

sales techniques that allow them to hit their targets 

and goals with ease. Join in weekly as Philpot 

shares her tips and tricks to selling with charm: 

https://selling-with-charm.captivate.fm/listen. 

She can be reached at reena@reenaphilpot.com. 

Visit www.reenaphilpot.com. 
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