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SHANE DECKER ON SALES STRATEGIES

SHANE DECKER has provided sales training for more than 3,000 stores worldwide.
Contact him at (719) 488-4077 or at ex-sell-ence.com.

FRESH IDEAS TO BETTER
YOUR BUSINESS

TIPS /GENERAL

INTEGRITY SALESMANSHIP

IF THE CLIENT DOESN'T TRUST YOU, YOU’LL NEVER GET PAST THE GREETING

s consumers, we've all
had bad experiences with
salespeople who would

stop at nothing to sell their prod-
uct. A salesperson can Kkill a brand,
a dealership or a store by hiding
the truth, “shading” the truth, and
outright lying.

The American Dictionary defi-
nition of integrity is “Soundness of
character, honesty, perfect condi-
tion.” The dictionary defines pro-
fessionalism as “Conduct, charac-
ter, or aims and/or qualities that
characterize or mark a profession

or a professional person.” As you |

can see, the two are close relatives.
Is your character in perfect condi-
tion? What conduct or qualities
mark you as a salesperson?

Before you sell your product or
your store, you have to sell your-
self. If the client doesn’t trust you,
you’'ll never get past the greeting.

Your entire sales team is only as
good as each individual’s integrity.
So not only do you have to sell
with passion, you have to sell with
sincerity, humility, and a level of
professionalism that is unmatched
by anyone else.

If the client has been in another
store first, your professionalism
has to surpass the professional-
ism of the last presenter. If the
client asks you a question and you
don’t know the answer, tell them,
“I don’t know, but I will find out
and get you the correct informa-
tion immediately.” Never make up
an answer that’s not truthful. What
if you have to remember it later,
and what if they find out it wasn’t
the truth?

I was in a store years ago when
a sales rep from a diamond line

i walked in. I was with the owner,

who told one of his salespeople to

tell the rep he wasn’t in the store
today. Not only did that owner lie
in front of me, but he also told his
employee to go lie on his behalf.

If you want a superlative sales
team, you have to lead by the right
example. Your word must be your
bond. Always tell the truth. If you
say youre going to do something,
do it. If you tell a client youre
going to follow up on something,
do it. If you make a promise, keep
it. Clients trust you with their
secrets, their feelings, and their
emotions. Those are fragile and
precious things and must be pro-
tected responsibly.

Clients also trust us with the
knowledge we give them. If a dia-
mond is an SI1 or an I1, call it cor-
rectly. If it’s an F or a K, call it
correctly. Make sure that what is
perceived is the truth. Don’t make
it look like it’s a better deal than it
is. That actually shows a weakness
in selling skills. And shading the
truth is the same as lying.

Professionalism, honesty, con-
duct, and integrity — these are the
most important sales tools you
have, and you have to guard them
with your life. These qualities
build the client’s self-confidence
in your ability. When you sell with
character, your clients will always
trust you, and you will always be
their salesperson.

SERVICE FOR SERVICEMEN

= Here’s another example of the
gold that can be sifted from Google
Analytics data. H.L. Gross & Bro.
Jewelers of Garden City, NY, found
shortly after launching its Internet
arm, since1910.com, that a portion
of orders was coming from soldiers.
They quickly instituted a 5 percent
discount on engagement rings

for military personnel and added
services such as insured delivery
to war zones and fast-turnaround
for soldiers on leave. The business
has grown steadily and H.L. Gross
is now selling a few dozen rings a
month to military customers, Brad
Gross told JDNews.com.

MASCUT MARRIAGE

- g Most store dogs
’ V -A. take it pretty easy.
=~  NotLester, the Silky
’ ¢ terrier at Brian Mi-
oy "’3 chaels Jewelers in
~* Tonawanda, NY, who
meets and greets customers and
prances around the store modeling
adiamond collar. Lester also gave
the store’s bridal department a
boost by getting married at the
store, although he and his “wife”
continue to live separately. “It’s the
secret to his successful marriage,”
says owner Brian Levine.

WHERE’S THE STAPLER?

-» According to our October Big
Survey, 66 percent of jewelers use

a code to alert staff to a potentially
dangerous situation. If your store is
among the one in three that doesn’t,
here’s one to provide inspiration
from arecent Cool Store winner:
“Sally, have you seen the red sta-
pler?” Translation? Call 911!

“WHAT CAN I DO TO MAKE YOUR SHOPPING EXPERIENCE EASIER?”
One more way to get your customer talking.
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Source: Stephenie Bjorkman; Sami Fine Jewelry, Fountain Hills, AZ



