O N S ALES

THIS IS COOL

Expensive carpet and luxurious display cases do not make a
cool store, says Shane Decker. Amazing people do.

IN MY CAREER, I've been fortunate enough to
have visited over 3,000 jewelry stores, and I've
seen lots of cool ones. It’'s awesome to have the
majestic, gorgeous building on the corner that
exudes integrity It’s fabulous to carry all the
most famous and beautiful jewelry brands and
timepieces. It’s truly wonderful to have a huge
inventory, an incredible shop, plush carpeting,
the best lighting, and richly finished showcases.

But what makes a really cool store ... are the
people.

» A cool store is one where politics aren’t
played. Where childish rivalries don’t exist,
and back-biting is non-existent. Where people
guard each other’s commissions, writing the
correct name on the sale and not stealing
prospects at the door.

» A cool store is one in which employees are
self-motivated. They love their job, and it shows.

» A cool store means the teamwork is
incredible, and people help each other to meet
their goals. If someone’s having a problem,
everyone is there to lend a hand.

Merel Heggelund is the
owner of Mann’s Jewelers in
San Jose, CA and a frequent
speaker on working
efficiently. Contact him at
speaker@ mannsinc.com

» A cool store is a place where people can
talk freely about their sales, and offer con-
structive criticism, without fear of repercus-
sion from the owner or managers.

» A cool store has the best trained staff, and
the owner spends the money necessary to
make sure everyone is trained to meet those
standards. He takes each staff member on buy-
ing trips, so that every person can understand
their product and their operation more fully.

» In a cool store, salespeople don’t grumble
when it’s time for a sales meeting. Instead,
they’re excited about the exchange of new
ideas and energy.

» A cool store is one that can do without
the owner when necessary. He or she can go on
vacation for a month, and the customers are
treated just the same, with impeccable service.
(Sales may even rise during his absence!)

» A cool store offers repairs on time and
with no hassle. Coffee, cookies, or other
refreshments are offered to customers while
they wait or browse.

PRODUCTIVITY MONSTER

» Ina cool store, the sales staff actually talks
to the accounting team, and they’re all part of
one big family. There are games, spiffs, and
motivational tools for anyone and everyone to
participate in.

The coolest stores are not always the best-
looking, and don'’t always have the best location
or the biggest inventory. But they do have the
best staff. These are the stores where customers
wait in line to get in, and when they leave they
want to tell their friends about the service they
received. Because that’s what customers want
— an experience they can’t get elsewhere,
where theyre treated like royalty no matter
what they’re wearing or what they spend.

A store could have every brand known to
man, but if you walk in and have doubts as to
whether anyone is actually going to wait on you,
it’s not a cool store. It’s a snooty store. But, if
you've got great people and everything else, it’s
not just a cool store, it’s a knockout, super-bad,
wicked-to-the-bone, GROOVY store!

But it all starts with the people. People who
work together. People who don’t cry over com-
missions or worry who makes what. Because
ultimately, customers don’t care how much you
know until they know how much you care. And
cool stores care  lot.

Shane Decker bas provided much sought-after sales
training for more than 3,000 stores worldwide. He can
be reached at (866) 424-2472.

WORKING FEWER HOURS

HOW MANY OF YOU work six or seven days a week and are always trying to get down to five

or even four days a week? The common mistake people make while trying to achieve this goal

is figuring how many days they want to work, and not how many hours. So you start working

five 14-hour days instead of your usual six 10-hour days. And before too long, you’re so tired at

the end of each day, you end up going back to six days a week. Next time you cut back, try this:

STEP ONE. Figure out how many hours you want to work, not days.

STEP TWO. Make a list of responsibilities and be sure you can accomplish these goals in the time you
have chosen. If you can't, you'll have to delegate some of your responsibilities. (Remember, you're the
boss ... and your store needs you in the best shape you can be. And burning yourself out with overwork,

doesn't leave you in optimum shape.)

STEP THREE. Be sure and leave 10% of your work hours free to deal with unexpected situations.

Stick to the schedule, and get that time off!
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