O N SALES

20 QUESTIONS

Answer "yes"" to every one of these after each sale, says Shane Decker.

DURING THE HOLIDAY season, we tend to
“clerk” sales and skip over those little things
in our presentation that mean the difference
between making a single sale (or worse,

walking the customer) and making
a customer for life. You should be
able to check off the actions listed
below for every single sale that you
make. Otherwise, your presentation
is incomplete, and you’re costing
yourself business.

© Was the sales floor covered
when the customer came in, with a
salesperson standing in the “sweet
spot?” (That’s the left side of the
store, looking out, about 15 feet
from the door — see July 2007 col-
umn)

© Did you make sure not to vio-
late the Five-Second Rule? (That is,
was the customer smiled at, greeted
and spoken to within five seconds of
entering?)

© Was the greeting sufficient? In
other words, were you really willing
to wait on the customer, and did he
or she feel comfortable?

© Was your greeting creative?

© Did you make positive eye con-

tact with the customer and show
positive body language?

© If the customer said he was
“just looking,” did you engage him
further by asking questions or
showing him something?

© Did you introduce yourself and
get the customer’s name at the
beginning of the presentation?

© Did you take a product out of
the showcase and hand it to the cus-
tomer?

© Ifit was a repair or battery cus-
tomer, did you use a lead-in line like
“Let me show you this” rather than
letting her stand there?

© Did you ask relationship-spe-
cific and selling-specific questions?
(Relationship-specific questions
help you to get to know the cus-
tomer; selling-specific questions
help you find out what he or she
wants to purchase.)

© Did you handle the customer’s
objections and close each objection

with speed and accuracy?

© Did you exude professional-
ism, and did you listen?

© Did you sell company benefits
(reasons to buy from your store
specifically)?

© Did you romance the item
shown, selling feelings and emo-
tions as well as perceived value?

© Did you close all the way
through the presentation, so
smoothly that he couldn’t tell you
were doing it, but all the while you
were giving the customer reassur-
ance?

© Did you try for an add-on sale?

© If you didn’t close the sale, did
you offer it to someone who could?

© Did you wow the customer
before he or she left the store?

© Did you walk the customer to
the door and say thank-you, goodbye
and give him your business card?

© Did you follow up with a
thank-you card, phone call and/or a
personal note?

— SHANE DECKER
E-MAIL: SDECKER@EX-SELL-ENCE.COM
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THE LOSING HAND OF PLAYING SOLITAIRE

| USED TO PLAY a lot of soli-
taire. Over time, | learned | was
playing a game designed to
make me lose. There was no
way to tell from the hand
whether the next cards would
fall properly. There was only
luck, and the game was
designed to keep me playing,
and keep me losing.

Now I'm in another game, this
one called retail. And | have a

real tool that is almost never
used by retailers, a tool | should
use more often. You see, in soli-
taire, you play alone. In business,
you have a tool that helps you
predict what will be hot, prevent
losses, figure out what displays
are working, even judge which
media to use. That tool is other
people.

You haven't noticed them yet?
They are on your staff and read-

ing all the magazines you don't
have time to read. They are cut-
ting your hair and would love to
talk about their jewelry. They are
your best customers, brought
together for lunch and a discus-
sion.

Still want to play solitaire?
Trust me, you'll lose.

— JEFF MCCANDLESS
E-MAIL: MCJEFF@AOL.COM
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SALES
TRUTHS

22. People

do things for
their reasons,
not yours.

WHY IT'S TRUE

Individuals’ motivations
may not line up perfectly
with yours, but everyone
is motivated somehow.
Some are motivated to go
to the beach or continue
their education. Some
may even be motivated
to grow, learn and excel
in your store.

PLAN OF ACTION

Motivate by recognizing
a task well done. Avoid
trite superlatives: “You're
the greatest,” “Fantastic”
and “Outstanding.” And
saying, “That was an out-
standing job you did of
arranging the watches in
the case” is overblown
and has little or no value.

Instead, say: “That was a
great job you did of set-
ting up the watch case. |
particularly like the way
you arranged the watch-
es, straps and bracelets
from ascending to
descending price point.
This should really help
our business. Thank you.”

To make their reasons
become your reasons,
give them genuine, sin-
cere recognition for jobs
and tasks well done.

— DAVE RICHARDSON
URL: WWW.JEWELRYSALES
TRAINING.COM
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