IN YOUR STORE / COLUMNS

LINETIME

“THIS IS YOUR
REMINGTON
183[THIS IS
YOUR BOAT.”

WHY USE IT? It's a sly
way of giving the spouse
of a hunter or fisherman
permission to indulge in
one of her passions.

WHEN TO USE IT? Now.
It's the start of hunting
season in many parts of
the country, and many
“deer widows” are no
doubt thinking that per-
haps they deserve a little
treat, too.
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SLIPPERY
CUSTOMERS

- A customer came in and
bought an engagement
ring for his new girlfriend,
and the next day, his wife
came in looking for new
wedding bands because
they were renewing their
Vows.

- A woman wanted me
to sell the same $30,000
diamond necklace to her
husband and her boy-
friend, telling each that it
needed to be shortened
two inches and to let her
come back and pick it up.
Then | was to give her the
extra $30,000 along with
the necklace.

->We had a customer
come in to return a brace-
let after owning it for sev-
en years. (She claimed she
had never worn it.)

PROVIDED ANONY-
MOUSLY TO INSTORE’S
2016 BIG SURVEY

ON SALES

THE STORE REPORT CARD

Find out from your clients exactly how your store is performing.

ONE OF THE BEST ways to get
an honest opinion about how your
team is doingis to send out a sur-
vey to your best 1,000 clients. Tell
them they don’t need to identify
themselves in their response — it
should be anonymous. Send them
astamped, self-addressed enve-
lope to make it really easy. In fact,
it may be worth your while to offer
an incentive: a $100 gift certifi-
cate, free jewelry “tune-up,” free
repair, whatever you feel is best!

Here are the questions you
should ask:

1. Is our store clean, neat and
organized?

2. Are you being greeted in a pro-
fessional and timely fashion?

3. Doyoufeel our sales team is
knowledgeable?

4. How do you feel about our pres-
entdress code?

5. Is our parkinglot clean, and can
you always find parking?

6. Is our signage outside ade-
quate? Are we easy to find?

7. Do you feel we have the right
price points?

8. Are there brands that we should
acquire or certain items you’d like

us to have?

9. Is our sales team polite? Have
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you ever felt pre-judged when you
camein?

10. When you want big-ticket
items, do you feel you can come to
us or do you feel you have
to go to another jewelry
store?

11. Is ourlocation still
working for you?

12. How is our packaging?

13. Do you bring your repairs to
us?

14. Are our repairs done on time?

15. Have you had to bring repairs
back because they were done
incorrectly?

16. How do you feel about the
length of time it takes to have your
repairs or watch services done?

17. Do you feel our repair prices
are fair?

18. How often do you come in?

19. What do you feel needs to
change about the experience
when you come in?

20. Do you see us for special occa-
sions or are we more of a repair
store in your mind?

21. How good is our team at
follow-up with purchases and call-
ing when your repair is ready to be

picked up?

22. Do you send us referrals, and
if not, why not?

23. Do you use our website?

24. Is our website easy
touse?

25. Did youresearch us
the first time you came in?
Were you referred?

26. What do you think about our
advertising?

27. Where do you see us the most?

28. Would you like us to have
e-commerce capability to make it
easier for you to shop?

29. Are there services
you'd like us to have
that we don’t offer?

30. Do we have an associate we
need to talk to or fire?

31. Have you ever had abad expe-
rience with anyone on our team?
If so, what happened? Did we pro-
fessionally take care of it?

32. Are our hours convenient for
your shopping needs?

33. Rating us from 1 (worst) to 10
(best), what would our number be
and why?

For the rest of the questions to include on your survey, see the
expanded column at instoremag.com.

sdecker@ex-sell-ence.com
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