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FAILURE IS NOT 
AN OPTION

Too many owners give up before they can succeed.

A word that is not in my vocabu-
lary and should not be in yours 
is “failure.” Failure can almost 

always be avoided and is almost always 
human-designed.

Failure generally happens because 
of lack of planning. Owners and manag-
ers say, “I’ll try it!” and they try it one 
time, then they say it didn’t work. That’s 
because most don’t want to put in the 
effort to truly change. They stay with 
their old bad habits instead of formulat-
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ing new habits.
If you don’t like change, you’re going to 

hate extinction.
So don’t try it — do it.  And keep doing 

it right until you get it done correctly 
and successfully.  Here is a list of things 
that will set you up for failure if you don’t 
change your ways.

1. NOT CLOSING. Outside of bridal clients, 
80 percent of people buy the day they 
shop.  People don’t have time to shop 
tomorrow if they’re shopping today.  
60-70 percent of shoppers who say they’ll 
be back buy within two hours of leaving 
your location.

D U M B  C R I M I N A L S

“w e H a d  a person who stole a 14K 
gent’s Bulova watch, broke the crystal 
and brought it back for us to repair.” 

Note: “Dumb Criminals” tales were 
provided anonymously to our 2017 

Big Survey.

RETURNING TO 
THE SCENE
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2. NOT HANDLING objections or knowing 
how to team sell, add on, wow, sell compa-
ny benefits or use value-added statements.  
Many salespeople don’t know the anatomy 
of a clerk sale or a created one.  They also 
don’t understand how to convert repair 
clients into sales.
3. GIA IS THE HARVARD of our industry, 
but most salespeople don’t take Diamonds 
1 and 2.  A lot of young customers know 
more than the salespeople do.
4. LACK OF STORE floor awareness.
5. NEGOTIATING TO CLOSE the sale and 
thereby losing profits.  Salespeople use 
negotiating price as a cop-out because 
they either don’t know any better or are 
too lazy to do better.
6. KEEPING YOUR INVENTORY too long. 
After two years, it’s dead money.
7. BAD MARKETING.  
8. NOT SETTING SALES and business goals.
9. NOT MARKING MERCHANDISE up 
enough, especially diamonds. 
10. NOT HAVING ENOUGH events to 
increase traffic.
11. NOT TRACKING YOUR SALES closing 
ratio to measure how your team is doing.
12. NOT HAVING ENOUGH high-end inven-
tory and large diamonds.  More and more 
clients are buying higher-dollar items, but 
you have to have it before they can.
13. SELLING FROM A poverty-level mental-
ity (selling out of your own pocket).
14. BAD LOCATION.
15. CRAPPY WEBSITES designed by Fred 
Flintstone.
16. NOT REMODELING OLD STORES. 
17. BEING CLOSED on Mondays. It’s becom-
ing a big shopping day again.
18. PROPER SIGNAGE NOT VISIBLE.  Clients 
walk into stores all the time and say, “I 
didn’t know there was a jewelry store 
here!”
19.  LACK OF SERVICES like appraisals, 
repairs, CAD/CAM. Work done poorly or 
not on time.
20. OVERPROMISING and underdelivering.

It’s easy to fail, but it takes dedication, time 
and wisdom to succeed. If you improve in 
these areas and work toward success, pro-
mote professionalism and have the best-
trained staff front and back, you will have a 
long life in this industry.
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