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IN YOUR STORE

“It’s quite simple. Double your rate of failure. 
You’re thinking of failure as the enemy of 
success. But it isn’t at all.” — IBM’s TOM WATSON

DROPS OF INSPIRATION 

TIPS
IN THE STORE

Familiar Music
Never sure what music to play in 

your store? Opt for Phil Collins 

over Bjork.  Familiarity — even 

if it’s a tad uncool — is relaxing. 

In a study from the Long Island 

Conservatory, participants who 

listened to familiar music that 

they enjoyed had “profoundly” 

lower anxiety levels and blood 

pressure than those who listened 

to music they didn’t like. “It’s a 

feel-good system that allows us 

to relax,” said the study’s author. 

And relaxed customers are more 

likely to stay longer and spend.

Better Performance
All retail is a performance and 

Eve Alfillé, owner of the Eve Alfillé 

Gallery & Studio in Evanston, IL, 

says she was hugely impressed 

by the show put on by her local 

Van Cleef & Arpels store. “They 

had exquisite designs, presenta-

tion, and salespeople,” she noted, 

adding she was really taken by 

the “black cotton gloves they put 

on to present the pieces to us.”

Finger Licking Good
One of the great conundrums 

of jewelry retailing is what to do 

when a customer moves to lick 

her finger to help ease off a ring. 

One idea sent to us:  Ask the 

customer to hold her hand above 

her head for 20 seconds to 

drain blood from the ring finger. 

Another reader suggested Purell. 

FRESH IDEAS TO 
BETTER YOUR 
BUSINESS
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Go Ahead, Interrupt Me

T
his month, I’m going to 
explain a technique I’ve used 
to sell hundreds of diamonds 
to customers who didn’t 

come in looking for one. It’s called 
the Interruption Technique. Its goal 
is to raise your client’s curiosity, and 
it takes the right kind of enthusiasm, 
combined with awesome teamwork, 
to make it work.

Now, let me start by saying this: 
You never interrupt a salesperson in 
the middle of his presentation, or at 
the beginning, or at the end when 
he’s ready to close. In fact, you never 
interrupt him at all. “Then why in the 
world do you call it the ‘interruption’ 
technique?” I’m glad you asked!

It works like this. When you and 
your client are finished, there is a 
time when you’re just having small 
talk — chatting about skiing, grand-
kids, vacation plans, whatever. Every 
presentation has that moment.

Right before the client is ready to 
leave, you have another sales asso-
ciate (someone you work very well 
with) pull a loose diamond that’s 
more than a carat in size.

Your associate should put it into 
a four-prong, 2-inch, spring-loaded 
diamond holder. She then wraps the 
holder and the diamond in new dia-
mond paper. Your teammate walks 
over to you with the wrapped dia-
mond, and, speaking quietly to you, 
but loud enough for the client to hear, 
says: “I know he’d love to see what’s 
in here.” Then, she walks away.

Now, you’ve piqued the client’s 
curiosity. Your teammate handed 
you the diamond in the paper so you 
don’t have to walk away and find 
tweezers (every time you walk away, 
it’s a sales killer). The client is won-

dering, “What is in the paper?”
He was getting ready to leave, but 

now he’s decided, “I’m not going any-
where.” Most people have never held 
a diamond over a carat. Sure, they 
may have held a diamond, but not a 
loose one over a carat.

As you are opening the diamond 
paper and handing him the diamond 
in the holder (which is far less intimi-
dating than holding it in tweezers), 
turn the diamond ever so slowly so he 
can see the flash and fire coming out 
of it. Say something like:

• “This was cut by somebody with 
hands as skilled as a surgeon.”
• “Diamonds display nature’s love 
affair with light.”
• “Diamonds have been designed to 

Here’s a sales technique 
that could sell you hundreds 
more diamonds.
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inhale light and breathe fire.”
In other words, say something 

cool. Don’t say “It sparkles” or “This 
is a nice stone.” Your customer will 
grab it and say, “Wow.” He’ll pause, 
and you pause with him. Don’t say a 
word, just let him get caught up in the 
moment.

You’ve just started a new presen-
tation. Maybe your customer came in 
for a repair, a battery, or something 
special, but now he’s having fun. 
When people have fun, they buy.

You’ve just showed him some-
thing that’s normally locked up. 
Something you’re trusting him with, 
something extremely valuable. And, 
you gave him a silent compliment: 
You believed he could afford it.

He might buy it ... you never 
know. Remember this: The person 
you don’t show is the one who might 
have bought it. And even if he doesn’t, 
you’ll get an incredible referral! is

Shane Decker has provided sales train-

ing for more than 3,000 stores worldwide. 

Contact him at (317) 535-8676 or at 

ex-sell-ence.com.

Your teammate 

walks over with 

the wrapped 

diamond and 

says, “I know 

he’d love to see 

what’s in here.”




