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TECHNOLOGY

Fresh Ideas to Better
Your Business

PRESENTATION
IS EVERYTHING

-» If you sell goods online,

it pays to invest a few extra
dollars in your packaging and
boxes, says Deric Metzger, of
DeMer Jewelry in Oceanside,
CA. “Without the benefit of
face-to-face interaction, the
presentation when the box
arrives really is everything,”
says Metzger, who operates a
“manufacturing shoppe” and
deals with customers mostly
through the phone or online.

A MAN THING

-» Another reason to get your
online sales capability up to
speed: Because men would
really rather not come into
your lovely appointed jewelry
store. That’s the conclusion of
Pandora, which is expanding
its 2-year-old online opera-
tion. Most men “are hopeless
at buying gifts,” CEO Allan
Leighton told Bloomberg. To
take advantage of this, Pan-
dorais focusing on delivery
times, after-service and wrap-
ping to make it easy for men
seeking to buy gifts.

SELFIE PERFECTION

-» In almost no time, the ring
selfie has become a staple part
of the engagement process.
The next time a new bride-
to-be takes ownership of a
ring and mentions she plans
to share the news with the
world, pass on this tip from
Brides magazine to improve
the shot. “If you raise your
hand up above your head for
30 seconds, the blood will
drain and your hands will be
less veiny ... Have your camera
ready when you bring your
hand down for ‘the shot.””

74 INSTOREMAG.COM | FEBRUARY 2015

SHANE DECKER
ON SALES STRATEGIES

Shane Decker has provided sales training for more than
3,000 stores worldwide. Contact him at ( 719) 488-4077

or at ex-sell-ence.com.
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TECHNICAL FOUL

A PROFESSIONAL KNOWS
HIS STUFF. BUT HE ALSO KNOWS
EMOTION CLINCHES THE SALE.

Getting too technical with
customers can cost you wins. Too
often, salespeople assume clients
want to hear everything they
know about the gemstone or the
jewelry they hold in their hands.
Sometimes, the opposite is true.
Sometimes, dropping that knowl-
edge on a client will kill the sale.
More than ever, today’s clients
want to work with knowledgeable,
skilled, professional, educated
salespeople. You can’t let the cli-
ent know more about your prod-
uct than you or your salespeople
know. With the amount of knowl-
edge they could walk into your
store with, you would think they
had just graduated from GIA!
That said, it doesn’t always hold
true — and even when it does,
you should give the client only as
much technical information as he
actually wants. How do you know

how much is too much? After
| you've asked the proper selling

questions to open your presenta-
tion, ask this question: “Would
you like to know more about the
diamond?” If the client says yes,
find out how much more. Never
volunteer information. When you
give too much information and
he’s not interested, he will think
you're not listening to his needs. If
you don’t give him technical infor-
mation and he wants it, he may
think you’re incompetent. Either
way, you lose — so ask the proper

i questions and listen carefully to

his needs.
Here are a few more tips for
selling technical-minded clients:
1. If a client wants the GIA lab
report on a diamond or asks for
an ideal cut or a particular color
grade, he’s obviously done some

i research, so ask if he’d like to see

the diamond under magnification.
If he says yes, he’ll be impressed
when you show it to him — and
he’ll also know you are not hiding

anything.

2. Never use tweezers when
handing aloose diamond to the
client; your client will feel self-
conscious about possibly drop-
ping the diamond or handling it
incorrectly. Instead, always use a
2-inch, four-prong, spring-loaded

i diamond holder so that the cli-
i ent has no fear of the diamond

slipping out. He’ll hold it longer,
and the longer he possesses it, the
higher the closing ratio.

3. When you talk about the four
Cs, always talk about them in this
order: cut, color, clarity and carat

' weight.

4. When using a color and clar-
ity chart to explain diamond grad-
ing to a customer, always start at
the bottom at I3 or Z and go up
to SI1 or G. When you start at the
top and go down, you devalue the

{ diamond. But when you start from

the bottom and go up, not only
did you show them how far up the
chart it was, you built value.

5. Be sure the client is seated
if you’re giving him technical
information. This creates a more
relaxed atmosphere and allows

| him to get more involved with the

microscope and tools you're using.
Technical knowledge is
absolutely critical for your self-
confidence and to build client
confidence. But it should be used
as support only; it’s never the pri-

i mary emphasis. Remember that

most of the time, the client is cel-
ebrating a special event.

Eighty percent of all jewelry
sold is purchased to give to a loved
one. So always build the relation-
ship in a sale all the way through,

i and always before you get techni-
i cal. Make sure to romance the rea-

son they are in the store — that’s
the most important part of your
presentation.



