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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.

THE PEN
IS
MIGHTIER
WHEN IT COMES TO ADD-ONS,
COMPUTERS ARE TRUMPED
BY GOOD OLD PEN AND PAPER

Computers are awesome for
inventory, bookkeeping and all

sorts of reports, but when it comes
to making more add-on sales, they
can get in the way. Think about
it: When we close the sale, we
automatically turn and walk to the
point-of-sale computer. As soon as
you do that, you’ve told the client
that she is done buying. You may
be feeling good about closing a
single sale, but you’re actually letting money walk out the door.

WHY WE QUIT SELLING

It could be because:
5 We’re afraid that if we try for an
add-on, we’ll lose the first sale.
5 We lack confidence because we
don’t know our stock well enough.
5 We assume the client is in a
hurry.
5 We’re afraid the client can’t
afford another item.
5 We believe that if we turn and
walk to the point-of-sale computer, the sale is closed because the

client has to follow us.
5 We do not know how to add on
using lead-in lines.
5 Our cases are not set up to be
add-on friendly; you have to walk
across the store to find matching
merchandise.
5 We’re afraid the add-on will take
away the importance of the first
item. This can actually be correct
if the add-on is done improperly.
The add-on should never be more
than half the amount of the first
item. Always respect the client’s
money and the importance of the
first item she said she wanted.
The add-on sale is an impulse
purchase; you have to create it
from scratch. At this point in
the presentation, you’ve already
spent a lot of time to get the client

in a buying mood. That’s why an
add-on usually takes less than 30
seconds. Sounds like a no-brainer,
right? Here’s how you do it:
One of the sales tools we used
“back in the day” was the handwritten sales slip. We called this
the open-ticket method of salesmanship. Start by placing beautiful
sales slips at each counter. These
are heavy paper and very professional looking. They have the
store’s name at the top, along with
the address and phone number.
Write down the client’s name and
contact information, just as if you
were at a POS computer. Write
down the item you’ve just sold, all
of its information and price, then
slide the slip over to the client’s
right (your left). Do not draw a line
under the price; leave it open. Put
your pen on top of the ticket; this
tells the client the sale is not over.
This allows you to use a lead-in
line to keep the sale going. A leadin line takes the client to the next
presentation. Some lead-in lines
include:
5 Wait until you see what matches
this.
5 Let me show you what goes
with this; your wife will want them
both.
5 How many others are on your
list?
Once all the selling is done, now
you can walk to the computer and
enter everything written on your
sales receipt. Give your client a
computer-printed sales receipt
then put the handwritten sales slip
in your client book so that you can
stay in touch with the client.
While technology is fantastic,
sometimes the best tools are the
simplest. Sometimes, the pen is
mightier than the computer.

“Put your writing instrument on top of the ticket;
this tells the client the sale is not over. And allows you
to use a lead-in line to keep the sale going.”

SALES TRUTH
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IN YOUR STORE

Want to build
loyalty for
life? Show
your client
you really care.
WHY IT IS TRUE:
Customer wants are not
necessarily product/servicespecific. Truth be known,
many customers really care
less about the “jewelry” and
more about what the jewelry
does to enhance his relationship with her. Meet that need,
and you’ll have a fan forever.
PLAN OF ACTION:
The customer needs an engagement ring or an anniversary gift. Demonstrate your
genuine interest by asking
him how he plans to propose,
or how he plans to surprise
her with a special anniversary
gift. Now he knows that you
genuinely care, and suddenly
you look completely different
than the jewelry store two
blocks away he just visited. If
he has a plan, ask him to share
it. Show genuine interest by
nodding and smiling. If he has
no plan, share a couple of your
great ideas with him. You’ve
just taken a major step to
capturing a customer for life.
— David Richardson

WOULDA COULDA
SHOULDA*
(What you’d have said to that
rude customer ... if only you’d
thought of it faster)

That is
obvious.
… to the customer and her
daughter who accused us
of switching her plain 2mm
wedding band during a sizing and cleaning. I offered
her a new band and told her
we would do whatever she
wanted to make her happy.
Her daughter replied, “We
don’t want to be made
happy.”

*Woulda Coulda Shouldas
are provided anonymously by
INSTORE’s Brain Squad
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