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IN  YOUR  STORE    Columns

Shane Decker
on Sales

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.

NEVER PRE-JUDGE, but be 
smart in your judgment when you 
“wow” a client. 

When I was a young man and 
we went to a nice restaurant, if 
the experience was very good, 
we might have told one person 
or maybe two. Same if it was bad 
— we may have told one or two. 
Today, a young person can Yelp 
his experience and tell thousands 
how good or bad it was in a mil-
lisecond. 

What gets referrals today is not 
your product; it’s the experience. 
It’s about you making every client 
think they’re the most important 
person who came in all day — even 
if you’ve already waited on 50 cli-
ents yourself. 

So what does being smart in 
your judgment really mean? 

First, you never want to intimi-
date customers by showing them 

SHOWING CLIENTS IMPRESSIVE JEWELRY 
JUST ABOVE THEIR BUDGET LEADS  

TO REFERRALS AND REPEAT BUSINESS.

something so expensive they 
could never buy it. They’ll think 
only the very wealthy shop in your 
store and they’re not worthy to 
come in. So when you wow some-
one, the timing — and wowing 
with the right product — is critical. 

“Wowing” means showing the 
client something that she did not 
come in for. It is unexpected but 
not intimidating. When you show 
the client a “wow” piece of jewelry, 
it tells her that you’re willing to 
spend a little extra time with her. 
It’s a compliment; it makes her 
feel important. 

So show smart. What does that 
mean? If the client is wearing a 
half-carat, show her something 
a little over a carat. If she’s wear-
ing a carat, obviously, a 1-carat 
won’t wow her, but maybe a yel-
low 2-carat would. When you are 
unsure of her budget, show a carat 

not over $6,950. This is kind of 
a magic number for the price of 
a 1-carat today in jewelry stores; 
it’s easy to sell and it’s affordable. 
Or, run a “magic number” report 
in your store and find out what is 
the most popular price that your 
clients pay for a 1-carat diamond. 
Some magic numbers change 
across the country depending 
on the store’s inventory and the 
income bracket of the clients who 
come into the store. 

Wowing clients is very easy. I 
have sold hundreds of carat-plus 
diamonds per year by doing this. 
We have a bad habit of overthink-
ing things that are very simple and 
making them very hard. 

While the client is waiting on a 
battery or picking up a repair, or 
you just sold her a $50 bead, right 
before she’s ready to leave, use a 
lead-in line. A lead-in line is some-
thing you say that creates interest. 
Never say, “Can I?”, “May I?”, 
“Would you let me?” or “Is there 
anything else?” because the cli-
ent can always say no. Say, “Guess 
what’s in the vault?” or “Gotta 
show you my favorite” or “Wait 
until you see this.” Have a little 
energy in your voice. Excitement 
sells. Clients buy on impulse all 
the time.

We have to start exceeding 
clients’ expectations. Millennials 
say that the reason they shop on 
the Internet is because of how 
they are treated when they go 
into jewelry stores. They do not 
like snooty salespeople. You win 
by going out of your way to give 
them and all clients an experience 
they’ll never forget. They will send 
in more referrals than any other 
age group — and wowing them will 
send more referrals your way than 
anything else you do.

It costs a lot of money to bring 
the client in. So let’s raise the bar 
on their experience in our stores. 
Wow everyone. 

IT STARTS WITH 
SALES STAFF
5 Preparing a holiday 
ad campaign? Rather 
than start with a big 
concept, reverse-engineer 
the process, says Mark 
Stevens, author of Your 
Marketing Sucks. Talk to 
your salespeople first and 
then work your way back 
to strategy, he writes on 
the Amex Open Forum. 
“Salespeople are the ones 
who get the phones hung 
up on them. They’ll tell 
you what works.”

LOWER EVENT 
INTIMIDATION
5 What’s in a name? 
Sometimes a lot of intimi-
dation. If you’re holding 
an event this year, come 
up with something that 
lowers the threshold fac-
tor. Some we can think of 
from recent years were : 
Cornell’s Jewelers’ Girls 
Night Out, Eichhorn Jew-
elry’s Spooktacular for 
Halloween, Jewelry Big 
Bash and Pearl Palooza. 
Who could think an event 
like that wasn’t for them?

THE BEAUTY  
OF NUDGES
5 You can never make 
it too easy for the cus-
tomer. That seems to be 
the thought driving the 
actions of a retailer who 
sent a catalog to the 
daughter of one of our 
ad staff. Included in the 
package were a set of 
stickers, so that she could 
earmark all her favorite 
items for Mom to buy her 
for Christmas. We can see 
stickers of big red arrows 
being the perfect fit for a 
jeweler’s catalog.
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