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recently, I bought a Toyota Tacoma TRD Off Road. Soon after, I got a 
thank-you card from the salesperson, I got a note from the service man-
ager telling me he would be my truck’s doctor, I got one from the general 
manager, one from the dealership owner, a follow-up reminder for free 
oil changes, and one for a free service inspection. When you get that kind 
of service after a sale, it makes you want to go in and buy another one 
someday.

Is that the kind of experience your clients receive?
Strong clienteling can increase each sales associate’s sales num-

bers by 10 to 30 percent. To be good at clienteling, you have 
to be consistent and patient. It’s a stamp, a piece of paper, a 
phone call, an email, an envelope. This is how sales associ-
ates advertise.

HERE ARE SIX TIPS TO IMPROVE 
CLIENTELING IN YOUR STORE.

1 Everyone should receive a thank-you card two weeks after 
the purchase. Always remember to ask if it’s OK to send a card (this 

avoids potential embarrassment and problems later).

2 Call on all repairs after a week to make sure the client is happy. 
If there’s a problem, you say, “Mrs. Jones, I’ll come by tonight and I’ll 

pick up your repair; you don’t have to come in. I’ll write it up thoroughly 
and personally give it to our jeweler in the morning. You’ll be our first 

priority. I’ll personally check it to make sure 
it meets our standards and your standards. I’ll 
bring it back by tomorrow night.” 

3 Send a message to every client who 
bought something six months ago. This is 

a service reminder to bring it in for a clean, pol-
ish and check. For the client, this is like changing 
your oil or getting your car inspected. This can 
also create another sale while they wait.

4 Send a letter to clients who have not 
been in for a year or two: “Haven’t seen 

you for a while. Just want to make sure you’re 
OK. Would like to invite you in for a cup of coffee 
and talk about any jewelry needs you may have.” 

5 Suggest a service call for clients who 
have not had appraisals done on a piece 

of jewelry in five years or more. Diamonds 
have gone up, colored stones have gone up, 
gold and platinum prices have changed, and 
insurance companies love it when people get 
their appraisals updated every five years. Most 
important, it tells the client that you’re proac-
tive and you care about them.

6 Follow up on bridal sales. Bridal clients 
have the lowest closing ratio the first time 

they come in, but they have the highest closing 
ratio the second time in. Always find out from 

the client how they want to be com-
municated with (text, email, phone 

call). The first follow-up with a 
millennial is often a text before 
they even get back to their car. 
It could be a photo of the ring on 

her hand saying something like, 
“I’m so glad you came in. I enjoyed 

waiting on you. Thought you might 
want this picture of the ring on your 

hand.” 
Clienteling keeps you top-of-mind. It also 

results in a fair amount of referrals, which have 
the highest closing ratio of anyone walking in. 
So remember: what you do after the sale is just 
as important as what you do when they’re in 
the store. 
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WHY TO USE IT:  It’s difficult saying words like “definitely” or “absolutely” in a bored voice. These 
words lend themselves to speaking in a confident manner. Use them and watch your enthusiasm 
for that new jewelry line become contagious. SOURCE: Renee Evenson, Powerful Phrases for Ef-
fective Customer Service: Over 700 Ready-to-Use Phrases and Scripts that Really Get Results

“DEFINITELY!” OR “ABSOLUTELY!”
LINE TIME


