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k Assume that every customer is a millionaire
and that she can afford to buy whatever she wants.

C O M M E N TA R Y / O N S A L E S

Cultivate an Environment for Impulse Buys

T

he economy is going to do whatever
it’s going to do. All you can control is
the shopping experience you offer
your customers. Salespeople everywhere are becoming jaded and demotivated by
the news, and that’s resulting in lost sales.
People are still buying jewelry. Why not give
them every chance to buy from you?
When a farmer goes through a dry season, he
doesn’t give up on his crop. He fertilizes and
waters the soil, knowing that he’s giving his
plants the best chance to grow.
Your salespeople need to be doing the same
thing in your store to cultivate impulse buys.
Too many potential customers are leaving your
doors without being offered a reason to buy. Your
salespeople might say, “Oh, he just wanted a
watch battery” or “She was just in for a repair.”
Both of those are opportunities for sales!
We all buy on impulse — whether it’s a car, a
boat, electronics, or jewelry. It makes us feel
good, like giving ourselves a Christmas present.
When we buy on impulse, we want to tell other
people what we bought. It’s exciting! And, when
we buy something on impulse, we love it forever
— and we’ll feel the same way about the place we
bought it.
Moreover, selling an impulse item takes only a
moment, not a two-hour presentation. We should
be looking to create impulse buys every chance
we get … but we’re not.
Culprit No.1 — Pre-judging. It’s the top sales
killer in our business. Especially in lean eco-

jewelry herself.

nomic times, we think, “I’m not going to make
the effort to wow this customer because she’s
not going to buy.” By taking that approach,
you’ve just ensured that they won’t. We need to
take professional advantage of every selling
opportunity. Assume that every customer’s a
millionaire and that she can afford to buy whatever she wants.
Culprit No. 2 — Busy work. Owners don’t like
to see salespeople doing nothing, so they assign
them busy work. The problem is, when a customer walks in, the salesperson isn’t 100 percent ready to wait on her, and he may be hesitant to leave his busy work undone. Customers
are more important than any busy work, which
should always be done early (before opening) or
late in the evening.
Culprit No. 3 — Lack of enthusiasm. No matter what kind of day you’re having, act like
you’re glad to be at work. Be passionate; it’s contagious, and the customer is highly likely to feel
your enthusiasm and become excited about the
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Culprit No. 4 — Not asking questions. It
doesn’t matter why the customer is in your
store, you can engage her in conversation
through questions, and possibly land an impulse
buy. Ask her if she’s seen something she liked
today. Or, show her something from a new collection that you think she might like. Don’t be
afraid of rejection! When you show her something she doesn't want, she’ll tell you what she
does want — and then you’re off and running.
A fun and relaxed shopping experience is like
fertile ground for impulse buys. The better the
experience, the longer the customer will stay,
the more comfortable she’ll be talking with you,
and the more she’s likely to spend. Never, ever
allow a customer to walk in, look around, and
leave — that means your shopping experience
was a big fat zero.
So let’s ignore what the media is telling us,
and make our own news. People still want to buy
on impulse — they want that good feeling. Are
you doing what it takes to make sure they buy
from you?
Shane Decker has provided sales training for
more than 3,000 stores worldwide. Contact him
at (317) 535-8676 or at ex-sell-ence.com.
Extend your subscription today! Sure, I N S T O R E is free,
but you have to ask for it to keep getting it. Go to
instoremag.com now! Or better yet, fill out that pesky
card that keeps falling out of the magazine.
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STORIES FROM THE FRONT LINES OF RETAIL

SENSORY BRANDING: Sensory touch

A young couple picks out a trio

points are major methods of getting customers to
think about your brand after they’ve left the store.
Focus groups have indicated that the No. 1 sensory experience of a brand is Singapore Airlines —
with a proprietary scent piped through its planes and
worn on its attendants. Olfactory branding is the most
powerful of all five senses. Begin by scenting yourselves, your environment
and your products. Play around with all of the wonderful opportunities to
seduce the customer — scent-wise. It works. — P H I L N U L M A N

set to put on layaway. He pays enough to take
the engagement ring with him and gives it to her.
Six months later (no other payments on the
layaway) he wants his money back. I remind him that he has the ring and ask
why he expects his downpayment back. He tells me I’m wrong. He doesn't
have the ring — she does! I thought it was good for a grin, but not a refund.
— PETER TIMS, WHITE MOUNTAIN JEWELERS, SHOW LOW, AZ
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