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Getting Started 
Performance 
Purpose 

The purpose of these activities is to establish: 
• A common process and language
• Improved salesmanship
• Sell more jewelry

Top performers find key learning points highlighted in each section 
along with important role-play opportunities, which reinforces the 
principles and improves your retention. 

Sales Performers    JB Hudson Jewelers welcomes you to this special course, 
Selling The JB Hudson Jewelers Way.  As a sales associate and a 
participant in this course, you are the most important performer to the 
success of our organization.  As the facilitator, you create the learning 
environment for all the participants. 

Performance 
Expectation 

Facilitator, the Instructional Guide, is expected to complete the 
following tasks: 

• Build an environment for learning and application
• Provide a safe place for participants to try new ideas
• Manage the interaction in the classroom
• Assure understanding of the material and
• Follow up with participants on the job performance

Learning 
Methods 

Regardless of the experience level, practice and repetition keeps a 
person’s skills sharp.  Activities in the “classroom” provide multiple 
opportunities to bring real life experiences to life.  Be sure participants 
refer to this material often to incorporate a “rehearsal” into their daily 
sales preparation. 

Participation 
Rules 

We expect this to be a value and valuable time for you.  To make it a 
great event, here are some rules you should support: 

• Be on time, although everyone says it we inspect it.
• Attend all sessions.
• Be comfortable in sharing your experiences with others.
• Get involved with the activities.
• Support others as you want to be supported.
• Complete the task.
• Ask questions.
• Have fun!

Continued on next page 
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Getting Started, continued 
Meeting 
Preparation 

To prepare for the meetings you should: 

• Please schedule a 90-minute store meeting to cover each session
or module.

• Note that there is a Facilitator’s Guide and a Participant’s Guide.
o Facilitator’s Guide is for the Store/Sales Manager’s use

during the meeting.
o Make sufficient copies of the Participant’s Guide so all

associates have a copy.

• Review the Facilitator’s Guide to become familiar with the content
and exercises.

o To help provide clarity to your team, consider personal
examples of your techniques for each step.  Be prepared to
share them during the meeting.

• Ask all associates to sign the attendance sheet included in the
guide.

• Retain the Facilitator’s Guide and attendance sheet for your
records.

Many associates feel like they have to “know everything” before they can 
engage with a customer credibly.  This simply is not true and our process 
allows new associates to get the help they need when faced with 
questions that are difficult to answer. 

Remember, telling is not training.  The individual learns best when they 
comprehend the material and practice the skills.  Each person learns 
differently so provide a variety of experiences and methods in the session. 

Use a checklist approach to preparing for the meeting.  You will find a 
sample checklist in this guide. 

Continued on next page 
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Getting Started, continued 
Guide Design The Facilitator Guide breaks the material up into modules, which 

consistently provides you with: 

• Background information
• Concept to Action
• Supportive References, when available
• Desired outcomes
• Corresponding page-by-page directions to the

Participant’s Guide

Supportive references and worksheet material are in the back of this 
guide. 

Follow-up Review each step in the material with the participants and ask 
questions to validate their understanding.  In the guide are several 
role-play and other exercises to practice the new skills.  However, the 
real transfer of understanding (learning) is the performance on the job. 

You should inspect their work after the sessions to help re-enforce the 
application of the skills needed for success.  Learning does not stop in 
the classroom; better customer satisfaction and increased sales 
volumes should be the result. 
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Facilitator Skills and Duty 
Overview To be an effective facilitator you must know when to take a 

leadership role, and when to be neutral and take a back seat.  This is 
a difficult balance to maintain!  The key to being proficient in the role 
is to plan and guide the proceedings effectively, and remain focused 
on the outcomes expressed in the materials. 

Facilitation is an interesting, rewarding and important role to take on. 
When facilitating, take time to think about the process, and learn the 
skills you need to take learning through to a successful conclusion.  
Take pride in the role of facilitation, and enjoy watching the ideas, 
solutions and successful outcomes flow! 

Performance 
Objective 

The facilitator provides: 

• Meeting Promotion and Preparation.
• Organize supportive material and handouts.
• Talk with associates using the JB Hudson Jewelers language.
• Clearly communicates the objectives.

Table of Contents 
Topic Page 

Facilitator Skills 2 

Group Dynamics 3 

Meeting Planner Checklist 4 

Role-Play Effectiveness 4 

Additional Resources 6 

Continued on next page 
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Facilitator Skills and Duty, continued 
Facilitator 
Skills 

Everyone can be a facilitator.  Base your skills on the treatment you want as a 
participant in a classroom situation.  People attending a training session usually 
want: 

• A comfortable surrounding.

• To know or learn about the others in the group.

• To have time to comprehend the material, read, discuss and complete.

• To be heard and understood.

• Get involved in learning activities and practicing what they have learned.

• The information must be practical.

• Finally, “What’s in it for me?”

Facilitators introduce the ideas found in the material and involve the participants 
in the learning experience.  Some basic skills for communicating include: 

• Active listening:  Be genuinely interested in other people's thoughts and
feelings.  Listen intently.  Make eye contact.

• Modeling:  Practice behavior that you want reflected back to you.  Try to be
non-judgmental. Watch your nonverbal messages; remember to have
some fun.

• Summarizing:  Use paraphrasing as a method of clarifying.  Check your
perceptions with the group.  It is very important to summarize at the end of
key parts of the agenda and at the end of meetings.

• Focusing attention and pacing:  Keep the group on the topic and focused,
using care to limit or reduce repetition.  This is one of the facilitator's
primary responsibilities. Stay on track!

• Recognizing progress:  Provide positive reinforcement when the group
accomplished an on time milestone.

• Waiting or Silence:  Remember that sometimes the hardest thing to do is
nothing. 

• Scanning/Observing:  Nurture full participation from the group.  Watch
nonverbal cues in the form of body movement, facial expression, and
gesture with these actions take a break, change the pace, change the
topic, etc.

• Inclusion:  Make sure everyone has an equal opportunity to participate.
Encourage those who have been silent to comment.

Continued on next page 
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Facilitator Skills and Duty, continued 
Group 
Dynamics 

Recognizing and understanding typical team member behaviors – both 
constructive and destructive – will be very helpful to you as a facilitator.  These 
behaviors can affect team development and performance.  Members of the team 
may exhibit these behaviors at varying times throughout the development cycle of 
the team.  Keep in mind that a facilitator needs to model constructive behaviors to 
help the team reach its goals.  

Constructive Team Behaviors 
Cooperative - interested in the views and perspectives of the other team 
members and is willing to adapt for the good of the team. 

Clarifying – clearly defines issues for the group by listening, summarizing, 
and focusing discussions.  

Inspiring – enlivens the group, encourages participation and progress. 

Harmonizing – encourages group cohesion and teamwork. For example, 
may use humor as a relief particularly after a difficult discussion.  

Risk Taking – willing to risk possible personal loss or embarrassment for 
the team or for project success.  

Process Checking – questions the group on process issues such as 
agenda, time frames, discussion topics, decision methods, use of 
information, etc.  

Destructive Team Behaviors 
Dominating – takes much of the meeting time expressing self-views and 
opinions. They try to take control by use of power, time, etc.  

Rushing – encourages the group to move on before task is complete. 
Gets tired of listening to others and working as a group.  

Withdrawing – removes self from discussions or decision-making. 
Refuses to participate.  

Discounting – disregards or minimizes team or individual ideas or 
suggestions. Severe discounting behavior includes insults, which are often 
in the form of jokes.  

Digressing – rambles, tells stories and takes group away from primary 
purpose.  

Blocking – impedes group progress by obstructing all ideas and 
suggestions. “That will never work because…”  

Continued on next page 
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Facilitator Skills and Duty, continued 
Meeting 
Planner 
Checklist 

The meeting is an event the facilitator must plan.  Three phases of a meeting 
generally includes prior to, during and after the meeting.  Each has its own 
checklist that can be helpful: 

Prior to the session: 

o Select a date, time and location.

o Inform the participants.

o Review all meeting materials until comfortable with content.

o Develop/practice role play scenarios.

o Print meeting materials as needed.

During the session: 

o Check room temperature.

o Sign in attendance sheet.

o Materials all available.

o Encourage participation and manage group dynamics.

o Manage time to finish on schedule.

o Use Parking Lot to address off-topic issues.

After the session: 

o Thank you’s (may want to send a written note).

o Inspect performance and behavior on the job.

o Use skill check job aid to validate learning.

o Use POST technique to validate behavior change.

o Ask questions relating to the material.

Continued on next page 
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Facilitator Skills and Duty, continued 
Role-Play 
Effectiveness 

One of the key components of this training activity is the role-play.  Effective 
role-plays are extremely powerful in moving the learner to adoptions and 
application.   

Role-playing takes place between two or more people, who act out roles to 
explore a particular interaction.  The role-play uses this scenario to create a 
“safe” experience and build self-confidence during real life situations.  It also 
accelerates the learning process and time to mastery. 

Participants can be overwhelmed and fearful of this activity.  Therefore, set the 
stage to make it a learning process rather than a test.  Sometimes it is helpful 
for the facilitator to demonstrate the role-play with someone in the class.   

Although many groups may struggle with this activity; after the session they 
comment, “the role-play was the best part of the training”.  So do not ignore the 
value of these role-play scenarios. 

Here are some ways to make the role-play effective: 

• Identify the situation
Start the process by introducing the problem or issue and encourage
open discussion to uncover all the facts.  This allows them to begin
thinking about the situation before doing the role-play.

• Add details
Make the scenario as real life as possible by giving a focused detail of
the issue you are practicing.  Be sure everyone understands the
situation and the expected outcome of the role-play activity.

• Assign roles
After setting the scene, identify the characters required for the practice.
Describe the level of intensity required in the roles, as an example; the
customer may be unhappy or confused.  Provide a few minutes for them
to understand their perspectives, goals, motivations, and feelings when
they enter the situation.

Continued on next page 
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Facilitator Skills and Duty, continued 
Role-Play 
Effectiveness, 
continued 

• Act out the scenario.

The role-play may vary according to your group’s needs.  You may want to
pair off the group to share the role-play, switching characters.
Alternatively, you may want to do each role-play in a round robin method,
either way do not interrupt the role-play until it is complete.

Remember, this is a valued learning experience.

• Discuss what you have learned.

The most important aspect of the role-play is the debrief.  You should
discuss the preparation, thinking, technique, feelings and what they have
learned from this exercise.  You may want to capture the key learning
ideas on a flip chart or white board.

Additional 
Resources 

This short-list of resources you may want to review if you want more information 
about being a facilitator and sharpening your skills conducting meetings. 

• http://quality.wisc.edu/index.htm  (Facilitator’s Tool Kit – PDF download)

• Mind Tools Ltd.  (What is a Facilitator?)

• Meeting Checklists  (Several sources on Web)

• Role-Play  (Several sources on Web)

My Notes: _________________________________________________________________  

_________________________________________________________________  

_________________________________________________________________  
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Selling the JB Hudson Jewelers Way 
Overview Welcome to the first training installment of Selling the JB Hudson Jewelers 

Way.  The purpose of this training is to establish a common process and 
language that we can all use to improve our salesmanship and sell more 
jewelry.  You will find key learning points highlighted in each section along 
with important role-play opportunities, which reinforce the principles and 
improve retention. 

Objective for 
Facilitator 

Facilitator role in this section: 

• Set the stage for today and future training material.
• Provide guidance and instruction about Selling the JB Hudson 

Jewelers Way.
• Review Background and Concept to Action prior to session.
• Clearly communicate the objectives.

Table of Contents Topic Page 

Background 8 

Concept to Action 9 

Desired Outcome 10 

Facilitator Notes 11 

Continued on next page 
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Selling the JB Hudson Jewelers Way, continued 
Background Overview: 

Before we begin to examine each step of the process individually, it is 
important to set the stage and establish the philosophy with which we will 
approach the work of selling.  It is our belief at JB Hudson Jewelers that 
selling is a skill and that everyone can become more persuasive if they 
practice sound principles often enough.  It is also our belief that all customers 
will buy today- given the right circumstances. 

Jewelry is a product that transcends its elemental properties of precious metal 
and gemstones.   

It communicates emotion and affection that the purchaser simply cannot 
express by themselves.  As the old saying goes, “Jewelry says in an instant 
what you’ve been trying to put into words for years”.  In addition, everyone has 
somebody in their life that needs to hear that message of love, devotion, 
commitment, forgiveness, etc. and the best time to share such a message is 
now.  Therefore, given the right circumstances, we believe that everyone will 
buy today. 

It is the professional salesperson’s responsibility to create those right 
circumstances and help the purchaser remember that today is the best time to 
show those close to them how much they care.  We understand that not all 
customers purchase every time they come into your store but it is important to 
adopt the philosophy that they will.  The reason is that this mindset means the 
sales associate retains control of the transaction and its outcome.   

If the customer doesn’t make a purchase then there is an opportunity for us to 
examine the interaction to find a way to improve our abilities so that the next 
interaction does result in a closed sale.  That is why we have broken down the 
process into small steps so they may be taught, practiced, observed and 
refined individually.  The key is to remain objective and constantly review your 
performance within each step. 

Continued on next page 
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Selling the JB Hudson Jewelers Way, continued 
Concept to 
Action 

The JB Hudson Jewelers Sales Process: 
So, what is the sales process that we use at JB Hudson Jewelers?  
There are 8 separate steps in our method.  They are:  

• Prepare
• Greet
• Show Merchandise
• Build Value
• Handle Objections
• Turnover
• Close the Sale
• Confirmations/Referrals

Something important to remember is that selling is a dynamic effort and 
sometimes does not follow the steps in this exact order.  However, it is important 
to memorize the steps in order for several reasons.  First, it helps the new 
associate form a roadmap for their presentation.  It gives them guidelines on what 
to say next and when. 

For the more experienced salesperson, it helps with pacing during the sales 
interaction.  For example, let’s say a salesperson has begun to ask her customer 
to make a decision and purchase a given item.  The salesperson is clearly in Step 
#7, Close the Sale, because she asked for a commitment.  However, if the 
customer isn’t responding well it may be because she doesn’t’ have a rapport 
established with the associate.   

In that instance, the customer is stuck in Step #2 Greet and the salesperson must 
stop trying to get a commitment and focus on building relationship.  The associate 
who has a method to recognize and address this situation has a greater likelihood 
of being able to consummate the sale.   

Lastly, a defined process is good for the team and helps everyone become more 
productive.  Knowing what is occurring around you is part of being a good 
teammate, even if you are not involved in the sale.  You must be prepared to 
assist at any point within the transaction. Being able to recognize at which phase 
of the process a sale stands is integral to the team’s success. 

Continued on next page 
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Selling The JB Hudson Jewelers Way, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Participants understand the overview of Selling The JB Hudson Jewelers Way.

2. Participants understand how a common sales language benefits the team.

3. Participants understand how to apply knowledge of the sales process to 
improve individual and team performance.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 
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Selling The JB Hudson Jewelers Way, continued 
Facilitator 
Notes 

Reference: 

Participant 
Guide 
Page 1 

Estimated 
Time: 
3-5 Mins.

Welcome and introductions 

Create a short icebreaker activity.  (See Appendix for some examples) 

 ________________________________________________________________ 

_______________________________________________________________________ 

Give an overview and introduction to the material from the background information. 

Key Points: 

• Selling is a skill.

• All customers will buy today if we create the right circumstances.

• Jewelry communicates what we sometimes can’t.

• Selling The JB Hudson Jewelers Way creates common 
language for the team and provides an outline to follow during 
the sales process.

• Sales associate retains control of the transaction and its outcome.________________________________________________________________

_______________________________________________________________________ 

Review the Performance Objectives and Section Content. 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Continued on next page 
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Participant’s Guide---Page 1 

Selling The JB Hudson Jewelers Way
Selling is a skill and everyone can become more presuasive with 
enough practice.  Throughout this material, you learn new 
techniques that develop the foundational skills for every day 
practice. 

Performance 
Objective 

Participants will be able to: 

• Recite the eight JB Hudson Jewelers sales steps.
• Organize the sales process in order.
• Talk with other associates using the JB Hudson Jewelers 

language.

Table of Contents Topic Page 

Sales Skills 2 

Selling in Today’s Market 2 

Eight Step Sales Process 2 

Organizing the Sales Activity 2 

Continued on next page 

Overview



Page 14 

Selling The JB Hudson Jewelers Way, continued 
Facilitator 
Notes 

Reference: 
Page 2 
Participant Guide 

Estimated Time: 
5 Mins. 

Sales Skills 

Ask the participants to read this page and lead a short discussion of the material. 

Key points: 

• Selling is a skill that can be developed with practice.

• As a sales professional, we are to create circumstances that help
our customer express love and devotion.

 ________________________________________________________________ 

 ________________________________________________________________ 

Selling in Today’s Market 

Key Points: 

• The salesperson must maintain control of the sales activity.

• Improvement happens with rigorous review and practice.

 ________________________________________________________________ 

 ________________________________________________________________ 

Eight Step Sales Process 

Key Points: 

• This is the eight step process accepted at The JB Hudson Jewelers.

• Remember the steps and practice them in each interaction.

 ________________________________________________________________ 

 ________________________________________________________________ 

Organizing the Sales Activity 
Key Points: 

• Generally speaking, should keep steps in order.

• Improve team transfer when a turnover is necessary.

Continued on next page 
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Sales
Skills

Participant’s Guide---Page 2 

Selling The JB Hudson Jewelers Way, continued

All customers will buy today given the right set of circumstances because 
jewelry communicates what they cannot.  We all have someone close to us 
who needs to hear a message of love and devotion.  It is our responsibility as 
professional sales people to create the circumstances which help the 
customer remember that today is the best time to tell someone how much 
they care. 

Selling in 
Today’s 
Market 

The mindset of the professional salesperson must be that they are in control of 
the transaction and its outcome.  If a customer interaction does not result in a 
sale, it is an opportunity to review our performance and make adjustments for 
the next selling situation. 

Eight Step 
Sales 
Process 

Selling The JB Hudson Jewelers Way has broken down the process into 
individual steps that can be taught, practiced, observed and refined so that 
sales people of all skill levels can become more persuasive. 

The eight step JB Hudson Jewelers Sales Process:

1) Prepare
2) Greet
3) Show Merchandise
4) Build Value
5) Handle Objections
6) Turnover
7) Close
8) Confirmations/Referrals

Organizing 
the Sales 
Activity 

It is important to learn the process in order because it: 
• Provides a roadmap for new associates.

• Helps experienced sales people gauge pacing.

• Keeps the team informed should a Turnover be necessary.

My Notes:  ______________________________________________________________  
 ______________________________________________________________  
 ______________________________________________________________  
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Step One - Prepare 
Overview The first step to Selling The JB Hudson Jewelers Way is Prepare. 

Focus the participant’s attention on the preparation elements 
required to achieve proficiency as a sales person. 

Objective for 
Facilitator 

Facilitator role in this section: 

• Establish Preparation, and its components, as an integral part
of the sales process.

• Identify individual methods for managing PMA.
• Communicate the company’s expectation regarding proper

positioning.
• Communicate and demonstrate the proper usage of the Stage

Tools.

Table of Contents Topic Page 

Background 18 

Concept to Action 18 

Desired Outcome 24 

Facilitator Notes 25 

Continued on next page 
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Step One - Prepare, continued 
Background Taking a closer look at the first three steps 

Prepare: (Step 1) 
Selling begins with good preparation.  It gives the sales person confidence and 
credibility and begins to lay a foundation of trust with the customer.  Today’s 
jewelry customer has many choices of where to shop and how to get their 
information but in the end, they buy from people.   

Preparation distinguishes you from the crowd of mediocrity and establishes your 
place as a professional sales person.   There are three main components to this 
step.  They are:  

• PMA

• Positioning

• Stage Tools

Let’s examine each one more closely. 

Concept to 
Action 

What does PMA mean? 

PMA stands for Positive Mental Attitude or Professionally Managed Attitude.  At 
its most basic, PMA means maintaining encouraging and uplifting interactions 
with yourself and people you meet throughout the day.  Research shows that 
good attitudes are contagious and lead to improved employee morale and better 
results.  Negative attitudes are exactly the opposite.   

In fact, in his book Three Simple Steps: A Map to Success in Business and Life, 
Trevor Blake explains that exposure to just 30 minutes of complaining damages 
neurons in the brain, which are associated with problem solving.  Negative 
emotions focus energy on their origins and limit possibilities.   

On the other hand, researchers at the University of North Carolina found that 
positive thoughts increase creativity, resourcefulness and skills.  They call this 
the “broaden and build” aspect of positivity.   

It is the professional sales person's responsibility to position ourselves to achieve 
the best possible outcome for the customer, our families and our company and a 
Professionally Managed Attitude is its cornerstone. 

Continued on next page 



Optimum Retail Solutions Page 19 

Step One - Prepare, continued 
Concept to 
Action, 
Continued 

What does it mean, "to professionally manage our attitudes"? 
How do we do it? 
Primarily it means that we understand that attitude is a combination of thoughts, 
words and actions, which culminate into physical experiences for others and 
ourselves.   These experiences become positive or negative based on the choices 
we make.  As such, our attitude is a controllable component of our personality and 
can be cultivated to spread joy, encouragement and edification to those around 
us.  So, how do we cultivate a positive and uplifting attitude? 

The first step is creating a process of positive input. 

Research shows that Americans spend an average of 8 hours a day watching TV 
or surfing the internet.  Between 24-hour television stations, smart phones, tablets 
and computers it seems there is always something to grab our attention.  The 
trouble is that much of what we see is negative and/or controversial and falls into 
the “30 minutes of complaining” mentioned earlier.  The adage of “garbage 
in/garbage out” is very true and therefore we must seek out positive input.  The 
subject matter and methods are not even particularly relevant.  Whether you read 
a book on a new hobby or interest, take a walk in the park or spend time with 
friends and family the effects will be beneficial as long as the input is wholesome 
and healthy.  Therefore, choose wisely, with whom you associate and how you 
entertain yourself. 

The next step to cultivating a positive attitude is to focus diligently on what we can 
control and recognize that which we cannot. 

We cannot control the behavior of another or our emotions but we in are charge of 
what we do.  We have the ability to choose responses that are measured and 
appropriate in virtually any situation.  At times it can be difficult, however, things 
like the words we use, our tone and delivery and our behavior are all within our 
power to affect. 

We even have influence over what we think about and give our attention.  
Research shows that 70% of our self-talk, what we say to ourselves about 
ourselves, is negative.  Pay attention to your internal dialogue to interrupt the 
negative commentary and replace it with positive.  Use the experiences and 
information from the positive input stage to change the script in your head. 

Many people find that a meditative practice is helpful in this regard.  This type of 
activity develops mental discipline, which enables us to recognize negative 
thoughts, emotions and situations before we act upon them.  Set aside 15 
minutes a day to train your mind. 

Continued on next page 
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Step One - Prepare, continued 
Concept to 
Action, 
continued 

The last step is to concentrate on solutions. 

When any problem arises, we have choices about how we will approach its 
resolution.  In many cases, we focus on why the problem happened and who is to 
blame.  While these may be necessary points to consider at the appropriate time, 
the more positive approach is to focus on the solution first. 

Solution focused thinking takes initiative, which promotes teamwork and improves 
overall results.  When we ask, “How can I help” versus “Whose fault is this” we 
begin to build an environment of trust and cooperation. 

At JB Hudson Jewelers we know that things will go wrong from time to time.  It is 
our expectation that we take personal accountability and responsibility and 
choose to be solutions focused.

Positioning 

Customers form opinions very quickly. In fact, in as little as 10 seconds, they can 
decide whether they are comfortable in your store or if they like you.  It is our 
responsibility as professional sales people to create the most positive first 
impression possible.  Therefore, things like our physical position in the store, 
professional dress and hygiene and body language become very important 
because they communicate a message to the customer.  You are encouraged to 
review the company’s standard on professional dress and hygiene and to follow 
them closely.  For this training, we will primarily focus on positioning and its 
importance to the sales process. 

Where the sales person is physically located in the store communicates more 
than one might imagine.   

Consider this scenario, a customer enters the store and sees an associate 
in the back, sitting at a desk looking at a computer.  Even if the sales 
person leaves the desk immediately to greet the customer, what is the first 
impression?   

Now consider this, a neatly dressed associate is standing on the sales 
floor cleaning a showcase in the center of the store.  As the customer 
enters through the door, the associate puts down the cleaning cloth, smiles 
warmly and moves to greet them.   

Continued on next page 
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Step One - Prepare, continued 
Concept to 
Action, 
continued 

Lastly, there is a group of three associates huddled on the sales floor 
having a conversation.  As the customer enters the store the group 
disbands with a laugh and a few parting comments.  Which situation do 
you believe creates a better first impression?   

Proper positioning is very important to establishing the mood and emotional 
setting for the sales transaction.  When the associate is sitting behind a showcase 
or in the back room, customers may feel as though they are interrupting or that 
the sales person is less than interested to help them.   

On the other hand, when the associate stationed in the middle third of the store, 
facing the front communicates a desire and readiness to help.  It makes the 
customer feel important and sets the proper stage for the transaction.   

Proper positioning is also important during the sales process because it helps 
facilitate Turnovers that are more effective.  We will discuss this more later but for 
now understand that where you are located in the store matters.   

At JB Hudson Jewelers, our expectation is that associates who are not already 
with a customer station themselves in the middle third of the store, facing the front 
and prepared to greet the customer.  Wherever possible it is a good idea to 
“task” so the sales person does not appear overly aggressive.  Clienteling, 
cleaning glass, straightening jewelry and role-playing are all tasks that can easily 
be set aside and create a positive view from the customer.   Never leave the 
sales floor unattended, unless all employees are with other customers.  We 
should view an empty sales floor with the same urgency we would give to a large 
amount of jewelry or money laying on the showcase.   

Continued on next page 
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Step One - Prepare, continued 
Concept to 
Action, 
continued 

Therefore, that begs the question “If I can’t leave the floor, how do I get my other 
work done"?  The answer is that good teams communicate with each other and 
understand that this is a cooperative effort.  They prioritize their administrative 
work to coincide with periods of lower customer activity, generally first thing in the 
morning and ask another associate to cover the floor while they return phone calls 
or search for special order items.  Once they complete their task, they return the 
favor for their teammate.  In the end, we understand that this is a moving target.  
However, by attuning everyone’s awareness to proper positioning and floor 
coverage we ensure that we are creating the best first impression possible. 

Stage Tools 

Throughout the ages, tools were invented to make work easier or improve 
performance and jewelry is no exception.  Some tools are tangible like the ring 
mandrill or diamond tester.  Others are intangible such as the knowledge, 
experiences and personality of your teammates or the history of our company. 

When used properly, tools enhance the customers shopping experience and 
distinguish you as a professional sales person.  Consider all of the tools at your 
disposal and plan how you might incorporate them into your presentation.  
Consult with your sales manager or jeweler to learn how to use them properly and 
safely.  For the purposes of sales training, we will focus on the Stage Tools, which 
are the primary elements for demonstrating jewelry effectively.   

Four items make up the Stage Tools, they are: 
• Counter pad
• Selvyt cloth
• Ring stick
• Mirror

When used correctly these four tools create anticipation, increase perceived 
value, establish control of the sale, limit loss and provide a more focused view of 
the item selected.  The importance of these four components cannot be 
understated and are mandatory for every sales interaction.  Only the ring stick is 
optional based on the item shown. 

Continued on next page 
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Step One - Prepare, continued 
Concept to 
Action, 
continued 

So, how do you use them properly?  (Facilitator demonstration) 

Counter pad – Positioned in the back-center of the showcase so they are within 
arm’s reach from any showcase in the store.  The sales associate should open 
the counter pad and move it to the center of the showcase before selecting any 
jewelry.  Fully extend the pad with the ring slot closest to the associate and the 
display area toward the customer.  Some may be concerned that this obstructs 
the customer’s view within the showcase but this is exactly the point.  By moving 
the pad into their line of sight, the sales associate has created a more focused 
viewpoint free from distracting background images.  They have also increased the 
perceived value of the item by not allowing it to touch the showcase. 

Selvyt cloth – The Selvyt cloth should be clean and placed neatly inside of the 
counter pad so that it is not visible.  Open the counter pad, remove the cloth and 
place it between yourself and the counter pad.    Select an item and use the cloth 
to clean the jewelry and build anticipation.  You may also use this time to look at 
the merchandise tag and review important information such as diamond weight 
and price.   

Ring stick – Place ring sticks in the sales drawers of showcases that contain 
rings.  As you open the counter pad, remove the ring stick from the drawer and 
place it on the pad.  Ensure that the upholstery seam is facing downward.  Select 
an item, use the Selvyt cloth as described above and place it on the ring stick.  
Present the ring stick to the customer handle first with the upholstery seam facing 
downward.  Use the ring stick only when showing jewelry to someone of the 
opposite gender.  Whenever possible it is better to have the customer try on the 
item.   

Mirror – Place the mirrors strategically so they are within arm’s reach from any 
showcase in the store.  As customers try on jewelry, introduce the mirror to help 
them visualize ownership by showing how the item looks from another’s 
viewpoint.   

Continued on next page 
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Step One - Prepare, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Associates will identify ways to manage their PMA.

2. Understand proper Positioning at JB Hudson Jewelers.

3. Learn and practice how to use the Stage Tools properly.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 
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Step One - Prepare, continued 
Facilitator 
Notes 

Reference: 
Page 3 
Participant 
Guide 

Estimated 
Time: 
1 Mins.

Deliver a short overview of Step 1, Prepare, of Selling The JB Hudson Jewelers 
Way, which includes PMA, Positioning and Stage Tools.  Discuss why these 
elements are important to the entire sales process. 

 ________________________________________________________________ 

_______________________________________________________________________ 

Focus this discussion by reviewing the Performance Objectives and section 
content. 

 ________________________________________________________________ 

_______________________________________________________________________ 

Continued on next page 
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Participant’s Guide---Page 3 

Step One - Prepare 
Overview Proper preparation gives the associate confidence and credibility. 

It demonstrates to the customer that they are dealing with a 
professional and it separates the salesperson from their 
competition.  There are three components to Preparation. 

• PMA

• Positioning

• Stage Tools

Performance 
Objective 

Participants will be able to: 

• Define the term PMA.
• Identify the proper positioning in the store.
• Accurately describe, place and use the Stage Tools.

Table of Contents Topic Page 

PMA 4 

Positioning 5 

Stage Tools 6 

Stage Tools – Role Play 7 

Continued on next page 
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Step One - Prepare, continued 
Facilitator 
Notes 

Reference: 
Page 4 
Participant 
Guide 

Estimated 
Time: 
10 Mins. 

PMA stands for Positive Mental Attitude.  What does that mean to you? 

Lead a short (5-minute) group discussion on the subject of PMA.  Review the 
Concept to Action information to emphasize how attitude culminates in a physical 
experience for others and is controllable.  Highlight the need for uplifting and 
solutions-based interactions.  Use the questions below as discussion starters and 
primers.  Use personal examples to help make the conversation more robust. 

_______________________________________________________________________ 

_______________________________________________________________________ 

How do you actively affect your PMA? 
o Task, role play, visualization, positive affirmations, make a 

plan, remember past success, compartmentalize.

What are some examples of controllable and non-controllable issues? 
o Controllable – quality of sales activity, smiling, positioning, role

play, lease line/back counter, credit applications, phone calls,
thank you cards, community involvement, etc.

o Non-controllable – merchandise delivery, merchandise
selection, economic environment, reactions of others, credit
approval, marketing support, traffic, etc.

How do you know if yours or someone else’s PMA needs attention? 
o Ask an accountability partner, pay attention to self-talk,

focused on non-controllable issues, complaining, gossip, low
morale, etc.

Key Points: 

• We are in control of our own PMA.
• Our PMA sets the stage for the entire day.

 ________________________________________________________________ 

 ________________________________________________________________ 

Answer Key: 

Methods for a healthy PMA 
1. Bring a smile to work.
2. Pay attention to your self-talk.
3. Focus on helping others.

Continued on next page 
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Step One – Prepare, continued 
PMA PMA stands for Positive Mental Attitude or Professionally Managed Attitude. 

Research shows that good attitudes are contagious and lead to improved 
employee morale and better results. 

Attitude 
---Noun 
1. Combination of thoughts, words and actions, which culminate into physical

experiences for others and ourselves.

2. It is a controllable dimension of our personality and can be cultivated.

We can develop a positive attitude by creating a method of wholesome input, 
focusing on controllable issues and adopting a solution focused approach to 
problem solving. 

Methods for a healthy PMA: 

• _________________________________________

• _________________________________________

• _________________________________________

My Notes: _____________________________________________________________ 
_____________________________________________________________ 
_____________________________________________________________ 

Continued on next page 
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Step One - Prepare, continued 
Facilitator 
Notes 

Reference: 
Page 5 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Positioning 
Assemble some notes from the Concept to Action text found on page 20.  
________________________________________________________________ 
_______________________________________________________________________  
________________________________________________________________ 

Present a short discussion of the proper positioning expected at JB Hudson Jewelers. 

Key Points: 

• Customers form opinions quickly.

• Professional dress and hygiene is very important.

• Positioning establishes the mood and emotion.

• Positioning during the sales process helps in more effective Turnovers.

• Positioning is a team effort and responsibility.

 ________________________________________________________________ 

 _______________________________________________________________________ 

Continued on next page 
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Step One – Prepare, continued 
Positioning Customers form first impressions within 10 seconds.  It is our responsibility to 

create the most positive first impression possible as professional sales people. 
Some very important things to remember: 

• Where an associate is located in the store.

• Personal hygiene.

• Professional dress.

• Body language.

Basic associate positioning rules: 
Associates should station themselves within the middle third of store facing 
the front. 
Never leave the sales floor unattended unless everyone is with a customer. 
Coordinate administrative work to coincide with lower traffic periods.  

Communicate and cooperate with each other to get everything done. 

My Notes: _____________________________________________________________ 
_____________________________________________________________ 
_____________________________________________________________ 
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Step One - Prepare, continued 
Facilitator 
Notes 

Reference: 
Page 6 
Participant 
Guide 

Estimated 
Time: 
8 Mins. 

Stage Tools 

Lead a short (2-minute) group discussion about Stage Tools.  Use personal 
examples to help make the conversation more robust. 

 ________________________________________________________________ 

 ________________________________________________________________ 

Using the Stage Tools properly (Demonstration) 
o Collect the necessary Stage Tools prior to the session.
o Review and make notes from this Facilitator’s Guide.

Counter pad 
o Show how to use the pad.
o Tell why it is important.
o Explain where it should be located.

 ________________________________________________________________ 

Selvyt cloth 
o Placed within arm’s reach, generally in the counter pad.

 ________________________________________________________________ 

Ring stick 
o Placed on top of counter pad at all cases with rings.

 ________________________________________________________________ 

Mirror 
o Within arm’s reach of any case in the store.

 ________________________________________________________________ 

Key Points: 

• These are mandatory for every sales interaction.

• They establish control and increase perceived value.
 ________________________________________________________________ 

 ________________________________________________________________ 

Review the Stage Tools table: 

• Be sure everyone thoroughly understands this process.

Continued on next page 
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Step One – Prepare, continued 
Stage 
Tools 

The four Stage Tools are: 

• Counter Pad

• Selvyt Cloth

• Ring Stick

• Mirror
Every sales interaction should include these tools. The ring stick is the only 
optional tool based on the type of jewelry shown. 
The Stage Tools create anticipation, increase perceived value, establish 
control of the sale, limit loss and provide a more focused view of the item 
selected. 

Using the Stage Tools: 

Stage Tool Availability Placement Process 

Counter Pad 
Within arm’s reach 
from anywhere in 
the store 

Back, center of 
showcase 

Opened before jewelry is 
selected, center of 
showcase with ring slot 
closest to the associate 

Selvyt Cloth 
On top of every 
showcase that 
contains jewelry 

Inside counter pad 
unless there is 
another designated 
location 

Wipe off fingerprints as you 
remove the jewelry from 
the case and review tag. 

Ring Stick 
On top of counter 
pad in areas where 
rings are displayed 

Place item on ring stick and 
present to the customer 
handle first with the 
upholstery seam facing 
downward. 

Mirror 

Available within 
arm’s reach from 
anywhere in the 
store 

On top of at least 
one showcase in 
every bay 

Present it to the customer 
when they try on an item to 
help them visualize 
ownership and see things 
from another’s perspective. 

Continued on next page 
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Step One - Prepare, continued 
Facilitator 
Notes 

Reference: 
Page 7 
Participant 
Guide 

Estimated 
Time: 
8 Mins. 

Stage Tools Role-Play 

Explain how the role-play activity works and set the scenario. 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Role-play  

Divide the group into pairs and ask them to select a ring to use for this rehearsal. 
Ask the group to present the item without using the Stage Tools.   

Once that is complete, ask them to repeat the demonstration using the Stage 
Tools.  Observe to ensure the tools are properly used.   

Once the role-play is complete lead a brief discussion about the use of the Stage 
Tools.  You may use the questions below as primers or discussion starters: 

• What differences did you notice between the two scenarios?

• Identify the obstacles to consistently using the stage tools.

o Habit, availability, uncomfortable, does not know how to use?

• How do we achieve consistent use of stage tools in our store?

o Personal accountability, teamwork, coaching logs.

 ________________________________________________________________ 

Key Points: 

• The Stage Tools provide a focused presentation.

• They also help the sales associate begin to establish control of
the sale.

• Using the Stage Tools increases an item’s perceived value.

 ________________________________________________________________ 

 _______________________________________________________________________ 

Continued on next page 
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Step One – Prepare, continued 
Stage Tool 
Role Play 

In this role-play, you will pair up with another associate and present an item 
from the showcase to each other without using the Stage Tools.  The 
instructor may give additional information to get you started. 
Repeat the process; however this time, demonstrate the proper use of the 
Stage Tools.   
In a group discussion: 

What differences did you notice between the two scenarios? 
What makes one better than the other? 
Identify the obstacles to using the Stage Tools. 
How do we achieve consistent use of Stage Tools in our store? 

My Notes: _____________________________________________________________ 
_____________________________________________________________ 
_____________________________________________________________ 
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Step Two - Greet 
Overview Some will say that the Greeting is the most important phase of 

the sales process because it lays the foundation for good 
relationships.  There are three basic greeting styles; Social, 
Service and Merchandise. 

Objective for 
Facilitator 

Facilitator role in this section: 

• Communicate the importance of an effective greeting.
• Explain the three different types of greetings and their usage.
• Establish the key outcomes required for an effective greeting.
• Conduct a role-play using the different greeting styles.

Table of Contents Topic Page 

Background 38 

Concept to Action 39 

Desired Outcome 40 

Facilitator Notes 41 

Continued on next page 
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Step Two - Greet, continued 
Background Greeting 

Now that we are properly prepared, it is time to say hello to the customer.  Many 
top performers believe that the Greeting is the single most important step in the 
sales process because it lays the foundation of trust and relationship.   

It is said that there are only two reasons customers buy from you, 
• because they like you
• and they trust you.

In less than 10 seconds, our brains make thousands of computations to 
determine, among other things, if a new acquaintance is trustworthy, professional 
and likeable.  We are hardwired this way from prehistoric times as a defense 
mechanism to protect ourselves in unfamiliar circumstances. While it seems 
unfair, we can use this information to our advantage to create a positive first 
impression.   

Remember to pay attention to Positioning as outlined in Step 1 and ensure that 
you station yourself within the middle third of the store.  Likewise, body language 
is very important to creating a positive impression.  Adopt an open and inviting 
posture as the customer enters the store and smile.  Smiling is critical because it 
is a universal sign of joy and happiness, which makes us feel safer in unfamiliar 
surroundings and begins to create positive emotions toward the other person.  
So begin your interaction with a warm genuine smile and you are well on the way 
to building a meaningful connection with your client.   

There are three main objectives we have with every greeting.  They are: 
• Use the JB Hudson Jewelers Greeting and exchange names,
• Obtain the recipient’s name
• And the occasion and build rapport.

Continued on next page 
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Step Two - Greet, continued 
Concept to 
Action 

Let us take a closer look at how to Greet customers the JB Hudson Jewelers Way. 

There are many ways to say hello. In a sales setting there are three basic greeting 
methods, Social, Service and Merchandise.
A Social Greeting is exactly what it sounds like, a friendly, non-business opening 
statement, which focuses us on establishing relationship before attending to 
anything else.
A Service Greeting includes an offer to assist the customer with something i.e. a 
jewelry cleaning, repair need, counter payment, etc.   
Lastly, a Merchandise Greeting moves quickly to Step 3 of the process by asking 
for the customer’s input on a particular style of jewelry or display method. 

At JB Hudson Jewelers, we use the Social Greeting method to open most sales 
interactions with a handshake and this phrase, “Welcome to JB Hudson Jewelers.  
I’m _____ and you are?”  Using this method quickly puts you on a first name basis 
with the customer and initiates appropriate physical contact both of which are 
proven to lower defenses and build relationship.   

Once the introductions are complete, observe the customer, listen to cues they 
provide and find common ground to begin to Build Rapport.  Talk about the 
weather; or ask about the jewelry that they are wearing and any other appropriate 
non-business topic.  You can even use an assumptive approach and ask about the 
occasion for which they are shopping and the recipient.   

The key is to get them to open up so you have a better opportunity to establish a 
connection.  Do not ask closed ended questions such as; “Can I help you” or 
“What can I show you”.  These are such common inquiries that condition customers 
to say, “I’m just looking” even though they have a specific mission.  Be sure to 
remember the customer’s name and use it frequently throughout your time together.  
People like the sound of their own name.   

Continued on next page 
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Step Two - Greet, continued 
Greet Role-
Play 

Greet Role-Play: 

Ask the participants to demonstrate how they use the JB Hudson Jewelers 
Greeting. Separate the group into pairs, one will be the customer, the other the 
sales person. 

Ask the “customer” to approach the sales person as if they were entering the store.  
As the associate greets the customer observe their posture, facial expressions and 
openness.  When necessary coach the associate to improve their method of 
greeting the customer the JB Hudson Jewelers Way. 

Allow for discussion and suggestions offered by other associates.  Then recap the 
proper greeting methods. 

Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Use each of the greeting styles in a role-play scenario.

2. Gather customer’s name, recipient’s name and shopping occasion.

3. Establish the key elements of Building Rapport.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 
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Step Two - Greet, continued 
Facilitator 
Notes 

Reference: 
Page 9 
Participant 
Guide 

Estimated 
Time: 
1 Min.

Step Two Greet 
Give a quick overview of Step Two in Selling The JB Hudson Jewelers Way.  
________________________________________________________________ 
_______________________________________________________________________  

_______________________________________________________________________ 

Review the Performance Objectives they have in their Participant Guide. 

Notes: 

 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

•

Continued on next page 
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Step Two - Greet 
Overview The Greeting is the most important step in the process because it 

lays the foundation for trust and the relationship.  Within 10 seconds, 
a customer will determine if they like and trust a salesperson based 
on their initial interaction. 

Performance 
Objective 

Participants will be able to: 

• Describe the three basic greeting styles.
• Demonstrate the JB Hudson Jewelers Greeting to the customer.
• Explain how to connect with the customer.

Table of Contents Topic Page 

Greeting 10 

The JB Hudson Jewelers 
Greeting 10 

Build Connection 10 

Greeting – Role Play 10 

Continued on next page 
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Step Two - Greet, continued 
Facilitator 
Notes 

Reference: 
Page 10 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Greeting 

Lead a discussion from your notes on Greeting and Building Rapport.  
________________________________________________________________ 

_______________________________________________________________________ 

What are some ways that you Build Rapport with customers? 
• Seek feedback from the group and provide examples from your own

experience.

Answer Key: It is critical to ____________  when greeting a customer. 

What do you do if you are unable to build a connection with a customer? 

• Slow down the sales process
o Become more conversational while still showing merchandise.
o Without being intrusive, ask questions that help you get to

know the customer.
§ “Are you from the area?”
§ “What do you do for a living?”
o Ask about the recipient and celebrate their relationship.

§ “Tell me how you met your fiancée.”
§ “How long have you been together?”

• T.O.!!!

Answer Key:  Three main objectives with every greeting at JB Hudson Jewelers: 

• Use the JB Hudson Jewelers Greeting and exchange 
names.

• Obtain the recipient's name and the occasion.

• Build rapport.

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• Build rapport with the customer as soon as possible.

• Asking questions helps you to develop a connection.

christyrath
Sticky Note
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Step Two – Greet, continued 
Greeting There are three basic greeting styles: 

• Social

• Service

• Merchandise
The goal of any greeting is to use the JB Hudson Jewelers greeting and 
exchange names.  You should learn more about the recipient and the 
occasion to Build Rapport. 

It is critical to ___________________ when greeting a customer. 

The 
JB Hudson 
Jewelers 
Greeting 

The standard JB Hudson Jewelers greeting is: 

"Welcome to JB Hudson Jewelers.  My name is _______ and you are?” 

The three main objectives with every greeting at JB Hudson Jewelers:

• ___________________________________________________________

• ___________________________________________________________

• ___________________________________________________________

Use non-business topics to establish common ground and Build Rapport. 

Do not ask closed-ended questions; such as, “Can I help you” or “What can I 
show you?” 

Build 
Connection 

If you are having trouble building a connection with the customer slow down the 
sales process and ask questions that will help you get to know them.  Get them 
to talk about everyone’s favorite subject, themselves!  Notice how they are 
dressed.  If they are wearing a sports team logo, ask if they are a fan.  Ask them 
about their job, the recipient, relationship or the occasion to work to find 
common ground. 

My Notes: ________________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Two - Greet, continued 
Facilitator 
Notes 

Reference: 
Page 11 
Participant 
Guide 

Estimated 
Time: 
30 Mins.

Greeting – Role-Play 

Conduct a role-play for the JB Hudson Jewelers Sales Greeting. 

Ask the participants to demonstrate how they use the JB Hudson Jewelers greeting. 
Separate the group into pairs, one group will be the customer the other the sales 
person.   
Ask the “customer” to approach the sales person as if they were entering the store.   

Notice:  Observe to confirm that the sales associate is: 

• Properly positioned.
• Smiles.
• Uses the JB Hudson Jewelers greeting and receive the customer’s name. 
• Builds Rapport by using non-business conversation to establish common 

ground. 

Once one role-play is complete ask the associates to switch roles. 
Provide appropriate feedback to each pairing. 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 ________________________________________________________________ 

Key Points: 
• Smile.
• Exchange names.
• Learn the recipient and occasion.
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Step Two – Greet, continued 
Greeting – 
Role-Play 

Choose a partner and assume the roles of sales associate and customer.  Use 
The JB Hudson Jewelers Greeting to exchange names, understand the 
recipient and occasion and begin to Build Rapport.  Switch roles and repeat the 
exercise.
Open Discussion:

What are some ways you Built Rapport in your role-play?

What should you do if you are unable to build a connection with the 
customer? 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
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Step Three – Show Merchandise 
Overview Showing merchandise correctly is its own skill.  When done properly, 

it increases an item’s perceived value, raises the customer’s 
aspiration levels and leads to higher sales. 

Objective for 
Facilitator 

Facilitator role in this section: 

• Demonstrate the importance of knowing the store’s inventory.
• Demonstrate how to select merchandise without “cutting the pie”.
• Use the Stage Tools consistently and correctly.
• Demonstrate how to “Wow” the JB Hudson Jewelers customer.

Table of Contents Topic Page 

Background 50 

Concept to Action 50 

Desired Outcome 52 

Facilitator Notes 53 
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Step Three – Show Merchandise, continued 
Background Show Merchandise 

Everything the customer experiences contributes to what value they assign to 
your product.  That is why things like associate appearance, store cleanliness 
and merchandise display are so important.  Even the way you remove jewelry 
from the case and the presentation conveys its importance and relevance for 
whichever occasion they may be shopping.   

We must always remember that our product helps people celebrate the most 
important moments in their lives and therefore handle it as such.  Never touch the 
gemstones with your fingers or allow the item to touch the showcase.   Always 
use the Stage Tools to enhance your presentation and increase the perceived 
value of any item including the customers own jewelry.  Lastly, refrain from using 
your fingers as “place holders” for various ring styles the customer may be 
considering. 

Concept to 
Action 

So, how do you select and demonstrate jewelry properly? 

First, you must understand your inventory well.  Know where certain categories 
are displayed and their prices.  Next, do not cut the pie.  In other words, do not 
ask the customer to make decisions about what item they will purchase before 
they have had a chance to see something.  Questions like “Do you want white or 
yellow gold”, “Round or princess cut diamonds” and the like narrow the 
customer’s choices and eliminate items they might otherwise consider.  Instead, 
ask about the recipient and occasion and move to a showcase that you think is 
appropriate.   

Employ the Stage Tools as described in Step 1 and select an item that is well 
above the average sale for that category.  Whenever possible show diamonds 
first!  When performed correctly this method compliments the customer and 
raises their aspiration levels.  They have a physical example of what they could 
own and not just what they have thought about.   

Continued on next page 
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Step Three – Show Merchandise, continued 
Concept to 
Action, 
continued 

As you remove the item from the case, clean it with the Selvyt Cloth, check the 
tag information then make encouraging comments about its style.  Do not provide 
any other information at this time.  Ask for their opinion on the item and gauge the 
response.  If it is positive then move to Step 4 Build Value, if not, replace the item 
and select another using the same technique.  

As you continue to show merchandise, the customer will invariably ask about 
price.  Pay attention to their response.  If you do not detect an objection step up 
the sale by selecting an item from the next highest price category.  Continue this 
practice until the customer offers a price concern and then step down one price 
category and continue to show items in that range.  

What if the customer asks to see merchandise in a specific price range? 

Be respectful of their request and show them what they have requested.  
However, be sure to Step Up the sale by introducing items in the next highest 
price category and gauge their interest.  If you do not receive an objection, 
continue to show product within that range. 

WOW 

The last element of Show Merchandise that we would like to discuss is WOW.  At 
JB Hudson Jewelers we believe that customers should have the opportunity to 
see our beautiful merchandise regardless of their purpose for coming into our 
store.   

Remember, every customer will buy today given the right circumstances and it is 
up to us to create those circumstances.  Therefore, whether the customer comes 
in for a watch battery, a repair consultation or to pick the next bead for their 
bracelet take a moment to show them something beautiful and that makes them 
say, “WOW!”.   

Use the Service or Merchandise Greeting method to introduce a new option, 
show excitement and ask them for their opinion.  From this point, the associate 
will Handle Objections as they would for any other type of sales interaction.  
When done effectively, this technique will not only increase your average ticket 
on smaller purchases but it will also generate transactions that would not 
otherwise occur.  So, be confident and show your enthusiasm.  The customer will 
appreciate that you took the time to show them something beautiful and you will 
increase your sales! 

Continued on next page 
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Step Three – Show Merchandise, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Demonstrate how proper use of the Stage Tools assists in showing 
merchandise.

2. Demonstrate how to Trial Close on Style before presenting other features 
and benefits.

3. Demonstrate how to “Wow” the JB Hudson Jewelers customer.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Step Three – Show Merchandise, continued 
Facilitator 
Notes 

Reference: 
Page 13 
Participant 
Guide 

Estimated 
Time: 
1 Min.

Step Three – Show Merchandise 
Present a quick overview of Step Three in Selling The JB Hudson Jewelers 

Way.  

_______________________________________________________________  
_______________________________________________________________________ 

_______________________________________________________________________  

_______________________________________________________________________ 

Notes: 

_______________________________________________________________ 

_______________________________________________________________ 

_______________________________________________________________________  

Continued on next page 
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Participant’s Guide---Page 13 

Step Three – Show Merchandise 
Overview Everything the customer experiences contribute to the perceived 

value of an item, including the way we handle the merchandise. 

Performance 
Objective 

Participants will be able to: 

• Explain why it is important to handle merchandise properly.
• Demonstrate best practices in showing merchandise.

Table of Contents Topic Page 

Handling 14 

Do’s & Don’ts 14 

Continued on next page 
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Step Three – Show Merchandise, continued 
Facilitator 
Notes 

Reference: 
Page 14 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Show Merchandise 

Present a demonstration of how to properly Show Merchandise.  Take them through 
each step and explain why it is important to the perception of the customer.  
________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• How JB Hudson Jewelers associate shows the merchandise matters.

• Always place the tools back into the stage.

Continued on next page 
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Participant’s Guide---Page 14 

Step Three – Show Merchandise, continued 
Handling It is important to understand the way we handle the merchandise is important 

to the customer’s perception.  We can show we care by the way we care 
about our merchandise. 

Do’s and Don’ts 
Do Don’t 

Always use the Stage Tools to present and 
demonstrate merchandise. 

Don’t touch the gemstones with your fingers 
or allow it to touch the showcase. 

Ask about the recipient and occasion Don’t “cut the pie” or ask about price when 
deciding which item to show. 

Select an item that is significantly higher 
than the average sale for that category.  This 
complements the customer and raises their 
aspirations.  Show diamonds! 

Build anticipation while cleaning the jewelry 
with the selvyt cloth.  Ask the customer for 
their opinion of the style you’ve selected.   

Do not offer any other information until the 
customer indicates they like what you have 
chosen. 

Pay attention to their reactions and respond 
accordingly. 

If the customer makes a specific request, 
honor their wishes and show items within 
their style category or price range. 

Use the Step Up technique until you receive 
a price objection then Step Down one-price 
level. 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
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Step Four – Build Value 
Overview Welcome to the second training installment of Selling The JB Hudson 

Jewelers Way.  In this session, we will focus on the basics of the sales 
presentation: how to increase perceived value and to set yourself apart from 
your competition.  The key to maximizing this material is to recognize that 
the examples given are not intended to serve as canned statements or 
cure-alls.   

The session design is to provide proven best practices that serve as 
outlines upon which you may build your individual sales presentation. In 
addition, remember that practice is critical.  After you have completed the 
material, role-play often to hone your delivery and find your own unique 
style. 

Objective for 
Facilitator 

By the end of this training session attendees will be able to: 

• Understand and define the difference between Features and
Benefits.

• Organize Feature and Benefit statements using the Power
Presentation Outline.

• Conduct a role play of The Power Presentation Outline using
Feature and Benefit statements.

• Understand the principles of Romance Selling and create a list
of 25 romance words or phrases.

Table of Contents Topic Page 

Background 60 

Concept to Action 60 

Desired Outcome 66 

Facilitator Notes 67 

Continued on next page 
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Step Four – Build Value, continued 
Background The average customer only purchases jewelry once every two years so it can be 

difficult for them to effectively determine the true value of an item.  In addition, 
there are many varieties of styles, qualities and retailers available that it can be 
confusing to wade through the information and make their decision confidently.  
The effective sales associate uses their knowledge to educate the customer and 
ease their doubts and concerns.  They organize the information in a way that is 
logical and easily understood and helps the customer envision ownership so they 
can make a quality decision. 

Concept to 
Action 

Build Value 

Building Value in an item can be tricky work.  The reason?  Customers will not 
purchase your product until their perception of its value exceeds their perception 
of its cost.  The customer must believe the item is more valuable than their 
money otherwise; the sale is lost.  Most sales presentations ignore this critical 
aspect by focusing heavily on the tangible components of the item and explain 
the price, manufacturing process, quality of the diamonds and so on.   

While this is an important part of the process, it is not what the customer is 
actually purchasing.  They are buying the outcome of the purchase; her reaction, 
feeling more loved and appreciated, communicating what he/she cannot.  It is the 
customer’s perceptions with which we are dealing, not our own.  

Therefore, effectively Building Value relies heavily on Step 2 of our sales 
process, Greeting.  Specifically, Building Rapport.  So, spend the proper time 
getting to know each other so that you understand the client’s motivation and 
they begin to view you as a trusted advisor.  Learn the recipient and occasion 
and get them to focus on their relationship.  This information will help you tailor 
your presentation to meet the customer’s needs and close more sales.   

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

So, how do you do it?  How do you Build Value in an item?  There are two basic 
elements to this important step: Features and Benefits.  What is the difference 
between the two? 

Feature – is a tangible aspect of the jewelry.  It is what we can see or 
touch.  For example, the kind of crown used to set the diamond is a feature 
as is the shape of the shank on a ring or the type of chain used on a 
pendant.  Every jewelry item has many features associated with its design.  

Features are important because they appeal to the logical aspect of 
decision-making and help the customer rationalize their purchase based 
on an evaluation of the facts. “Is this diamond bigger or better quality than 
another?  Do I prefer white or yellow gold?”  

Presenting features well is essential to any good sales interaction so 
spend time learning the proper names of gemstones, the many 
components of jewelry and the manufacturing process so you can share 
this information with your customer at the appropriate time.   

A word of warning; a sales presentation that only contains features 
commoditize the product and forces the customer to make their decision 
solely based on logical information.  However, jewelry is an emotional 
purchase and must include emotional elements for a presentation to be its 
most effective.  We will discuss this further in the sections Benefits and 
Romance.  (Note: Group exercise in class) 

Benefit – is the intangible aspect of jewelry or how a particular feature 
enhances the customer’s lifestyle.  Features appeal to the logical side of 
the decision making process while benefits appeal to the emotional side of 
the process. Ultimately, this is what people buy.  Benefits.  Every feature 
has an associated benefit.  In fact, many features have multiple benefits.  
Be sure to point these out to your customer every time you mention a 
feature.  

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

For instance, a benefit of a ring with a tapered shank (feature) is that it is 
comfortable to wear (benefit).  Likewise, an item with a mirrored finish 
(feature) is more reflective (benefit).   One mistake often made is to list 
multiple features and only one benefit. Avoid this at all costs.  Benefits 
provide the customer with the advantages of your product and build 
perceived value.  Get credit for as many as possible.  

Another important key to effectively using features and benefits is to tailor 
them to your customer’s lifestyle.  Begin to create mental ownership by 
allowing them to envision the item at use in their daily life.  Avoid using 
general statements like “this is a six pronged head and will hold the 
diamond securely”.  The customer may or may not make the connection 
that this should be important to them.   

Instead, you might say, “a six pronged head is a wonderful setting style for 
you.  It holds the diamond securely so you can wear it confidently while 
gardening”.  In the latter example, the customer no longer has to make the 
connection that a six-pronged head is important.  You have done it for 
them and created a picture in their mind of what it will be like to own your 
product.  Tailoring features and benefits to your customer’s specific 
lifestyle creates mental ownership and sets you well on the way to tipping 
the scale between value and cost.  (Note: Group exercise in class) 

Power Presentation Outline 

As we just discussed, features and benefits are the backbone of any good sales 
presentation.  However, just because an associate knows a lot about the product 
and how it helps a customer does not mean	  that their presentation is persuasive.  
The facts and details we learn are stored haphazardly in our memory and 
oftentimes retrieved in a similar way.  Random delivery can be confusing for the 
customer and result in a weak message.  Instead, use The Power Presentation 
Outline to organize feature and benefit statements and build momentum in the 
sale. Associates who practice using this method find that their delivery is more 
conversational and effective and that they have more to say.   

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

There are five (5) key elements to the Power Presentation Outline: 

• Style

• Diamond and Gemstones

• Workmanship

• Company Heritage

• Services/Guarantees.

Let us look at each one more closely. 

Style – Typically, this is the first component of jewelry to which customers are 
drawn and outweighs everything else early in the interaction.  If the client does not 
like the way the item looks they simply will not make the purchase.  Therefore, 
focus on unique design elements such as contemporary or classic styling or the 
item’s bold/tailored appearance.   

Ask the customer for feedback to gauge their interest and resist the temptation to 
talk about other features until they show they are attracted to a particular item.  Be 
sure to comment on the benefits associated with each style feature.  For instance, 
a herringbone chain (feature) is versatile and perfect for casual or dressy outfits 
(benefit).  Many different styles of jewelry share similar features and benefits.   

The sales associate does not want to “waste” valuable ammunition on 
merchandise that does not appeal to the customer.  If the client does not like the 
style of the shown	  item, return it to the showcase and select something else.  
However, if the client appears interested, the sales person may use this as their 
cue to move to the next part of the Power Presentation Outline and begin to 
discuss the gemstones or workmanship.  Use a transition phrase such as “let me 
tell you about the diamonds in this beautiful ring” to make the move smooth and 
seamless. 

Diamond and Gemstones – When discussing diamonds or gemstones, begin by 
commenting on the elements the client can easily see.  Talk about how they 
sparkle in the setting or their vibrant color (feature) and that they are sure to get 
many compliments (benefit).  If there are varying sizes and shapes of gemstones 
(feature), point out how they accentuate each other and flatter the overall design 
(benefit). 

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

Learn the legend and lore of the gems in your store to build excitement and 
intrigue before covering the details of the 4C’s.  With regard to the 4C’s of 
diamond grading, this information is oftentimes best to cover once the customer 
has fallen in love with a specific item.  Of course, if the customer asks specifically 
about diamond quality answer their question.   

Ask questions to check in with the customer often and confirm their interest.  
Positive responses are the sales associate’s indication that it is time to move to 
the next phase of the Power Presentation Outline.  Use a transition statement 
such as “You’re not just buying a diamond.  You are buying a diamond ring.  Let 
me tell you about this one”. 

Workmanship – When discussing workmanship, the small details can make a big 
impact.  As you show these points, let the customer know that “It’s different here.  
Let me show you why”.  Get credit for the time and effort the designer put into 
crafting the item by calling attention to the things that other salespeople won’t.  

For instance, the pronged fixture used for holding a center diamond is called a 
crown or head.  Show the customer how the jeweler took extra time to polish the 
inside of the crown prongs (feature) to ensure maximum light reflection and 
beauty, which enhances the performance of the diamond (benefit).  Point out that 
the weight and evenness of the ring shank (feature) means it is an heirloom 
quality that they can happily pass onto future generations (benefit).  You can even 
explain the time and difficulty required to set gemstones.   

Show them how each one is perfectly level with the horizon (feature) which 
enhances the overall beauty of the item and allows them to “wink” when the 
wearer moves (benefit).  The point is not to bore the customer by explaining the 
manufacturing process.  Instead, it is concentrating on the key outcomes of the 
process, which mean something to the customer and set the sales associate 
apart from their competition.   

Continue to ask check-in questions along the way to gauge the customer’s 
interest and uncover any possible concern.  Assuming all is going well; use a 
transition statement to move to the next phase of the outline.  Here is an example, 
“I think where you purchase is as important as what you purchase. . .  Don’t you?  
Let me tell you about our company”. 

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

Company Heritage – Buying from JB Hudson Jewelers  has many distinct 
advantages for the customer.  However, if we do not share them then we can not 
be sure that the customer will recognize those advantages.  So, tell them how 
we started our business and that it is built upon dedicated service and customers 
who return often.  Let them know that JB Hudson Jewelers  is locally owned and 
that their money stays in the community.   

Lastly, let them know how important they are to us and how seriously we take 
their patronage.  Transition to the last phase of the outline by saying something 
like “Let me tell you about our services and guarantees”. .  
Services and Guarantees – For the most part, present Service and Guarantees 
in the latter part of the presentation because they do not add value to the item 
itself.  Services and guarantees add value to the shopping experience and help 
the customer to decide where to buy not what to buy.   

However, if the client has a specific question or concern earlier in the 
presentation use it as an opportunity to discuss the appropriate policy.  Consider 
all of the services offered by JB Hudson Jewelers  and be prepared to share 
them to help your customer feel more at ease.  Things to consider are; free 
jewelry cleaning and inspection, diamond and gemstone warranties, notification 
of upcoming events and sales, wish list tracking, etc.  (Note: Group exercise in 
class) 
Romance – Much is said in the jewelry industry about “romancing the product”, 
but what does it mean?  What some people find romantic others do not and the 
sales associate that does not do “romance” well runs the risk of sounding 
comical. This type of selling makes ordinary features and benefits extraordinary 
by tying them back to the customer’s relationship and purchase occasion.   

This technique creates mental imagery that is pleasant and helps the customer 
experience what it will feel like to own the item.  It is a very powerful method and 
it is truly what they are buying when they purchase a piece of jewelry; the 
message the item sends or the feeling it gives them.  So, how do you do it?   

Continued on next page 
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Step Four – Build Value, continued 
Concept to 
Action, 
continued 

First, understand the legend and lore of the presented gemstones and incorporate 
those stories as appropriate.   

Next, word choice is critical.  Avoid common terms like stone or piece to describe 
an item.  Learn the proper names for the gemstones, jewelry components and 
processes and call them what they are; diamonds, rings, etc.  These words have 
more power and are associated with good feelings.  Use personification to add 
human qualities to inanimate objects and make them come alive.  Use descriptive 
language and soften the tone and volume of your voice.   

Lastly, put the purchaser in the gift giving moment by asking questions about the 
recipient.  If the customer is a self-purchaser, ask them about the first time friends 
or family will view the item.  Here is an example using the sparkle of a diamond.  
Many might use the industry language of fire, brilliance or scintillation to describe 
the sparkle of a diamond but these words do not create the proper imagery in and 
of themselves.   

In fact, they could create the wrong imagery if not put in the proper context.  
However, if the associate said “the sparkle in this diamond is exquisite.  Look how 
it twinkles (scintillation).  I love the colors (fire) that explode like fireworks from the 
table.  At the same time, it is soft and bright like full moon on a clear night 
(brilliance).  Imagine her reaction when she sees it”.  This speaks to the “hero 
moment” of the gift-giving occasion and uses visual language to transport the 
customer beyond the cash register to the gift giving moment.  The most important 
key to romance selling is to practice your delivery until it is smooth.  (Note: Group 
exercise in class) 

Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Communicated the difference between Features and Benefits.

2. Established how to use the Power Presentation Outline to organize
information.

3. Demonstrated how to tie Features and Benefits to the customer’s life.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Step Four – Build Value, continued 
Facilitator 
Notes 

Reference: 
Page 15 
Participant 
Guide 

Estimated 
Time: 
1 Mins.

Step Four – Build Value 

Overview: Building Value is the ability to communicate an item’s true worth 
beyond its price.  This is done by using Features and Benefits to describe the 
characteristics of the merchandise and how they will improve the customer’s life. 
To be their most effective, Features and Benefits are organized using the Power 
Presentation Outline so they lead the customer through an examination of the 
product.  Romance words and phrases add the emotional element necessary to 
express an items full value to the customer.   
 ________________________________________________________________ 

_______________________________________________________________________ 

Review the Performance Objectives they have in their Participant Guide. 

• Understand and define the different between Features and Benefits.
• Organize the Feature and Benefit statement using the Power Presentation

Outline.
• Create a list of romance words or phrases to use in Romance Selling.

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Continued on next page 
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Participant’s Guide---Page 15 

Step Four – Build Value 
Overview Now the focus is on the basics of the sales presentation.  How can 

we increase perceived value and set ourselves apart from the 
competition?   
It can be confusing for customers to determine the worth of a 
jewelry item accurately.  Building value develops the customer’s 
perceived value over the perceived cost. 

Performance 
Objective 

Participants will be able to: 

• Understand and define the different between Features and
Benefits.

• Organize the Feature and Benefit statement using the
Power Presentation Outline.

• Create a list of romance words or phases to use in Romance
Selling.

Table of Contents 
Topic Page 

Build Value 16 

Features 16 

Benefits 17 

Power Presentation Outline 18 

Romance Selling 19 

Continued on next page 
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Step Four – Build Value, continued 
Facilitator 
Notes 

Reference: 
Page 16 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Build Value 

Lead a discussion from your notes on Build Value. 
• What do you find is the most effective way to Build Value?
• Apart from price, how do customers evaluate an item’s worth?

 ________________________________________________________________ 

 _______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• Building Value is comprised of linking Features and Benefits to the
customer's real life.

• Asking questions helps you to develop a connection between an
item’s benefits and the customer’s life.

Continued on next page 
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Participant’s Guide---Page 16 

Step Four – Build Value, continued 
Build Value Customers will not purchase an item until their perception of its value exceeds 

their perception of its cost. 

Building value relies heavily on Step 2 Greet, in particular, Build Rapport.  
So, get to know your customer and their motives.  Learn as much about the 
recipient and the occasion they are celebrating. 
We use ___________________ and ___________________ to 
communicate an item’s full value. 

Features What is a Feature? 

• A tangible element of an item.

• Appeals to the logical aspect of decision making and allows the
customer to make a rational evaluation of the facts.

• Purchasing jewelry is an emotion driven event.

Sales presentations that are heavily laden with feature-only statements force 
the customer to make a logical decision and threaten to commoditize the 
product. 

Activity Choose a solitaire ring. 
List as many features as possible in the time allotted. 

 ____________________________________ 
 ____________________________________ 
 ____________________________________ 
 ____________________________________ 
 ____________________________________ 
 ____________________________________ 
 ____________________________________ 

Continued on next page 
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Step Four – Build Value, continued 
Facilitator 
Notes 

Reference: 
Page 17 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Build Value 

Lead a discussion from your notes on Build Value. 
 ________________________________________________________________ 

 _______________________________________________________________________ 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Features appeal to the _______________  ____________ of the decision making 
process, 

while . . .  
Benefits appeal to the ________________  ____________ of the process. 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

• 

Continued on next page 
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Participant’s Guide---Page 17 

Step Four – Build Value, continued 
Benefits What is a Benefit? 

• The intangible elements of an item.  A benefit describes how the
customer’s lifestyle improves due to a particular component or item.

• Every feature has at least one benefit and some have many.

• People buy the benefits!

Create mental ownership by tailoring benefits to the customer’s life.  Use real-
life situations to create visual imagery of what it will be like to own the item. 
Example:  John, Sally will love this ring with a tapered shank (Feature) 
because it is so comfortable to wear (Benefit). 

Activity Create a feature and benefit statement tailored to the customer’s life. 

 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 

Important 
Review 

Features appeal to the _______________  ____________ of the decision 
making process, 
while . . . 
Benefits appeal to the ________________  ____________ of the process. 

What is wrong with this statement? 
“This is a six pronged head and will hold the diamond securely”. 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Four – Build Value, continued 
Facilitator 
Notes 

Reference: 
Page 18 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Build Value 

Lead a discussion from your notes on Build Value. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 18 

Step Four – Build Value, continued 
Power 
Presentation 
Outline 

The Power Presentation Outline 
Features and Benefits organized in a logical way build momentum in the sales 
presentation and make it more persuasive. 
Use transition statements to progress through the outline. 
Ask questions often to check in with the customer, gauge their interest and 
uncover potential concerns. 
Five components to the Power Presentation Outline: 

I. Style
• The first element to which customers are drawn.
• Style must be resolved first.  Customers won’t buy what they 

don’t like.
• Create Feature and Benefit statements around unique design 

elements and tailor them to the customer’s lifestyle.
• Ask questions to gauge the customer’s interest in a specific 

style before sharing additional information.
II. Gemstones

• Focus first on what the customer can see.
• Incorporate legend and lore stories where appropriate.
• Unless you are directly asked, wait to share the 4 C’s of 

diamond grading until the customer settles on a particular style.
III. Workmanship

• Small details can make a big impact.
• “It’s different here”.
• Call attention to things other salespeople won’t.  Such as, 

polishing detail, the jeweler’s setting prowess, etc.
IV. Company Heritage

• Shopping with JB Hudson Jewelers has many advantages.
• Customers matter to us.
• Dedicated service since 1885.
• Locally owned and operated.

V. Services and Guarantees
• Services and Guarantees add value to the shopping 

experience not the item.
• Wait until late in the presentation to mention these.

Continued on next page 
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Step Four – Build Value, continued 
Facilitator 
Notes 

Reference: 
Page 19 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Build Value 

Lead a discussion from your notes on Build Value. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 19 

Step Four – Build Value, continued 
Power 
Presentation 
Outline, 
Continued 

Group 
Exercise 

The exercise worksheet is located in the appendix, page 42 of this Sales 
Performance Guide.  Wait for instructions from your facilitator to begin. 

Romance 
Selling 

Romance Selling 
• Romance is making the ordinary extraordinary.

• Use descriptive language to create visual imagery.

• Tie features and benefits to the recipient and purchase occasion.
Focus on the gift giving moment or the benefits of ownership.

• Practice, practice, practice.
As an example, show the precision and craftsmanship required to make a 
channel set ring.  Point out how perfectly the diamonds are set, each one 
perfectly level with the next.  Explain how well this setting style protects the 
diamonds and what a perfect choice it is for the recipient.  As a gardener, she 
can wear that ring style confidently while planting flowers. 

Group 
Exercise 

Tonight we have an assignment to complete as homework.  Follow the 
instructions given to you by the facilitator.  Find the worksheet for this exercise 
on page 43 of the Appendix. 

Recap and 
Review 

• Name the steps of the JB Hudson Jewelers sales process in 
the correct order.

• What is the difference between a Feature and Benefit?

• What are the 5 components of the Power Presentation Outline?

• What is romance selling?
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Step Five – Handle Objections 
Overview Welcome to the fourth training installment of Selling The JB Hudson 

Jewelers Way.  In this session, we will concentrate on how to 
uncover and overcome the obstacles to closing a sale.  This is a very 
meaty subject; therefore, we will focus on basic principles and 
techniques to help finalize the transaction.  Please take these 
beginning steps and spend one-on-one time with your team to help 
them improve their individual salesmanship. 

Objective for 
Facilitator 

By the end of this training session attendees will be able to: 

• Understand how to differentiate between Phantom and Real
Objections.

• Use the Objection Pyramid to address customer concerns.
• Conduct a role-play using LAIR and Feel, Felt, Found.

Table of Contents Topic Page 

Background 80 

Concept to Action 80 

Desired Outcome 85 

Facilitator Notes 86 
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Step Five – Handle Objections, continued 
Back-
Ground 

Every good salesperson expects their customer to raise concerns during the 
transaction.  Whether they are issues about Style, Quality or Price, your client will 
have questions about how your product suits their needs and meets their 
expectations.  They may even have apprehensions about their relationship with 
you or your company.   

Do not be alarmed by this and do not worry.  For many, objections are unwanted 
obstacles to the buying decision and left unanswered that is exactly what they will 
become.  However, professional salespeople know that these are really 
indications of interest and the client’s search for more information.   

Concept to 
Action 

Surfacing concern 

The first step in handling objections is to get them out in the open so we can 
acknowledge their presence and begin to take measures to minimize their effect 
on the sales process.  Objections occur whenever a customer is asked to make 
some degree of choice, decision or commitment.  Even if it is a seemingly minor 
issue, the salesperson wants to surface the concern so that it does not become 
an obstacle later.   

Engaging the customer in the transaction by using probing questions or trial 
closes cause the customer to interact and provide feedback thus increasing the 
potential of surfacing concern.  This is a good thing for the sales process.  
Engage the customer’s emotional and logical responses by using phrases like; 
“How does this make you feel?” or “What do you think about …?”.  Asking for the 
customer’s input makes the dialog conversational and helps lower their inhibitions 
and provide the associate with valuable information they will need to close the 
sale.   

To effectively begin the process, ask for feedback on an item’s style as it is 
generally the least intrusive topic.  Style is the first element of jewelry to which 
customers are drawn and must be resolved before they will listen to solutions for 
their other concerns.  While other questions or concerns may occur while 
selecting the right item, if the customer does not like the way an item looks, no 
matter its other qualities, they will not make a purchase.   
Establish the correct style first.  Once you select the correct style, the associate 
may begin to ask questions about other subjects that may reveal previously 
unmentioned concerns.  It is said that customers only have six types of concern: 
Style, Quality, Price, Time, Desire and Trust.  Seeking feedback around these 
subjects will help the associate surface hidden issues and move the conversation 
closer to resolution. 

Continued on next page 
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Step Five – Handle Objections, continued 
Concept to 
Action, 
continued 

Here is a job aid that will assist you in uncovering hidden objections: 

The exercise in the Participant’s Guide expands on this job aid. 

Addressing the Concern 
Phantom objections vs. the real thing. 

All too often, salespeople search for magic answers that will minimize the 
effect of customer concerns.  The truth is there is no magic answer.  
Patience and understanding are the keys to effectively handling objections. 
In the end, customers want to be heard and understood.  They want to 
know that their salesperson understands what is really on their mind and 
has an effective solution.  One of the major roadblocks to effectively 
handling objections is to ensure that you are solving the right problem.   

For instance, a customer who does not want to admit that an item is 
outside of their price range may say that they have to shop around to 
make sure they have found the perfect style. On the surface, this appears 
to be a focus on finding the right item when in fact the customer is worried 
about their ability to afford the item.  Issues like this are Phantom 
Objections and must be dealt with so that the associate can get to the real 
obstacle to closing the sale.  Statements like “I have to bring my wife back” 
or “This is the first place I’ve looked” are a clue that there may be another, 
more relevant issue under the surface.  To ferret out phantom objections 
use the LAIR technique for addressing customer concerns.   

Continued on next page 
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Step Five – Handle Objections, continued 
Concept to 
Action, 
continued 

The LAIR technique will provide a roadmap to begin to demonstrate empathy and 
understanding while uncovering a customer’s true concern.  LAIR stands for 
Listen, Acknowledge, Identify and Resolve.  Let us look at each step together. 

Listen- Listening is a skill unto itself and is the ability to accurately receive AND 
interpret messages while communicating.  Listening is not hearing.  It 
understands an issue, logically and emotionally, to the same degree as the 
sender.  Understanding	  the	  message requires one to listen and pay attention to 
words, thoughts, emotions and body language.  As the customer is speaking, stay 
alert for cues that will give you greater insight into their message.  Resist the 
temptation to offer quick solutions.   

Customers need time to be prepared to hear answers to their concerns.  They 
must know that the associate is solving the real issue.  When this happens, 
customers know that they are not being heard and they dismiss the sales 
associate for solving the wrong problem.  Here is an all too common example.  A 
frequent objection heard is “I’ll have to bring my wife/girlfriend back before I can 
make a decision”.  Many sales associates might respond by saying, “Just surprise 
her” because they believe that it is romantic.  For the man, it can be terrifying.   

In this instance, he may be afraid to make the wrong choice because of the item’s 
significance and importance.  He does not want to return it if he is wrong.  He 
wants her to "be swept away" by the choice from the very beginning.  So, the 
element of surprise in this situation only adds to his consternation.  The real 
objection is an emotional issue and deals with his need to choose the right item.  
The sales associate who hears the concern, identifies the real issue and then 
echoes the proper emotion will win the sale. 

Acknowledge – Once the customer shares their issue, the sales associate 
should summarize what they heard and give it a certain amount of importance.  
That is not to say that we must agree with the customer and that they should wait 
to make a purchase.  Instead, it means that the associate acknowledges the 
issue is important to them and that they understand this. 

Identify- This is the stage where clarity occurs and phantom concerns separate 
from those that are real.  During this phase of the process, the associate should 
ask probing questions, generally around the Objection Pyramid, to clarify and 
demonstrate to the customer her understanding of the issue.  The associate 
should summarize the logical and emotional elements to the best of her ability 
and seek the customer’s confirmation.  If the customer does not confirm the 
salesperson’s summary then the	  concern has not been fully identified and needs 
to be further investigated. 
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Step Five – Handle Objections, continued 
Concept to 
Action, 
continued 

Resolve – Once the customer agrees that the associate understands their 
concern it is time to resolve the issue.  They are now prepared to hear the answer 
because they know it belongs to the right question.  Specific solutions will vary but 
they will typically fall into three categories: Logical, Emotional and Logistics.  
Logical objections are generally solved by using Feature and Benefits from one of 
the steps in the Power Presentation Outline.  For emotional concerns, return the 
conversation to the recipient, relationship and occasion.  Logistics issues will be 
determined by the capacity of the company or its suppliers. 

Here are some proven techniques for delivering solutions to customer objections: 

Feel, Felt, Found 
This is a classic method, which helps the associate summarize the issues at 
hand, let the customer know that they are in good company and provide them with 
a solution that others found acceptable. To use it effectively began each part of 
your response with Feel, Felt or Found.   

It might sound something like this:  
“I understand how you feel.  In fact, many of my customers felt the same 
way.   Let me tell what they found…..”. 

During the summary phase, Feel, reflect back your understanding of the issue/s 
with which the customer is dealing.  Be sure to amplify the thoughts and emotions 
so the customer knows that fully you understand their concern.   

An example is, 
“I understand how you feel.  You want to bring your wife back because you 
would like to be sure this is the item she wants most of all.  Is that right?”.   

If the customer responds with a “yes” move to the next phase which is inclusion 
which might sound like this: 

“It’s an important issue to be sure.  In fact, many of my customers felt the 
same way.  The want their wife to LOVE the gift. Right?”   

Notice the use of trial closes to begin to build momentum toward resolution and 
ultimately a close.   

The final stage is resolution and could sound like this 
“Let me tell you what they found.  Many of my customer found that jewelry 
is different from most other gifts.  It has meaning and what most women 
want is to know that you were thinking about them when the item was 
selected.  If that is the case, you cannot make a poor choice. “ 

Continued on next page 
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Step Five – Handle Objections, continued 
Concept to 
Action, 
continued 

If I could….would you….? 

This is another classic response that leads directly to a closing statement.  
Once the real issue surfaces using the LAIR technique, the resolution 
might sound like this, “What you’re saying is that you need the ring sized 
sooner than our normal timeframe is that right?  If I could get that sized for 
you today, would you take it?” 

What if… 

Again, once the real objection surfaces try this technique: “So what you’re 
saying is this is just a little outside of the budget you established, right?  
What if I had a way to make this easy and affordable?  Would you be 
interested?” 

Instant reverse 

This is a fun technique that takes some practice to use.  Once you have 
surfaced the real concern, summarize it and say, “That’s exactly why you 
should!”  Follow the statement with a series of trial closing questions that 
lead to a summary close.  It might sound something like this; “So what 
you’re saying is that you want to wait because you’re taking a cruise and 
don’t want to deplete your cash, right?  That is exactly why you should 
do it now!   
You know you are going to get something just like this very soon anyway, 
right?  In addition, you know that the unexpected gift at an unexpected 
time is the key to a woman’s heart, right? So, get it now and ask the cabin 
steward to place it in one of those cute towel animals they make each 
night.  She’ll never forget it and I promise it will be your best vacation 
ever.” 

Turnover 

Another very powerful method for handling objections is the use of the 
turnover.  A turnover is the process of introducing another associate into 
the transaction with the intent of closing the sale today.  In fact, it is such 
an important technique that it has received its own step in the sales 
process and covered in depth during the next training session. 

Continued on next page 



Optimum Retail Solutions Page 85 

Step Five – Handle Objections, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Explained the difference between phantom and real objections.

2. Explained proper use of the Objection Pyramid to uncover customer
concern.

3. Conducted a role play using the LAIR and Feel, Felt, Found techniques.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Step Five – Handle Objections, continued 
Facilitator 
Notes 

Reference: 
Page 21 
Participant 
Guide 

Estimated 
Time: 
1 Min. 

Step Five – Handle/Uncover Objections 
Every sales interaction will include objections.  It is the customer’s way of 
protecting what is important to them.  Some concerns are not valid and are called 
phantom objections.  Using the Objection Pyramid will help uncover concerns and 
distinguish phantom and real objections.  Effectively handling real objections is a 
combination of Listening, Acknowledging, Identifying and Resolving the issues so 
the customer is comfortable. 

 ________________________________________________________________ 

 ________________________________________________________________ 

Review the Performance Objectives they have in their Participant Guide. 

• Understand how to differentiate between Phantom and Real Objections.

• Use the Power Presentation Outline to address customer concerns.

• Conduct a role play using LAIR and Feel, Felt, Found.

• Understand how to use The Objection Pyramid.

Notes: 
 ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Participant’s Guide---Page 21 

Step Five – Handle Objections 
Overview Objections are opportunities to educate the customer, 

demonstrate how your product exceeds their expectations and 
move closer to a finalized sale. 
Learning to effectively uncover, acknowledge and address 
objections will not only result in more closed sales but ensures 
that the customer is completely satisfied with their purchase.  Let’s 
take a closer look at how to handle this very important step in the 
selling process. 

Performance 
Objective 

Participants will be able to: 

• Understand how to differentiate between Phantom and Real
Objections.

• Use the Power Presentation Outline to address customer
concerns.

• Conduct a role play using LAIR and Feel, Felt, Found.
• Understand how to use The Objection Pyramid.

Table of Contents Topic Page 

Surfacing Concern 22 

Addressing the Concern 23 

LAIR Technique 23 

Delivering Solutions 24 

Continued on next page 
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Step Five – Handle Objections, continued 
Facilitator 
Notes 

Reference: 
Page 22 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Handle Objections 

Lead a discussion from your notes on Handle Objections. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 22 

Step Five – Handle Objections, continued 
Surfacing 
Concerns 

Surfacing Concerns 
Objections are really indications of interest disguised as concerns.  The first 
step in Handling Objections is to get them out and into the open.  Objections 
typically occur whenever we ask a customer to make a choice, decision or 
commitment to any degree. 
Key methods to uncover concerns: 

• Use probing questions and trial closes to create a two-way
conversation and surface concerns.

• Ask “thinking and feeling” questions to gain a greater understanding of
the issues.

• Generally, style concerns must be resolved first.

• Use the Objection Pyramid as an outline for probing questions.

When you find the right style, ask questions about other subjects on the 
pyramid to reveal previously unmentioned concerns.  Seeking feedback 
around these subjects will help surface hidden issues and move the 
conversation closer to resolution. 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 

Exercise Create a list of most commonly heard objections.  Then organize them into 
one of the six categories on the Objection Pyramid. 
Work sheet located on page 44 in the Appendix. 

Continued on next page 
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Step Five – Handle Objections, continued 
Facilitator 
Notes 

Reference: 
Page 23 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Handle Objections 

Lead a discussion from your notes on Handle Objections. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 23 

Step Five – Handle Objections, continued 
Addressing 
the 
Concerns 

Addressing the Concerns 
All too often, salespeople search for magic answers that will minimize the 
effect of customer concerns.  The truth is there is no magic answer.  Patience 
and understanding are the keys to effectively handling objections.   
Customers must be prepared to receive solutions.  They want to know they’ve 
been heard, understood and that you are solving the right problem. 
When an objection presents itself you need to determine if the objection is 
“real” or “phantom”.  One method to addressing customer concerns is the 
LAIR technique.  It provides you with a roadmap to demonstrate empathy and 
understanding. 

LAIR 
Technique 

LAIR 
• Listen

________________________________________________________
________________________________________________________

• Acknowledge
________________________________________________________
________________________________________________________

• Identify
________________________________________________________
________________________________________________________

• Resolve
________________________________________________________
________________________________________________________

Note:  Solutions to a customer’s objection typically fall into one of these 
three categories. 

• Logical -  ______________________________________________

• Emotional -  ____________________________________________

• Logistics -  _____________________________________________

Continued on next page 
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Step Five – Handle Objections, continued 
Facilitator 
Notes 

Reference: 
Page 24 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Handle Objections 

Lead a discussion from your notes on Handle Objections. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 24 

Step Five – Handle Objections, continued 
Delivering 
Solutions 

Delivering Solutions 
Once the customer acknowledges that you understand their concern, it is time 
to resolve the issue.  They are now prepared to hear the answer because they 
know it belongs to the right question. 
There are several methods to deliver the solution.  Matching the solution to the 
customer is the skill necessary to be a great sales person. 

Feel, Felt, Found 
 _____________________________________________ 
 _____________________________________________ 
 _____________________________________________ 

If I could … would you …. ? 
 _____________________________________________ 
 _____________________________________________ 
 _____________________________________________ 

What if . . . 
 _____________________________________________ 
 _____________________________________________ 
 _____________________________________________ 

Instant Reverse 
 _____________________________________________ 
 _____________________________________________ 
 _____________________________________________ 

Turnover 
Another very powerful method for handling objections is the use of the 
turnover.  A turnover is the process of introducing another associate into the 
transaction with the intent of closing the sale today.  In fact, it is such an 
important technique that it has received its own step in the sales process and 
covered in depth during the next training session.	  

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Five – Handle Objections, continued 
Facilitator 
Notes 

Reference: 
Page 25 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Handle Objections 

Lead a discussion from your notes on Handle Objections. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 25 

Step Five – Handle Objections, continued 
Role-Play Following the instruction of the facilitator, you will practice some of the delivery 

solutions. 

Recap and 
Review ___________ are really indications of interest, disguised as a concern. 

What is the difference between a phantom objection and a real objection? 
 _____________________________________________________________ 

How can an associate uncover the customer’s true concern? 
 _____________________________________________________________ 

Customers must feel _______ and ______________ before they will be 
receptive to resolutions. 

LAIR stands for Listen, Acknowledge, Identify and Resolve and is helpful for: 
 _____________________________________________________________ 
Some methods to handle objections are: 
 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
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Step Six – Turnover 
Overview Welcome to the third training installment of Selling The JB Hudson 

Jewelers Way.  In this session, we will concentrate on how to 
properly Turnover a sale during the transaction.  This is a very meaty 
subject; therefore, we will focus on the principals involved along with 
some basic techniques to help finalize the transaction.   

Please take these beginning steps and spend one-on-one time with 
your team to help them improve their individual salesmanship. 

Objective for 
Facilitator 

By the end of this training session attendees will be able to: 

• Understand the proper timing of an effective T.O.
• Conduct a role-play using the three different types of T.O.
• Define three types of closes; Trial, Direct and Assumptive.
• Conduct a role play using Feel, Felt Found.

Table of Contents Topic Page 

Background 98 

Concept to Action 98 

Desired Outcome 104 

Facilitator Notes 105 

Continued on next page 
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Step Six – Turnover, continued 
Back-
Ground 

Every good salesperson expects their customer to raise concerns during the 
transaction.  Whether they are issues about Style, Quality or Price, your client will 
have questions about how your product suits their needs and meets their 
expectations.  They may even have apprehensions about their relationship with 
you or your company.  Do not be offended by this and don’t worry.  For many, 
objections are unwanted obstacles to the buying decision and left unanswered 
that is exactly what they will become.   

However, great salespeople know that these are really indications of interest, 
which are hidden concerns.  Objections are opportunities to educate the client, 
demonstrate how your product exceeds their expectation and move closer to a 
finalized sale.  Learning to effectively uncover, acknowledge and address 
customer objections will not only result in more closed sales for the associate but 
it will also ensure that your customer is completely satisfied with their purchase. 

Concept to 
Action 

T.O. 

There are many ways to Handle Objections one of which is to Turnover the sale 
to another associate.  In this section, we will examine three different techniques 
for effectively turning over a sale as well as the proper timing.  Many associates 
ask why T.O. occur before Handle Objections in  The JB Hudson Jewelers Sales 
Process.  If turnover is a potential response to a customer concern, shouldn’t it 
come afterward?  The answer is to remember that selling is a fluid and dynamic 
process, especially in the latter half of the interaction.   

As a sales associate, you may be required to return to the Build Rapport phase of 
Step 2 even though you have begun using the Power Presentation Outline 
identified in Step 4.  Likewise, the process of T.O., Handle Objections and Close 
can be a circular event up to the point the customer agrees to make a purchase.  
At JB Hudson Jewelers, we wanted to emphasize the importance of T.O. by 
placing it in this order.  The sales process that you see reflects an interaction that 
required a Turnover and was successfully closed. 

Continued on next page 
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Step Six – Turnover, continued 
Concept to 
Action, 
continued 

So, what is a T.O. and why do we do it? 

A T.O. is a turnover or a team opportunity.  It is an activity, which introduces a 
second, and in some cases, a third sales associate into the sale in an effort to 
finalize the transaction today.  Why is this effective?  Studies show that customers 
buy at the third place they visit.  When we introduce another salesperson, the 
customer has a new shopping experience without leaving the store.   

Likewise, another study found that closing rates increased as new associates 
escalated the sale to those with more experience.  Lastly, customers only have a 
limited number of objections.  This technique helps to exhaust their “phantom” 
concerns leaving only those that are legitimate.  The net effect is that effectively 
turning over a sale increases our closing rate and results in more sales volume on 
the same traffic. 

What are some reasons to turnover a sale? 

 The customer asked a question, which the associate cannot answer.

 The associate has trouble Building Rapport.
 The customer is unable to select a desirable style.

 If a “model” is needed.

 Another associate may have something in common with the customer.

 Confirmation or assurance of the customer’s choice.

 The associate is unable to close the sale today.

This is list is by no means exhaustive but does provide several examples of why 
an associate might want to turnover. 

So, how do we do it? 

Here are a few key points to consider when initiating the Turnover technique. 

First is planning.  Know which of your teammates is available and 
properly positioned to receive a T.O.  Choose the one who has the 
greatest likelihood of enhancing the relationship with the customer and 
overcoming their objection.   

So, how do you choose?  The customer has given you valuable 
information in this transaction.  If you have Greeted them correctly, you 
know the recipient, the occasion and the customer’s name.  You also have 
a good indication of their personality and interests because you Built 
Rapport.  You also know the customer’s objection AND you know your 
team.   

Continued on next page 
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Step Six – Turnover, continued 
Concept to 
Action, 
continued 

Use this information and choose someone based on common interests or 
experiences as your customer or who has had the most experience 
successfully addressing the specific concern you are facing.  Do not make 
the selection based on your relationships within the store.  Just because 
you connect more easily with one person does not mean they are the 
proper choice for your customer. 

Next is timing.  T.O.s are most effective when the customer has more 
interest than concern.  However, the concern is likely what is prompting the 
turnover.  Turning over at the wrong time can make the customer feel 
frustrated and introduce unwanted pressure into the sale.  However, when 
properly executed, a turnover will make the customer feel important and 
enhance their perception of their experience.   

The main principle to remember, initiate the T.O.s on a Close not an 
Objection.  There is an ebb and flow to every sales interaction.  The peaks 
are times when the customer shows the most interest (buying signals) and 
the valleys are when they show the least interest (objections).  We learned 
to ask the customer to make a decision when they give a buying signal; 
however, this oftentimes results in an objection and is a poor time to 
turnover.  Instead, use the techniques we will learn in the next section to 
address the customer’s concern, continue to offer features and benefits 
using the Power Presentation Outline and build more interest.  When an 
objection is properly addressed, the customer begins to show more 
interest. 

Continued on next page 
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Step Six – Turnover, continued 
Concept to 
Action, 
continued 

The last element of timing is to initiate the turnover before the customer is 
fatigued and there is nothing left to say.  Part of being an effective 
salesperson is the ability to anticipate the customer’s actions.  Do not wait 
until the last minute and then ask for emergency relief.  Likewise, do not use 
a “business card” T.O. and expect it to be effective.  This is just another way 
to say goodbye and allow the customer to leave without purchasing.  
Instead, use the Power Presentation Outline and let your teammate explain 
Steps 4 & 5: Company Heritage and Services/Guarantees.  Use the 3 T.O. 
guideline as an indication of when to turnover.  If the customer responds 
negatively to three closing statements then it is time to begin to look for an 
opportunity to bring in another associate. 

The third step is actually initiating the Turnover and there are three basic 
ways to do this: 

• Formal –Use this method if your personal connection with the
customer is not particularly strong, if the customer has a formal
nature, if you need to add credibility to the incoming associate. As
an example, “John Smith I’d like you to meet Jane Doe.  Jane, John
is looking...”

• Informal – Use this technique when there is good rapport between
the associate and customer, the customer has a more casual
demeanor, if you need to insert fun into the conversation. Example,
“Hey Jane!  Can you help us?  This is John and he’s….” 

• Silent –Use this style if the customer is nervous or shy, if the
objection is not obvious, if you need a softer approach.  Ways to
initiate a silent T.O. are: Use signals such as an upright ring
stick, eye contact, head nod, etc.

Continued on next page 
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Step Six – Turnover, continued 
Concept to 
Action, 
continued 

What to share- It is critical to transfer information without transferring the 
objection.  As was stated earlier, customers have a limited number of 
objections and most of them are phantom concerns. In other words, they 
are not real.  When performed correctly, a turnover allows the exiting 
associate to take those phantom concerns with them, leaving the incoming 
associate to address the issues that are real.  The key to this phase of the 
process is “less is more”.  Provide only enough information to transfer the 
relationship and set your teammate on the right path. Typically, this is: 

• An introduction (Greet)

• Edification – (Build Rapport)

• Recipient and occasion (Greet)

• Any common interests or experiences (Build Rapport)

• A task (the reason they were called into the sale)

Leave -Once you have completed these elements, offer a service such as 
cleaning their jewelry or checking on an item’s availability and then leave.  
Allow the incoming associate the opportunity to address the customer’s 
concerns and finalize the sale.  This is an important element because 
when the outgoing associate leaves, they take the customer’s phantom 
objections with them. 

How to receive a Turnover-Initiating a T.O. is only half of the equation.  

In order for this technique to be effective, the incoming associate must receive it 
properly.  Here are some helpful tips to ensure that this occurs. 

Proper positioning is essential.  Shouting across the store to get the 
attention of a teammate is disruptive to the sale and to anyone else who 
might be in the store.   If no one is nearby it can result in missed 
opportunities.   If the available associate is, too close to the customer it 
can make the feel uncomfortable.  The best advice is to be close enough 
to overhear the conversation but far enough away to be respectful of their 
personal space.  Choose a location that allows you to maintain eye contact 
with your teammate but that is not within the customer’s view.  Lastly, look 
busy.  Clean the showcase, straighten jewelry, put out new inventory or 
write thank you cards.  The key is to have a reason for your positioning on 
the floor other than waiting to swoop in and take over the sale.  Do not 
begin a large project.  Keep your work organized and easily put away so 
you can move quickly. 

Continued on next page 
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Step Six – Turnover, continued 
Concept to 
Action, 
continued 

Manage your PMA-Because the incoming associate has been properly 
positioned, they have heard much of the conversation including the 
customer’s concerns.  It is important to not allow these objections to 
become “real” in your mind.  Take in the information, however, only deal 
with the objections the customer raises while they are speaking with you.  
Likewise, the incoming associate must believe that they can complete this 
transaction and help the customer make a buying decision.    
Come in closing – The reason for a turnover is to close the sale today.  In 
order to do this, the incoming associate must address the unresolved 
objections.  So, immediately offer a direct or trial close so that the 
customer gives the new associate the objection and address the concern 
using the techniques that will follow.  Once this is accomplished, proceed 
as with any other sale. 

Commit – The last element to discuss regarding turnover is that the every staff 
member must commit to consistently T.O.-ing.  This does not mean that you are 
required to turnover every customer, only every customer that does not buy today. 
Many associates are convinced that their customer will return to make a purchase 
and they have multiple examples to support this claim.  It is true, some customers 
do return and purchase.  

In fact, the close rate on this group is very high, as much as 60%.  However, retail 
research indicates that less than 10% of customers who do not purchase during 
their initial visit actually come back and do so.  Consistently turning over creates 
immediate opportunity for additional sales. 

Continued on next page 
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Step Six – Turnover, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Explain the three different types of T.O.

2. Demonstrate how to effectively initiate and receive a T.O.

3. Explain how proper timing affects the success of a T.O.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 



Page 105 Optimum Retail Solutions 

Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 27 
Participant 
Guide 

Estimated 
Time: 
1 Min.

Step Six – Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 27 

Step Six – Turnover 
Overview Every good salesperson expects their customer to raise concerns 

during the transaction.  In this session, you will learn how to 
properly Turnover (T.O.) a sale as a method to handle objections 
as they occur during the transaction. 
Please take these beginning steps and spend one-on-one time 
with your team to help them improve their individual salesmanship. 

Performance 
Objective 

Participants will be able to: 

• Understand the proper timing of an effective T.O.
• Conduct a role-play using the three different types of T.O.
• Define three types of closes; Trial, Direct and Assumptive.

Table of Contents 
Topic Page 

T.O. 28 

Steps to a T.O. 28 

Receiving a T.O. 30 

T.O. Obstacles 31 

Recap and Review 32 

Continued on next page 



Page 108 

Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 28 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 28 

Step Six – Turnover, continued 
Objection 
Link 

T.O. or Turnover 
Objections are indications of interest and when properly handled move the 
sale closer to completion.  Great sales people expect objections.  Do not be 
offended by this and don’t worry. 
Objections are opportunities to educate the client, demonstrate how your 
product exceeds their expectation and move closer to a finalized sale.  
Learning to effectively uncover, acknowledge and address customer 
objections will not only result in more closed sales but will also ensure the 
customer’s satisfaction with their purchase. 

T.O. A T.O. is also called a Turnover.  It is the process of introducing another 
associate into the sales interaction with the intent of finalizing a sale today.  A 
T.O. is a team opportunity. 
Research shows that a customer will purchase at the third place they shop.  
The T.O. creates up to three distinct shopping experiences thereby increasing 
the probability of making a sale today.   
This technique helps to exhaust their “phantom” concerns leaving only those 
that are legitimate since customers have a limited number of objections. 
What are some reasons to turnover a sale? 

 ________________________________________________________ 
 ________________________________________________________ 
 ________________________________________________________ 
 ________________________________________________________ 

The net effect is that effectively turning over a sale _____________ our 
closing rate and results in ________________________ on the same traffic. 

Continued on next page 
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Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 29 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 29 

Step Six – Turnover, continued 
Steps to 
T.O. 

How do we turnover a transaction? 
There are five steps to properly initiating a turnover: 

• Planning
o __________________________________________________
o __________________________________________________
o __________________________________________________

• Timing
o __________________________________________________
o __________________________________________________
o __________________________________________________

• Initiating
o Formal

_____________________________________________
_____________________________________________

o Informal
_____________________________________________
_____________________________________________

o Silent
_____________________________________________
_____________________________________________

• Sharing
o __________________________________________________
o __________________________________________________
o __________________________________________________

• Leave
o __________________________________________________
o __________________________________________________
o __________________________________________________

Continued on next page 
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Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 30 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 30 

Step Six – Turnover, continued 
Receiving 
a T.O. 

How to receive a T.O.: 

Positioning 
Position yourself close enough to overhear the conversation but far 
enough away to be respectful of personal space. 

Manage PMA 
Manage the PMA by expecting the best and refuse to bring up previous 
objections. 

Come in closing 
Come in closing immediately asking a direct or trial close to generate 
an objection.  Do not bring previous objections back into the sale. 

Commit 
Whether initiating or receiving a T.O. the key is to commit to consistently 
using this process.   
This doesn’t mean that you are required to turnover every customer, only 
_______________________________________. 

Group 
Activity 

Something to think about: 
All sales interactions have an average closing rate of __________%. 
A healthy T.O. rate is approximately _______% of all transactions.  
(As measured by split sales) 
T.O. can _____________ the overall closing rate. 

Continued on next page 
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Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 31 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 31 

Step Six – Turnover, continued 
T.O. 
Obstacles 

What are some obstacles to T.O.? 

I didn’t know it was expected. 
 ________________________________________________________ 
I don’t do it well. 
 ________________________________________________________ 
Inconsistent. 
 ________________________________________________________ 
Fear of being “pushy”. 
 ________________________________________________________ 
I don’t want to “lose” half my sales. 
 ________________________________________________________ 

Role-Play Role-Play 
Following the instructions from the facilitator, you will practice the three types 
of Turnovers. 
Key practice goals: 

• Timing

• Introduction

• Closing

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Six – Turnover, continued 
Facilitator 
Notes 

Reference: 
Page 32 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Turnover 

Lead a discussion from your notes on Turnover. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 32 

Step Six – Turnover, continued 
Recap and 
Review 

Review 
What is a T.O. and why do we do it? 
 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
Which customer should get T.O’d.? 
 _____________________________________________________________ 
How do we do it? 
 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
What are the three basic types of T.O? 
 _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 
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Step Seven – Close 
Overview Welcome to the final training installment of Selling The JB Hudson 

Jewelers Way.  In this session, we will concentrate on the last two 
steps of the process, which are Closing the Sale and Confirmations 
and Referrals.  Schedule a one-hour store meeting to cover this 
material.  Please spend one-on-one time with your team to help them 
improve their individual salesmanship. 

Objective for 
Facilitator 

By the end of this training session attendees will be able to: 

• Define three types of closes; Trial, Direct and Assumptive.
• Conduct a role play using Summary Close, Alternate Choice

Close.

Table of Contents Topic Page 

Background 120 

Concept to Action 120 

Desired Outcome 123 

Facilitator Notes 124 

Continued on next page 
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Step Seven – Close, continued 
Background Close 

Closing the sale is the act of obtaining a commitment from the customer to 
purchase your product.  Salespeople develop their own closing style and 
technique over time but there are some tried and true methods, which we 
will cover during this session of Selling The JB Hudson Jewelers Way.   

Concept to 
Action 

Closing 
The art of closing the sale is comprised of a series of observations, behaviors 
and phrases used by a salesperson to gain commitment from the customer and 
finalize a transaction.  It relies heavily on a well-executed sales process because 
every previous step builds desire and commitment from your customer.  Asking 
for the sale is its natural outcome.  Many say that a salesperson must earn the 
right to close the sale.  This means that when your sales process is properly 
delivered, the customer expects you to ask them to make a commitment.   
Timing is critical in this phase.  A salesperson who asks for a commitment too 
soon runs the risk of alienating their customer and creating conditions that inhibit 
the buying cycle.  Likewise, waiting too long can be just as damaging.  Closing 
statements should be coordinated with customer buying signals.   

Buying signals are the verbal and non-verbal cues a customer provides which 
indicate interest and desire in an item.  For example, if a customer says, “I really 
like this one the most” it is a buying signal and should be followed closely by an 
attempt to finalize the sale.  Likewise, if a woman looks longingly at her fiancée 
while holding the perfect wedding ring, that too is a buying signal and should be 
addressed with a closing statement.   

While there are many variations, closing statements can be organized into three 
basic categories;  

• Trial Close

• Direct Close

• Assumptive Close

Each has their own proper time and place.  We will review them individually. 

Continued on next page 
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Step Seven – Close, continued 
Concept to 
Action, 
continued 

Trial Close 
A Trial Close, sometimes called a check question, is considered by many 
professional sellers to be the most important component to the closing 
stage of the sales process.  It is a technique used to gather information 
from your customer, build momentum and help the customer confirm their 
selection to themselves.  Trial Closes do not request a final decision from 
the customer.   

Instead, as we discussed during the Objection Pyramid portion of the 
training, they uncover concern and acclimate the customer to small 
decisions before requiring them to make a final decision.  Use trial closes 
to confirm intermediate choices to build momentum leading to a direct 
close.  Phrases such as “Which do you prefer?”  or “Is this what you were 
thinking?”  are examples of Trial Closing statements. Trial Closes should 
be heavily coordinated with Features and Benefits while using the Power 
Presentation Outline. 

Direct Close 
A Direct Close is exactly what it sounds like, directly asking the customer 
to make a purchase decision.  This type of statement occurs in response to 
strong buying signals offered by the customer. Direct closes are very 
effective and will have only two outcomes: an agreement to purchase or an 
objection.  In either case, the salesperson is prepared to handle the 
situation.  There are many styles of direct close.  Here are a few examples: 

• Alternate Choice-
Present the customer with two options, either of which will result in a
sale.  For example, with two items being displayed, ask the customer
“Which do you prefer most, this one or this one?”

• Summary Close-
This is a very effective technique, which builds upon the many Trial
Closes used during the presentation.  When the salesperson notices a
strong buying signal, they may summarize the agreements reached up
to that point and then ask for a decision.  For example, “We established
that this is your favorite style, right?  Moreover, the quality is exactly
what you wanted, right? And, it is within your budget, right?  It sounds
like we found the right one.  What do you think?”
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Step Seven – Close, continued 
Concept to 
Action, 
continued 

• Concession close-
This technique builds on handling an objection as a condition of making
a purchase.  It might sound like this, “If I could get it sized today, would
you take it?”  If the customer agrees and the salesperson fulfills their
end, the sale is completed.

• Treat close-
This method, most often used with self-purchasers who are having
difficulty justifying buying something for themselves.  Use information
gathered while Building Rapport to reaffirm with the customer their
worth and value.  Like this, “It sounds like you’ve done a lot for others
recently.  You should treat yourself.”

• Assumptive Close-
With this technique, the salesperson adopts language and behavior as
if the customer has already made a purchase decision.  They move the
discussion to post-buying issues without ever asking for a decision.  If
the customer does not provide an objection, continue finalizing the sale.
For example, “We can have it sized by 2:00 tomorrow.  Will that be
okay?”

Continued on next page 
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Step Seven – Close, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Explained the three types of closing statements.

2. Provided examples of each.

3. Conduct a role play using Summary and Alternate Choice Close.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Step Seven – Close, continued 
Facilitator 
Notes 

Reference: 
Page 33 
Participant 
Guide 

Estimated 
Time: 
1 Mins.

Close 

Lead a discussion from your notes on Close.. 
 ________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• Closing is the natural outcome of a well-executed sales process

• Customer buying signals are an indication that it is time to close

Continued on next page 
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Participant’s Guide---Page 33 

Step Seven – Close 
Overview Closing the sale is the process of gaining a commitment from the 

customer to purchase your product.  There are some tried and 
true methods used by JB Hudson Jewelers that increases your 
close success. 

Performance 
Objective 

Participants will be able to: 

• Define the three types of closes.
• Demonstration understanding of a Summary and Alternate.
• Choice Close in a role play.

Table of Contents 
Topic Page 

Closing 34 

Closing Categories 35 

Role-Play 36 

Continued on next page 
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Step Seven – Close, continued 
Facilitator 
Notes 

Reference: 
Page 34 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Close 

Lead a discussion from your notes on the close. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Step Seven – Close, continued 
Closing Closing 

The art of closing the sale is comprised of a series of observations, behaviors 
and phrases used by a salesperson to gain commitment from the customer 
and finalize a transaction. 

Key factors of a great Close: 

• Closing is the natural outcome of a well-executed sales process.

• Effective closing relies heavily on a well-executed sales process
because every previous step builds desire and commitment from your
customer.

• Timing is critical.  Closing statements should be coordinated generally
with buying signals.

• Buying signals are the verbal and non-verbal cues a customer provides,
which indicate interest and desire in an item.

Things to remember- 
A salesperson must _______  ____  _______  to close the sale. 

A salesperson who asks for commitment too soon runs the risk of 
______________  their customer. 

“I really like this one the most” is a ______________  ____________. 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Seven – Close, continued 
Facilitator 
Notes 

Reference: 
Page 35 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Close 

Lead a discussion from your notes on the close. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 35 

Step Seven – Close, continued 
Closing 
Categories 

Closing Categories 
Closing statements organized into three basic categories: 

• Trial Close

• Direct Close

• Assumptive Close

Trial Close – 
A Trial Close or a check question does not request a final decision from 
the customer. 
Use Trial closes to uncover concerns and to acclimate the customer in 
making small decision before requesting a final decision. 
Use trial closes to confirm intermediate choices to build momentum 
leading to a direct close. 
Trial closes should be heavily coordinated with feature and benefit 
statements. 

Direct Close – 
A Direct Close is asking the customer to make a purchase decision. 
This type of statement occurs in response to strong buying signals 
offered by the customer. 
There are only two outcomes of a Direct Close, an agreement to 
purchase or an objection. 

Examples of a Direct Close: 
• Alternate Choice - _______________________________

• Summary Close - _______________________________

• Concession close - ______________________________

• Treat close - ___________________________________

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 

Continued on next page 
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Step Seven – Close, continued 
Facilitator 
Notes 

Reference: 
Page 36 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Close 

Lead a discussion from your notes on the close. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 36 

Step Seven – Close, continued 
Closing 
Categories, 
continued 

Assumptive Close – 
The salesperson adopts language and behavior as if the customer has 
already made a purchase decision. 

Move the discussion to post-buying issues without asking for a 
decision. 

Role-Play Role-Play 
Following the instruction from the facilitator, you will practice using closing 
statements. 

Trial Close 
Direct Close 
Assumptive Close 

My Notes:  _____________________________________________________________ 
 _____________________________________________________________ 
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Step Eight – Confirmation/Referrals 
Overview Welcome to the eighth training installment of Selling The JB Hudson 

Jewelers Way.  In this session we will concentrate on Confirmations 
and Referrals, which is the sales person’s efforts to solidify the 
current sale and sow seed for future business.   

Please take these beginning steps and spend one-on-one time with 
your team to help them improve their individual salesmanship.  

Objective for 
Facilitator 

By the end of this training session attendees will be able to: 

• Professionally finalize a transaction.
• Ask for referrals and lay the foundation for future business.
• Follow up to build foot traffic in the future.

Table of Contents Topic Page 

Background 134 

Concept to Action 134 

Desired Outcome 135 

Facilitator Notes 136 

Continued on next page 
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Step Eight – Confirmation/Referrals, continued 
Background Confirmation/Referrals 

Confirmations and Referrals are the final step in the process and solidify the sale 
and plant seeds for future business.  Many salespeople neglect to focus on the 
stage but it is critical to minimizing returns, building repeat clientele and 
expanding your personal trade.   

Concept to 
Action 

How is it done? 
Once the transaction is complete, move to the customer’s side of the
payment counter, shake their hand, compliment them on their decision
and celebrate the moment with them.  Get excited and smile.  This will
help solidify the purchase.

After confirming the sale, capitalize upon the good emotions and ask for a
referral.  Hand them a business card and invite them to call if they have
any questions in the future.  Ask them to refer friends and family if they
enjoyed their experience.  Salespeople are often surprised how much
additional business this brings when done consistently.

Write a thank you card within 7 days of the purchase.  Coordinate with the
customer, however, if it is to be a gift.  Spoiled surprises do very little for
referral business.

Follow up with phone calls for warranty inspections.  Customers
appreciate the reminder and it shows care and concern from the
salesperson.  Pay particular attention to the 12-month inspection
timeframe as jewelry is often purchased as a gift.  Whatever event the
customer celebrated a year ago is likely to repeat and provides an
opportunity for additional sales.

Send notes for special occasions like birthdays, anniversaries and
Valentine’s Day.  This activity keeps the store and the salesperson on the
customer’s mind during traditional jewelry purchasing times.

Continued on next page 
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Step Eight – Confirmation/Referrals, continued 
Desired 
Outcome 

When completed with this section of the material, you should have accomplished 
these three points: 

1. Explained how to professionally finalize a transaction.

2. Reviewed the timing for thank you notes.

3. Demonstrated how to use the inspection process to generate foot traffic.

My Notes:  ________________________________________________________________ 

 ________________________________________________________________ 

 ________________________________________________________________ 

Continued on next page 
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Step Eight – Confirmation/Referrals, continued 
Facilitator 
Notes 

Reference: 
Page 37 
Participant 
Guide 

Estimated 
Time: 
1 Mins.

Confirmation/Referrals 

Lead a discussion from your notes on Confirmation/Referrals.  
________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 37 

Step Eight – Confirmations/Referrals 
Overview The final step in the process is Confirmations and Referrals, which 

solidifies the sale and plant seeds for future business.  Many 
salespeople neglect to focus on this stage but it is critical to 
minimizing returns, building repeat clientele and expanding your 
personal trade. 

Performance 
Objective 

Participants will be able to: 

• Describe the Confirmation process.
• Secure quality Referrals.

Table of Contents 
Topic Page 

Confirmations 38 

Referrals 38 

How is it done? 38 

Continued on next page 
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Step Eight – Confirmation/Referrals, continued 
Facilitator 
Notes 

Reference: 
Page 38 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Confirmation/Referrals 

Lead a discussion from your notes on Confirmation/Referrals. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 38 

Step Eight – Confirmations/Referrals, continued 
Confirmation Confirmation 

Move to the customer’s side of the payment counter, shake their hand, 
compliment them on their decision and celebrate the moment with them. 
Get excited and smile! 

Referrals Referrals 
After confirming the sale, capitalize upon the good emotions and ask for a 
referral.  Ask them to refer friends and family if they enjoyed their experience. 

How is it 
done? 

Here is how to complete the Sales transaction: 
• Confirm the sale by the above confirmation.

• Ask for a referral.

• Write a thank you card within 7 days of the purchase.

• Follow up with phone calls for warranty inspections.

• Send notes for special occasions like Birthdays, Anniversaries and
Valentine’s Day.

Recap and 
Review 

Recap and Review 
• Closing the sale is the ____________________ of a well-executed

sales process.

• Closing is a combination of _______________, ______________ and
____________ used by the salesperson to finalize a transaction

• What are the three types of closing statements?
o ______________
o ______________
o ______________

• Confirmations and Referrals are the ______  _______ in the process,
which solidifies the sale, minimizes returns and plants seeds for future
business.

Continued on next page 



Page 140 

Step Eight – Confirmation/Referrals, continued 
Facilitator 
Notes 

Reference: 
Page 39 
Participant 
Guide 

Estimated 
Time: 
5 Mins.

Confirmation/Referrals 

Lead a discussion from your notes on Confirmation/Referrals. 
 ________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

Notes: 

 ________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

 _______________________________________________________________________ 

Key Points: 

• 

• 

Continued on next page 
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Participant’s Guide---Page 39 

Step Eight – Confirmations/Referrals, continued 
Recap and 
Review, 
Continued 

• What are the key elements of Step 8, Confirmations and Referrals?
o __________________________________________________
o __________________________________________________
o __________________________________________________
o __________________________________________________
o __________________________________________________

Eight steps of the sales process in order 

• Step One –  _______________________________

• Step Two –  _______________________________

• Step Three –  ______________________________

• Step Four –  _______________________________

• Step Five –  _______________________________

• Step Six –  ________________________________

• Step Seven –  ______________________________

• Step Eight –  _______________________________
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Appendix 
Overview The appendix contains a variety of documents useful and necessary 

to facilitate the class.  Before each session, you should review the 
pages and select those documents required for the class. 

Objective for 
Facilitator 

Facilitator role in this section: 

• Select the Participant Attendance Sheet for the session or
module you are instructing.

• Record all participants on the sheet and retain for future
reference.

• Consider using an Icebreaker with a new class to encourage
discussion and participation.

• Items from the Participant’s Guide included here for your
reference.

• Be prepared for the session by having the resources ready for
the class.

Table of Contents 
Topic Page 

Participant Attendance Sheet 
Step One 147 

Participant Attendance Sheet 
Step Two 149 

Participant Attendance Sheet 
Step Three 151 

Participant Attendance Sheet 
Step Four 153 

Participant Attendance Sheet 
Step Five 155 

Participant Attendance Sheet 
Step Six 157 

Participant Attendance Sheet 
Step Seven 159 

Participant Attendance Sheet 
Step Eight 161 

Participant Attendance Sheet 
Extra Sheet 163 

Continued on next page 
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Appendix, continued 
Table of 
Contents, 
continued 

Topic Page 

Ice Breaker  
Trading Places 165 

Ice Breaker 
The Company You Keep 167 

Ice Breaker 
Setting Ground Rules 169 

Ice Breaker 
Questions Participants Have 

173 
Power Presentation Outline 
From Participant’s Guide 
Romance Words Exercise 
From Participant’s Guide 174 

Objection Pyramid Exercise 
From Participant’s Guide 175 

Skill Check – Steps 1 - 8 
From Participant’s Guide 

177-191

171 
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Selling the JB Hudson Jewelers Way 

Attendance Record 

Step 1 

Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 





Optimum Retail Solutions Page 149 

Selling the JB Hudson Jewelers Way 

Attendance Record 

Step 2 

Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 
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Selling the JB Hudson Jewelers Way 

Attendance Record

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 

Step 3

Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 
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Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 

Selling the JB Hudson Jewelers Way

Attendance Record 
Step 4
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Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 

Selling the JB Hudson Jewelers Way 

Attendance  Record
Step 5
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Selling the JB Hudson Jewelers Way 
Attendance Record

     Step 6

Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 
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Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 

Selling the JB Hudson Jewelers Way 

Attendance Record
Step 7
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Selling the JB Hudson Jewelers Way 

Attendance Record 
Step 8

Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 
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Selling the JB Hudson Jewelers Way 

Attendance Record

Extra Sheet 
Date Presented: ___________________________________________________ 

Facilitator: ________________________________________________________ 

Sales 
Manager 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Associate: 

Classroom Time: _________ Hours 
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Power Presentation Outline 
Group 
Exercise 

Write three Feature / Benefit statements for each of the 5 Power Presentation 
Outline elements. 

Style 
1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

Gemstones 
1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

Workmanship
1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

Company 
Heritage 1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

Services 
and
Guarantee 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 
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Romance 
Group 
Exercise 

Homework 
Overnight, create a list of 25 romance words or phases that describe jewelry. 

Romance 
Words or 
Phases 

1. ___________________________________________________________

2. ___________________________________________________________

3. ___________________________________________________________

4. ___________________________________________________________

5. ___________________________________________________________

6. ___________________________________________________________

7. ___________________________________________________________

8. ___________________________________________________________

9. ___________________________________________________________

10. ___________________________________________________________

11. ___________________________________________________________

12. ___________________________________________________________

13. ___________________________________________________________

14. ___________________________________________________________

15. ___________________________________________________________

16. ___________________________________________________________

17. ___________________________________________________________

18. ___________________________________________________________

19. ___________________________________________________________

20. ___________________________________________________________

21. ___________________________________________________________

22. ___________________________________________________________

23. ___________________________________________________________

24. ___________________________________________________________

25. ___________________________________________________________
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Objection Pyramid Exercise 
Group 
Exercise 

First, list as many objections you have heard in past sales calls.  Then 
organize them into the Objection Pyramid.  When you move the objections to 
the pyramid combine similar statements to concentrate the list of most 
common objections. 

Past 
Objections ___________________________  _________________________________ 

___________________________  _________________________________ 

___________________________  _________________________________ 

___________________________  _________________________________ 

___________________________  _________________________________ 

___________________________  _________________________________ 

___________________________  _________________________________ 

Continued on next page 
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Skill Check – Step 1 Print Name ____________ 
Prepare- The key elements of Prepare are; PMA, Positioning and Tools.  Ensure that the 
associate is well-versed on the basic components of this step and provide feedback.   

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and 
help you incorporate these skills from the session.  Scale:  1=Needing work to 5=High 
proficiency 

PMA – Does the associate maintain a positive attitude and display effort to control 
what is within their control? 

1 2 3 4 5 

Comments: 

Positioning – To what degree does the associate remain in the middle-third of the 
store?  Are they prepared to receive a T.O. and are the generally “floor aware”? 

1 2 3 4 5 

Comments: 

Tools – Does the associate consistently use the Stage Tools to handle merchandise? 
Do they use them correctly? 

1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One . 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 2 Print Name ____________ 
Greet is where the associate begins to build a relationship with the customer.  It is critical to 
establish rapport and learn key information upon which to build the sales presentation. 

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Greeting styles: Does the associate know the three basic greeting styles; Social, Service 
and Merchandise.  Do they smile and use open body language? 

1 2 3 4 5 

Comments: 

The JB Hudson Jewelers Greeting: Does the associate know and consistently use the 
standard JB Hudson Jewelers greeting? 

1 2 3 4 5 

Comments: 

Main objectives: Does the associate know the main objectives of every greeting?  Do 
they consistently; exchange names, learn the recipient and occasion? 

1 2 3 4 5 

Comments: 

Build Rapport: Does the associate consistently establish common ground with the 
customer?  Do they consistently T.O. when they are unable to build rapport?   

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 3 Print Name ____________ 
Show Merchandise – presentation matters.  They way an associate selects and handles 
merchandise contributes to the customer’s perception of value.   

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Know - Does the associate know the store’s inventory well? 1 2 3 4 5 

Comments: 

Show- Does the associate consistently show high without “cutting the pie”? 1 2 3 4 5 

Comments: 

Handle – Does the associate consistently use the stage tools and handle the 
merchandise with care?  Do they build anticipation before presenting the item? 

1 2 3 4 5 

Comments: 

Step up -  Does the associate consistently attempt to show more expensive items? 1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 4 Print Name ____________ 
Build Value is composed Features, Benefits and Trial Closes and are organized in the Power 
Presentation Outline.  Romance phrases add to the customer’s overall perception of the item 

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Features and Benefits – Does the associate understand the difference between features 
and benefits? 

1 2 3 4 5 

Comments: 

Trial Close – Does the associate use trial closes after each Feature and Benefit? 1 2 3 4 5 

Comments: 

Power Presentation Outline – Does the associate know the components of the Power 
Presentation Outline?  Do they consistently organize information using this tool? 

1 2 3 4 5 

Comments: 

Romance – Does the associate consistently use descriptive language? 1 2 3 4 5 

Comments: 

Romance – Does the associate consistently tie Features and Benefits to the customer’s 
life? 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 5 Print Name ____________ 
Handle Objections – Objections are really indications of interest and when properly addressed 
lead to closed sales.   

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Objection Pyramid- Does the associate consistently use probing questions? 1 2 3 4 5 

Comments: 

Common Objections – Is the associate prepared to address most common-heard 
objections? 

1 2 3 4 5 

Comments: 

LAIR – Does the associate consistently Listen, Acknowledge, Identify and Resolve when 
handling objections? 

1 2 3 4 5 

Comments: 

Logical vs Emotional – Is the associate able to differentiate between logical and 
emotional concerns? 

1 2 3 4 5 

Comments: 

Solutions – Does the associate consistently use techniques such as Feel, Felt, Found? 1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 





Optimum Retail Solutions Page 187 

Skill Check – Step 6 Print Name ____________ 
Turnover is the process of introducing another associate into a customer interaction with the 
intent of closing the sale today. 

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Why – Does the associate understand the benefits of T.O.? 1 2 3 4 5 

Comments: 

How – Does the associate know the 5 steps to initiating a T.O.? 1 2 3 4 5 

Comments: 

Do – Does the associate consistently use T.O. to close sales today? 1 2 3 4 5 

Comments: 

Receive – Does the associate know the 3 steps to properly receiving a T.O.? 1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 7 Print Name ____________ 
Close – the process of gaining commitment from the customer to purchase your product. 

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Categories – Does the associate know the three basic types of closes? 1 2 3 4 5 

Comments: 

Buying signals – Is the associate able to identify customer buying signals? 1 2 3 4 5 

Comments: 

Use – Does the associate consistently use one of the basic closing categories to gain 
commitment from the customer? 

1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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Skill Check – Step 8 Print Name ____________ 
Confirmations and Referrals solidify today’s sale and plant seeds for future business. 

Skill Check Your facilitator and/or manager will observe these key behaviors or tasks to assess and help 
you incorporate these skills from the session.  Scale:  1=Needing work to 5=High proficiency 

Confirmations – Does the associate consistently affirm the customer’s buying decision? 1 2 3 4 5 

Comments: 

Referrals – Does the associate consistently ask for referrals and write thank you notes? 1 2 3 4 5 

Comments: 

Referrals – Does the associate consistently send notes for other special occasions? 1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

1 2 3 4 5 

Comments: 

General 
Comments: 

Personal Plan  Develop up to three actions to accomplish this Step. 

Action One 

Action Two 

Action Three 

Associate Date:  ________________  Signature:  _______________________________ 

Facilitator Date:  ________________  Signature:  _______________________________ 
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About the Author 
Vince Rath With many years of retail operations experience, Vince has the expertise to 

identify opportunities that make stores more productive and profitable. 

As part of the Senior Leadership team for a Berkshire Hathaway retailer, he 
supervised $100M in sales and over 400 associates.  In that role, he led the 
company’s expansion into the Northeast by opening 37 locations on time and 
under budget.  Recognized as a top producer in each position held and chosen as 
a member of multiple subcommittees including: Management Development 
Program, Marketing, Merchandise, Mission and Vision, Growth and Innovation, 
Training and Real Estate. 

Vince is also familiar with the independent retail environment.  As an active 
member of the Executive Team for a regional multi-unit retailer, he created 
policies, programs and procedures, which prepared the organization for growth.  
In addition, customized sales and management training, which produced a 
common organizational language and delivered double-digit sales improvements. 
Special Events performance increased 84% by “operationalizing” merchandise 
and marketing efforts. 

Today Vince operates Optimum Retail Solutions, optimumretailsolutions.com, a 
consulting firm devoted to helping retailers improve their execution and flourish in 
a highly competitive landscape.  We can provide customized approaches to sales 
and management training, leadership development, marketing solutions, 
merchandise analysis and financial oversight. 

Contact Feel free to send an email to Vince@optimumretailsolutions.com for more information. 
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