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Getting Started 
Performance 
Purpose 

The purpose of these activities is to establish: 
 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 

Jones Bros. Jewelers welcomes you to this special course, 
Selling the Jones Bros. Jewelers Way.  As a sales 
associate and a participant in this course, you are the most 
important performer to the success of our organization. 

Performance 
Expectation 

Performers, Participants in Training, are expected to complete the 
following tasks on the job: 

 Use the Eight Steps of the Jones Bros. Jewelers sales
process in order.

 Properly Position yourself in the store.
 Consistently use the Stage Tools with the customers.
 Show Merchandise as instructed in this training.
 Enhance the customer’s experience and improve your sales

results effectively.
 Adopt the Selling the Jones Bros. Jewelers Way language

and philosophy.
 Role-play often to improve your skills and keep them sharp.

Learning 
Methods 

Regardless of your experience level, practice and repetition keeps 
your skills sharp.  Activities in the “classroom” provide multiple 
opportunities to bring real life experiences to life.  Return to this 
material often to incorporate a “rehearsal” into your 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 a few helpful rules: 

 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 
Sales vs. 
Products 

The material is about the sales process and focuses on the art of 
selling in a retail store.  Therefore, product knowledge is in general 
terms. 

It is highly recommended you learn a few basic elements about 
jewelry and the industry before undertaking this course. 

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. 

Before Engaging 
a Customer 

It would be very beneficial to know the following before engaging 
with a customer. 

 The different types of precious metals.
 The birthstones for each month and something interesting

about each.
 A conversational understanding of the 4 C’s of diamond

grading.
 The difference between prong, bezel, channel and pave

setting styles.
 The names of various ring styles, i.e. cathedral, bypass,

and solitaire.

Follow up Review each step as you learn this material and ask questions 
when you do not understand.  To be more proficient and 
successful you must practice, practice and practice what you have 
learned. 

Icon Keys You will find some special icons for your enjoyment: 

Identifies role-play and other practice exercises; “It’s time to 
practice!” 

Identifies some bright ideas 

Identifies the Diamond Points to remember 
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Selling the Jones Bros. Jewelers Way 
Overview Selling is a skill and everyone can become more persuasive with 

enough practice.  Throughout this material, you will learn new 
techniques that develop the foundational skills for every day 
practice. 

Performance 
Objective 

Participants will be able to: 

 Recite the eight Jones Bros. Jewelers sales steps.
 Organize the sales process in order.
 Talk with other associates using the Jones Bros. 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 
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Selling the Jones Bros. Jewelers Way, continued 
Sales 
Skills 

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 Jones Bros. 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 8 Step Jones Bros. 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: ______________________________________________________________

______________________________________________________________

______________________________________________________________



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 
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 
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: ______________________________________________________________

______________________________________________________________

______________________________________________________________

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 
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 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 Jones Bros. Jewelers Greeting to the 

customer.
 Explain how to connect with the customer. 

Table of Contents 

Topic Page 

Greeting 10

The Jones Bros. Jewelers 
Greeting 

10 

Build Connection 10 

Greeting – Role Play 10 

Continued on next page 
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Step Two – Greet, continued 
Greeting There are three basic greeting styles: 

 Social

 Service

 Merchandise

The Jones 
Bros. 
Jewelers 
Greeting 

The goal of any greeting is to use the Jones Bros. 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 standard Jones Bros. Jewelers greeting is: 

“Welcome to Jones Bros. Jewelers.  My name is ________ and you are?” 

Three main objectives with every greeting at Jones Bros. 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 
Greeting – 
Role-Play 

Choose a partner and assume the roles of sales associate and 
customer.  Use the Jones Bros. 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 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 
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 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 romantic 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 
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 
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 
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 Jones Bros. Jewelers has many advantages.
 Customers matter to us.
 Dedicated service since 1939.
 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 
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 Jones Bros. 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 romantic selling? 
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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 
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 
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 
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 
Role-Play Following the instruction of the facilitator, you will practice some of the delivery 

solutions. 

Recap and 
Review 

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 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 
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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 turnovers 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 
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 
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 
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 
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 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 Jones Bros. Jewelers that increases your 
close success. 

Performance 
Objective 

Participants will be able to: 

 Define the three types of closes.
 Demonstrate 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 
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 
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 
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 – 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 – 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 
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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 worksheets, exercises and references 

used in the course work. 

Table of Contents 

Topic Page 

Power Presentation Outline 
Group Exercise 

42 

Romance Homework 
Group Exercise 

43 

Objection Pyramid Exercise 44 

Skill Check – Step 1 45 

Skill Check – Step 2 47 

Skill Check – Step 3 49 

Skill Check – Step 4 51 

Skill Check – Step 5 53 

Skill Check – Step 6 55 

Skill Check – Step 7 57 

Skill Check – Step 8 59 

Continued on next page 
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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 romantic words or phases that describe jewelry. 

Romantic 
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  

____________________________ _________________________________

____________________________ _________________________________

____________________________ _________________________________

____________________________ _________________________________

____________________________ _________________________________

____________________________ _________________________________

____________________________ _________________________________
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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 Jones Bros. Jewelers  Greeting: Does the associate know and consistently 
use the standard Jones Bros. 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: _______________________________
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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 he developed customized sales and management training 
which produced a common organizational language and delivered double-digit 
sales improvements.  Special Events performance results also 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.  He provides 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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