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USING YOUR BODY (LANGUAGE) TO MAKE SALES
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BUSINESS FEATURE

“That ring/watch/necklace is a lovely piece. Do you
know that it is available in other styles/contains a
diamond from the Ekati mines/comes with a free gift
{or any other attributes)?”

Alternatively, try asking what they like miost about
that piece, and hopefully get the customer 10

start talking.

If one item in particular continues to draw the

=ntion, ask if there's anything they

customer’
would like to know about that piece. One way 10
e

t be to say, "l can see that you really like

it. Do you have a specific purpose for it? A special
occasion, perhaps?”

The key is for staff 10 ask open questions that

help them to appear genuinely interested in the
customer, rather than the product.

IT'S CHEAPER ON THE NET

Every product and service has an in-built liability,
and a cheaper grice on the internet is a commen
liability nowadays for nearly everyone in traditional

retail, Rather than wait for the customer to raise the

issue — especially if that customer enters 1

armed with web print outs — staff should

Bringing up the issue of online pricing s
staff are aware and prepared,

if scmeone comes in and talks about a diam
they want to buy, but shows shock, disappol
or bemusement when told the price, staff sh
something like, “This ring has a retail price of
You may have seen one of these on a websit
$2,000-I've

n cne myself for $1,50C

NOT INTERESTED

If a customer is thinking critical thoughts, staff
might see the Critical Evaluation gesture: hand

to the face with the index finger pointing up the
cheek, while another finger covers the mouth and
the thumb supports the chin. Sometimes the index
finger may rub or pull at the eye as the negative
thoughts continue.

CRITICAL EVALUATION

If-a customer is polite enough tostill want to appear
interested, the Critical Evaluation position will alter
so that the heel of the palm supports the head as
boredom sets in,

CROSSED ARMS ON CHEST

Further evidence that a customer is having critical
thoughts are tightly-crossed legs, arms crossing the
body (defensive), while the head and chin are down
(negative/hostile).

In this case, a customer is non-verbally signalling
that they don't like what is being said, that they
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disagree or that they're holding back negative
feelings, but that's not all - studies reveal that when
customers fold their arms they are also paying less
attention to what's being said.

CHIN STROKE

The chin stroke signals that decision-making is in
progress. Staff should stay quiet and watch what
happens next. The gestures that follow the chin
stroke will show whether a customer is deciding
yes, no or maybe — leaning back in a chair says
no; leaning forward and picking up the itemor

brochure says yes.
SEE YA!

A foot pointing to the exit is a sure sign the
customer is about to leave, This is your last chance
1o convince them to make a purchase,

MAKING EXCUSES

Customer’s expose their palms when they are giving
valid reasons.

WHO WEARS THE PANTS?

When presenting ideas, products and service
couple, be sure to watch who mirrers whom
will show where the ultimate decision-makin

power lies.
WHATTO DO

Upon seeing any of the above gestures, staff
should act quickly 1o move a customer into a
mare receptive position. A simple but effecti
tactic is to give the customer something to h
= handing them the item, a catalogue ora sa
can work wonders.

Asking a customer to lean in to lock more clc
an item can also be an effective means of op
the arms-folded position. Lean forward with |

up and say, | can see you have a question. W
would you like 1o know?" or "What's your opir
Then sit back to indicate that it’s the custome
turn to speak. Any palms-up gesture tells a

customer to be open and honest because th

what you're being.



COMMON RETAIL MISTAKES

+ Failing to acknowledge the customer, who then
feels “invisible”;

- Staying behind the counter - the counter is a
barrier to open and honest discussion;

Giving another customer a warmer welcome,
one that might make the initial customer feel
second rate;

- Not having a strategy to challenge cheaper price
elsewhere objections.

ey're really selling, you'll soon see why theirs is so much cheaper”
 this point, staff can follow up with why their ring is so much

=tter, and therefore, dearer,

zver be embarrassed by price difference. If anything, it's best to
:g about why an item is dearer. Salespeople who do this and list
the added features and benefits will end up with customers who

ieve they are getting a bargain,
{EADING FORTHE DOOR

e customers turn to leave without making a purchase, they're
ically a lost cause,

2 ick is to recognise the body language of someone about to
«ve and head them off, non-physically, before they do.

st people will turn their hips towards the exit and often their front
twill paintin the direction they wish to take. People do this in
“eral conversation when they're about to make their escape,

en staff see this happening, they should know it's the last chance
“onvince customers to purchase,

this point, quickly and succinctly reiterate the products that have
=n discussed, including the benefits and features.

<& mention once more of any emotional attachment the client

iht have shown with an item but remember that not everyone is

position to buy all the time.

sstomers really want to,go, let them go, but make sure they leave
1 a smile ~ they might be back soon, #

ALLAN PEASE has co-authored more than a dozen
books on body language and is considered an expert

in the field. He offers keynote addresses; books,
video and audio programs, TV shows and advice on
personal image. Visit: peaseinternational.com
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