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Active listening, 84
Additional sales, ways to make, 126–127
After-sale service:

broken dreams and, 144–145
ideal scenario for, 146–147

Alternative purchases, timing and, 41
Apologies, offering during busy times, 66, 67
Appointments, suggesting at busy times, 67
Aristotle, 153
Assistance, providing to other team members, 53
Atmosphere, importance of store’s, 63–64

Belkadi, Hamida, 153
Births, celebrating of, 138–139
Body language:

buying signals and, 115–116
when welcoming customers, 76

Bousseffa, Eric, 73
Brand:

care and maintenance advice about, 123–124
discovering how customer feels about, 85
handling objects with elegance and respect, 98–99
sale ambassador as, 3–5
staying in touch with events around, 140
thanking customer for choosing, 81

Broken dreams, after-sales service and, 144–145
Business cards:

exchanging of, 87
offering two, 132

Busy times:
helping customers during, 51–52
keeping service level up during, 66–67

Buying signals, being aware of, 115–116

Care, giving advice about purchase, 123–124
Cartier, 1, 17
Catalog, offering to send, 55
Celebrations, reminding customers of occasions 

for, 38
Celine, 35
Choice:

advising honestly on best, 119
customer’s other choices as competition, 11
timing and, 40

Christian Dior, 61
City, providing information about, 71
Clothing, getting clues about customers from, 77–78
Competition:

customer’s other choices as, 11
knowing about, 48
learning what customer thinks about, 85
seeing “not buying” as, 26–27

Complaints, seeing as opportunity, 25

Complimentary services, offering of, 118
Compliments, offering to customer, 24
Concluding of sale, 113

advising on care and maintenance, 123–124
buying signals and, 115–116
“immortalizing” purchase, 122
reassuring and, 120–121
staying in touch after, 140
story and outcome, 128, 151
suggesting best solution, 119
suggesting ways to give, 125
timing and, 41
tips for, 117–118

Confi dentiality, importance of, 14
Congratulations, offering to customer, 23
Consistency, importance of, 50
Contacts, turning into experiences, 20
Creations. See Brand
Curiosity, creating in customer, 96–97
Customers. See also Emotions; Welcoming and 

discovering
acquiring for life, 134–135
adapting to needs of, 56–57
consulting with about ways to stay in touch, 141
cost of lost, 9
listening to story of, 21–22
providing enjoyable experience to, 8

Database, of customer information, 137
De Beers, 153
Details, paying attention to store’s, 65
Discretion, importance of, 14
Display models, limiting of, 95
Doorman, hiring for busy times, 67
Duntze, Charlotte, 93

Emotions, of customer, 93
creating curiosity, 96–97
creating link between customer and piece, 103
encouraging customer to try on piece, 106–107
handling “Let me think about it” customer, 

109–110
handling objections, 111
handling pieces with elegance and respect, 98–99
keeping proposals simple, 95
personalized surprises and, 117–118
positioning proposal, 100–101
presenting price, 108
sale ambassador’s role and understanding of, 10
story and outcome, 112, 150
telling stories, 104–105
using light, 102

Energy, maintaining when busy, 51–52
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Engraving, offering of, 117
Events and activities, of local area, 71
Expectations, exceeding of customer’s, 13
Eyes, “listening” with, 77–78

Four Seasons, 129
Frame of mind, of Sales Ambassador, 17

avoiding preconceived ideas and prejudices, 29
complimenting customers, 24
congratulating customers, 23
establishing person-to-person contact, 19
handling complaints, 25
handling mistakes, 31–32
listening to customer’s story, 21–22
making service gestures, 28
seeing “not buying” as option, 26–27
story and outcome, 33, 149
turning contacts into experiences, 20
working as team player, 30

Gift purchases, 81, 125
Gifts, with purchase, 131
Gift wrapping, offering of, 118
Guten, Michel, 1

Home delivery, offering of, 118

Impressions:
importance of fi rst, 6
importance of last, 133

Introduction, of self, 87

“Just looking” customers, 88–89

Knowledge and information:
about making of pieces, 70
sharing with customer, 39

Lahirle, Jean, 35
Last impression, importance of good, 133
“Let me think about it” customers, 109–110
Le Troquer, François, 17
Lexus, 73
Light, using to advantage, 102
Listening skills:

listening carefully, 84
listening with eyes, 77–78

Lost sales, analyzing of, 58
Loyalty, building customer’s, 129

after-sales service and, 144–147
asking for referrals, 142–143
celebrating births, 138–139
making good fi rst impression, 6
making good last impression, 133

offering gifts linked to purchase, 131
offering two business cards, 132
preparing for another visit, 134–135
product care advice and, 123–124
quality and service and, 7
remembering each customer, 136–137
staying in touch, 140–141
story and outcome, 148, 151

Maintenance, giving advice about product’s, 123–124
Mental fatigue, handling of, 51
Mercer, Tracy, 129
Mistakes, handling of, 31–32
Moët Hennessy, 93
Music, as metaphor for selling, 45

Network, of customer, 8–9
Nicolas, Laurence, 61

Open questions, 79–80, 82–83
Open statements, 86
Organization, importance of, 68

Perrin, Alain Dominique, xi
Perruchot, Olivier, 113
Personal events, as reason to stay in touch, 138–139
Personalization, of service, 49
Person-to-person contact, establishing with 

customer, 19, 21–22
Photographs, providing of purchase, 122
Piaget, 113
Pieces. See Brand
Preconceived ideas, avoiding, 29
Prejudices, avoiding, 29
Preparation for selling, 61

attending to details, 65
creating atmosphere, 63–64
knowing near-by events and activities, 71
knowing stock, 69
learning about creation of pieces, 70
preparing selling tools, 68
serving at busy times, 66–67
story and outcome, 72, 149

Price:
how to present, 108
personalized service as justifi cation of, 12

Proposals:
keeping simple, 95
positioning of, 100–101
reformulating of, 90

Questions, asking open, 79–80,
Questions, quality over quantity, 82–83
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Reassurance, at conclusion of sale, 120–121
Referrals, asking for, 142–143
Reformulation, of proposal, 90
Remembering, of customers:

database for information, 137
importance of, 136

Repeat business, 37
Romance, enhancing pieces with, 103

Sales:
analyzing lost, 58
analyzing successful, 56–57

Sales ambassadors, 1. See also Frame of mind; 
Savoir faire

as the brand, 5
choice and competition and, 11
cost of lost customer and, 9
customer treatment and, 7
discretion/confi dentiality and, 14
emotions of purchase and, 10
exceeding of expectations, 13
experience of customer and, 8
loyalty and trust in, 6
price and, 12
story and outcome, 15, 149
vital role of, 3-4

Savoir-faire, of Sales Ambassador, 35
analyzing lost sales, 58
analyzing purchases, 56–57
anticipating celebrations, 38
being consistent, 50
developing pleasant voice, 47
giving time, 42–43
helping others, 53
knowing competition, 48
maintaining energy, 51–52
personalizing service, 49
practicing/preparing/improvising, 45
selecting words with care, 46
selling style, 37
sharing information, 39
story and outcome, 59, 149
timing comments and questions, 40–41
using silence, 40, 44
using telephone, 54–55

Selling style:
defi nition of successful, 37
having adaptable, 7, 77

Senses, appealing to customer’s, 106–107
Services, offering to customer, 28
Silence, importance of occasional, 40, 44
Skills, sharpening of, 154

Smell, appealing to customer’s sense of, 
106–107

Smiles:
welcoming customers with, 75
when speaking, 47

Special days, as reason to stay in touch, 141
Stock, knowing about available, 69
Storytelling, to make creation come to life, 

104–105
Surprises, to help conclude sale, 117–118

Taste, appealing to customer’s sense of, 
106–107

Team/team work:
during busy times, 51–52
communication and, 30
offering assistance, 53

Telephone contacts, tips for, 54–55
Time:

power of proper timing, 40–41
as sales tools, 42–43

Tools, preparing of selling, 68
Touch, appealing to customer’s sense of, 

106–107
Trust, building with fi rst contact, 6
Trying on, encouraging of, 106–107

Value, adding to purchase:
with knowledge of competition, 48
with respect for object, 98–99

Voice:
improving tone and quality of, 47
on telephone, 54

Welcoming and discovering, of customers, 73
asking open questions, 79–80, 82–83
greeting with smile, 75
handling gift purchases, 81
handling “just looking” customers, 88–89
introducing self, 87
learning customer’s feelings about brand, 85
listening and, 77–78, 84
making open statements, 86
reformulating proposal, 90
story and outcome, 91, 150
using body language well, 76

Words, choosing with care, 46
“Wow” experience, providing of, 13

Yearly events:
as reason to stay in touch, 141
reminding customers to celebrate, 38
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