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I. INTRODUCTION

Intr oduction

There are many different places where your
customers can buy pet supplies and related
products. Today’s customers have many
optio ns for their companion animal
needs, including big box stores , mass
merchandis ers, grocery stores and onlin e
sites. The major reason consumers shop at
your pet center is because of the customer
service you provide.

You are selling service , something inde-
pendent pet supply stores can provide bet-
ter than the big boxes. But what exactly
does service mean?

Service can mean different thing s to dif-
ferent customers . To some it means saving
time and money . To others, it means get-
ting the help they need and being able to
buy everything for their pets at one store.

Learning Objec tive s

This chapter will give you a better under-
standing of customer service and sales tech-
niques. After completing this module, you
should be able to:

*Demonstrate effective sales techniques.
*Explain the four types of customers and

how best to serve them.

* Define elements of customer satisfaction.
* Engage different types of customers.

* Handle complaints and returns.

* Describe important components of tele-
phone sales.

Customer Needs

Today’s consumers are hungry for informa-
tion. They are better educated and, therefore,
are more demanding of the service they
receive. They have many choices to pur-
chase products for their pets, and they won’t
continue to shop at a store that doesn’t pro-
vide the customer service they seek.

What makes it even more complex is that
your customers’ needs are constantly chang-
ing.

Think of your own shopping experiences.
At times, youwant to get in and out of the
store quickly. Sometimes you need more
help in deciding what products you need.
Other times, youwant to find the very best
price.

Your customers are the same way. They want
companion pet products that will fill their
needs. Just as customers are responsible for
their pets, youare responsible for educating
them and selling the products that will best
service their pet supply needs. Customers

want to deal with knowledgeable and courte-
ous sales associates who can show them
how to care for their pets correctly.

Customer Satisfaction

To deliver effective customer service you
need to understand:

* Your customers’ expecta tions.

* What they like or dislike about their
shop ping experiences .

* Information about the products you sell
to help customers make well-informed
buyin g decisions.

Providing this type of customer service
requires effective communication and
proper selling skills. Once mastered, the
skills illustra ted in this chapter will make
your job easier and more fun. They also
will help you become a more valuable
employee.

Il. ELEMENTS OF
EFFECTIVE SALES

Whether yourealize it or not, every time
you interac t with customers you are sell-
ing . While many retail sales associa tes
might have a negative impression of the
sellin g proces s, selling is a natural activi-
ty that invo lves using good liste ning
skills, asking the right question s and pro-

viding simple and honest answers. In
other words—good selling is about effec-
tively communicatin g with customers.

It’s All About Helping Custom ers

Some store associa tes are resis tant to the
actual sellin g proces s because they have a
negative, preconceived attitude about
overly aggressive or “hard” sales.

Perhaps it’s best to thin k of selling as
educating the customer. Keep in mind that
customers come to your store because they
want to purchase products for their pets or
they have a problem they need your help
solving .

Don’t think of it as trying to sell them
somethin g they don’t want. Good selling
requires the confidence that you are help-
ing customers , as well as the right attitude
and level of interest.

Product Know le dge—T he most impor-
tant thing youneed to know to sell effec-
tively is information about the pets and
pet products you sell. With new products
coming out almost daily, you must work
to stay current with available new prod-
ucts, including how they are made, what
they can do and how they will help your
customers.
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While this might seem like a daunting
task, remember that you are not alone.
You have tremendous resources available
through your PIDA distributor , their reps
or manufacturer’s reps that service our
industry .

Service —You must be eager and willin g
to answer questions and help customers
solve their problems, whether it is find-
ing something in the store or with a spe-
cial order.

First, help customers decide what it is
they really need. Then help them figure
out the best products or the best way to
get the results they want.

Listening —When you are working with
your customers, listen carefully to what
they say. If you are not sure youunderstand,
state in your own words what you think
they said and ask if that is correct.

Listen to their entire question. Provide the
best possible answer based on what you
know. If youdon’t know the answer, don’t
be afraid to tell them so. Then ask a store
employee or manager who does know the
answer.

Common Courtesy—Sh ow every cus-
tomer your apprecia tion for choosing

your store. Always say “please” and
“thank you.” Don’t forget to hold the door
for customers and offer to carry large

packages or bags of pet food to their car.

Empathy — Always remember to treat
customers how you would like to be treat-
ed if you were in their place.

Dev elop Relationships —Over time,
you will start to develop relation ships
with your regular customers. You will
become someone that they rely on for
information about their pets and product
recommendations, and because of this
respect, they will loyally return to you
and your store.

IlIl. FIRST IMPRESSIONS

Always remember that the experience the
customer has in your store is greatly influ-
enced by two experiences —their first
impress ion and their last.

Good first impressions help set a positiv e
tone for the entire store visit. A good first
impress ion starts with the proper greet-
ing. Even if you are busy with a customer,
you must acknowledge the customer that
just entered the store and tell them you
will be right with them. This will show
the customer you are aware of them.

Most customers want you to make them
feel both welcome and important when
they enter the store. Many also want to
establis h a friendly rapport with a repre-

sentativ e of the store before the sales
process begin s. Instead of starting the
process by asking the customers what
they need, make an openin g friendly com-
ment instead, such as “Hello, welcome to
(insert store name),” or “It’s good to see
you today.”

Smile—Y our smile tells customers they
are your top concern and that you are eager
to help them with their needs.

Eye Contac t—The best way to show
customers that they have your full atten-
tion is through direct eye contact. When
you are looking around the store while
talking to a customer, it sends the mes-
sage that you prob ably are not liste ning
to or thin king about what they are saying.
Makin g eye contact with customers helps
build trust and establish your credibility .

Courteou s Attitude—Everyone wants
to be treated with common courtesy and
respect. Courtesy is more than saying
“Please” and “Thank You.” It also
includes opening doors, allowing others
to go first, and pickin g up and carrying
products for the customer.

Your willing ness to stop what you are
doing and solve customers’ problems is
demonstrated by the express ion on your
face, how you stand and how you move.
All thes e thing s tell your customer that

you are truly gladthey came into your pet
center and that you are eager to help them.

Proper Dress—M any pet centers require
emplo yees to wear some type of uniform.

This helps customers easily identify who

is a store emplo yee. Uniforms may range

from a shirt with the store’s logo on it to

a vest or apron.

No matter what your store’s dress code, it
is important that your appearance be clean
and neat. Your name badge should be clear-
ly visible at all times.

Acknowledge Regula rs —Over time,
you will get to know customers who shop
frequently at your store. Let them know
you appreciate their repeat busines s by
welcoming them back by name.

IV. CUSTOMER TYPES

There are several different ty pes of cus-
tomers you will encounter when workin g
at a pet center. Understanding the differ-
ences can help you determine what is most
important to each customer.

Needs Change Cons tantly

The most important thing to remember is
that customers’ needs may change depend-
ing on the reason why they came into the
store. Sometimes customers may need a lot
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of help with a problem their pet is having.
Other times, the same customer may just be
purchasing food or everyday pet supplies
and be in a hurry to get back home.

What makes working with customers so
intere sting is that every time the door
opens, you needto figure out what ty pes
of shoppers are entering the store. Only
then can you meet their needs and exceed
their expectations.

Hobbyists

These customers spend more time in pet
stores and are usually not in a hurry. They
enjoy looking at new products, or the ani-
mals you stock, and they like to ask
questions.

How to Serve Them —These customers
usually will not need assistance in finding
products. However, when they do have
questions, they expect you to know the
answer. They also want information on
new products.

High-Conve nience Custome rs—
These customers want a hass le-free shop -
ping experience. They do not want to wait
in lines and will be frustrate d if they can’t
find a partic ular product. If they do need
help finding something, they expect
immediate assistance .

This type of customer will stop coming to
your store if you do not have what they
want when they want it.

How to Serve Them—Help these cus-
tomers find what they need as quickly as
possible. Also, if you see these customers
waiting in along line, open another reg-
ister (if possible) to accommodate them.
It’s also a good idea to offer help with
heavy or bulky packages, such as large
bags of pet food, pet cages, cat scratch
posts , aquariums, etc.

Price-Driven Shoppers

These customers do almost anything in
order to get the best price. Price-driven
sho ppers may come into your store, get
all the information they need and go
somewhere else to make the purchase
because of a lower price. They frequently
ask about prices and special deals.

How to Serve Them—These customers
may be your biggest challenge. It is
important to remind them that your

store’ s prices may not be the cheapest,
but they are competitive.

If the customer says they saw a product
somewhere else for much less, ask them if
they are sure it was the exact same prod-
ucts (same size , same weight/quantity ,

same formulation, etc.). Also be aware if
your store has a price-matching policy to
meet competito rs’ advertis ed pricing. If
you store does have a price-matchin g pol-
icy in place, kno w the details of the poli-
cy or ask your store manager.

High-Touch Customers

These people usually need more help than
other customers , especially with potential
hig h-ticket purchases, such as aquariums,
animal purchases with accessories, etc.
They need help with product selection and
information on the pet they are purchas-
ing or details on how to use the products
they are considering.

How to Serve Them—This is where
you can put the kno wledge you learn from
this training course into action. These
customers will ask a lot of question s. If
you can answer them effectively , high -
touch customers will return to your pet
center repeatedly.

Time-Pressed Customers

This customer group wants to get in, find
what they want and get back out again
quickly . Time-pres sed customers expect
youto have the products they want and the
quantities they need immediately on hand.
Time-pressed customers often have a spe-

cific problem to solve.

How to Serve Them—Like the high-con-
venience customer, these customers want
youto do everything possible to solve
their specific problem and get them in and
out of the store as quickly as possible.

V. DELIVER CUSTOMER
SATISFACTION

Customer service is a sometimes overused
term that can be vague and hard to fully
understand. What more accurately pin-
poin ts what customers want is a satisfy-
ing shop ping experience.

Custome r Expec tations

While different types of customers will place
different levels of importance on the various
elements that make up their shopping expe-
rience, all of them have basic expectations
that determine customer satisfaction.

Abasic understanding of the elements of
customer satisfac tion will help you deliv-
er them. Remember, selling is noth ing
more than helpin g customers get what
they want—a satisfyin g shopping experi-
ence that will educate them, exceed their
expectation s and keep them coming back.
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Save Money Easy Returns tomer know that you will get the answer Common resources include book s and

For many customers, saving money is the
primary factor in choosing where they
shop.

Since you have direct contact with cus-
tomers, you are the one most likely to hear
if customers think a price seems unfair. If
youregularly hear comments from different
customers about a particular product or prod-
uct category, be sure to pass this informa-
tion along to your supervisor.

Be careful never to agree with a customer
that a price is too high . The first response
is to be sure that you both are talking
about the same exact product. In many
cases, the customer is not comparing
“apples to apples.” so to speak. If the
products are not identical, handle the situ-
ation profess ionally by calmly explain-
ing the differences in size, formula or
manufacturer.

If the product is more expensive than the
exact same product, let the customer know
you will relay this information to your
supervisor immediately . Then thank the
customer for brin ging this to your atten-
tion to help diffuse the situation.

Be sure you fully understand your store’s
return policy . If a customer wants to return
or exchang e merchandise and you don’t
have authority to take returns, quickly
find some one who can help.

Customers returnin g merchandis e may be
angry and uncomfortable. T elling them
you will make the situation right will put
them at ease and alleviate their anxiety .
Remember, solving a customer’s prob-
lem—even by returnin g merchandis e—
creates loyalty and lon g-term customers .

Save Time

Today’s time-pres sed customers are always
lookin g to save time. This doesn’t mean
they want to be rushed while in the store.
Instead they want to get everyth ing they
need at one store and avoid repeat trips for
things they may have forgotten.

Get Answers

When customers have a question, they
will look for the closes t employee.
Ideally , you will be able to answer any
customer’s question on the spot.

However, if you don’t know the answer,
don’t guess. Be honest and let the cus-

immediately . Enlist help from another
sales associate or your manager. Be sure
stick around and liste n to the answer so
the next time the question comes up, you
will kno w the answer.

Find Products

While the store’s layout, design and sig-
nage are important elements in saving
customers ’ time and makin g it easy to find
products, don’t underestima te your role.
You can help by:

* Stockin g merchandis e in its proper
location.

* Fronting the merchandis e (pulling prod-
ucts to the front of the shelf) to make it
easier for customers to see all the options.
* Turning products so the labels face the
front.

* Returnin g products that are out of place
to their prop er location.

* Knowing the departments, aisles and the
categories within each aisle so you can
escort customers quickly to the products
they need.

Understand My Pet

Customers want the latest information
related to their companion pets. Knowing
what resources your store has available is
essential.

videos, manufacturer web sites , vendor
product demonstration s, product displays,
brochures , product literatu re, magazines
and, of course, your product knowledge.

One-Stop Shopping

Customers want to be able to make just
one stop when shopping for their com-
panion pet needs.

Since you are in direct contact with cus-
tomers every day, youknow when someone
comes in and asks for something that you
don’t have. You also know when customers
have bought up your entire stock of a par-
ticular product. Passing this information on
to your supervisor can help your store
deliver better customer satisfaction.

Easy Check Out

Customers hate waiting in line to check
out. Facilitate a speedy checkout proces s
by making sure the correct bin tags are
placed on products and replacing bin tags
or sale sign age that has fallen or been
removed.

Knowing that you are doing everything
you can to facilitate a quick and accurate
checkout process will leave a lasing
impression on customers.
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Enjoyable Shopping

Customers want a clean, comfortable and
relaxing shopping environment. Keep
aisles clear and free of clutter and make sure
displays are stocked, clean and organized.

Special Services

Customers want to be able to talk to

kno wledgeable employ ees who can pro-
vide special services quickly . These serv-
ices might include delivery, installation
of special items such as aquarium or
ponds, pet cleaning and grooming , spe-
cial orders, product assembly and even
rental.

Be sure to kno w what special services
your store offers and how to help cus-
tomers take advantage of them.

VI. ENGAGE THE
CUSTOMER

Good selling requires effectively commu-
nicating with customers. And before you
can provide the answers your customers
are look ing for, you first must ask the
right questions.

It’s important to ask question s that solicit
more than just a “yes” or “no” answer to
obtain useful information and get the con-

versation started. For example, inste ad of
asking “May I help you?” ask “How may I
help you?” or “What can I do for you
today?” Askin g what type of animal the
customer is shop ping for also can help
create a good dialogue.

When you ask the customer how you
might help, you are likely to hear three
common responses : “I know what I want,”
“I’'m just lookin g,” and “I’m not really
sure.” Each one will require different
actions on your part.

“I Know What I Want”

These customers will probably require
three thing s from you:

* Product Loc ation—If your store has
aisle markers, focus on memorizing the
aisle s, the numbers and what products are
on the aisles. These customers probably
will ask you the aisle where the product
they are lookin g for is locate d. Whenever
possible, go with the customer to where
the product is located to make sure they
find the product and answer any question s.

*Help Carrying Large Items —If this
customer is buying many items or bulky
products, he will expect you to help him
carry them to the register and maybe even
to his car. Offer to help before being asked.

* Product Reco mmendations —The
customer may want your input on whether
a particular product will solve her problem
or is the best fit for her needs. Ask ques-
tion s to discover the underlyin g problem
and ensure the customer has a positive
outcome . For example, if a customer asks
for your opinion on a specific flea reme-
dy, let him know that he may need to use
multip le products (shampoo, sprays, fog)
to eliminate the problem.

“I’m Just Looking”

These customers generally expect one
thin g from you—just enough attention.
They want to be left alone to look at the
products, read labels or try to figure some-
thin g out. However, if they have a ques-
tion , they expect you to be available with
an answer.

You can best serve this customer by ask-
ing, “Is there somethin g in partic ular
you're look ing for?” If she says “Yes,”
you can take her to the correct area and let
her browse. Or ask the customer if she is
shop ping for a dog, cat, small animal or
other pet. This often opens the door for
further conversation and a chance to rec-
ommend new products or sale items .

“I’m Not Really Sure”

These customers require the most help
from you. These customers expect you to
suggest solutions and make product rec-
ommendations. Th ey may be lookin g
more for information and ideas than for
specific products.

The best way to help this customer is to
ask questions and liste n carefully to the
responses. First, find out how much the
customer already kno ws. A goo d question
is, “Have you used this product before?” If
so, the customer probably has a specific
question or problem in mind. If not, then
you kno w your explanation will need to

be more detaile d.

Another good question to use is: “Have
you look ed at other products like this? ” If
the customer answers yes, follow this
question with: “What did you lik e or dis-
like about the other products?” His answer
will tell you if the problem is one of price
or product features. Again, if the customer
answers no, you will need to explain what
your product will do for them. Be sure to
summarize the customer’s points before
makin g your final recommendation.
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VIil. CUSTOMER
COMPLAINTS

Eventually , you are goin g to encounter
upset customers. They may be upset
because the product they bought did not do
they job they wanted or they did not
receive the service they expected.

A Golde n Oppor tuni ty

As youencounter these customers, you
need to remember that how you handle the
situation is extremely important.

When you meet or exceed the customers’
expectation s, it represents a golden

opp ortunity to turn thes e people into

long -term, loyal customers. If you don’t
resolv e the situation to their satisfaction ,
you might not only lose these customers
for good, but more than likely they will
tell others about their bad experience,
which could cost you potential customers .

Don’t take it personally. Also keep in
mind that most manufacturers have liberal
return policies, which will enable you to
take care of your customers so they are
satisfie d with the outcome.

Returns

The majority of customer complaints will

involve areturn. Many times customers will
be unhappy with a product they purchased
and will want to return or exchange it.

First and foremost, you must know your
store’ s return policy—in side and out.
Return policies can range from a no-has-
sle return on all products to an absolute no
return policy . Your store’s policy proba-
bly is based on past returns. It is designed
to satis fy as many customers as possible
while protecting the store.

The store policy should be posted where
employ ees and customers can read it if
there is a question . If your customers have
a prob lem, you want to be able to follow
the policy with confidence. If you have
any question s, ask your supervisor .

Keep in mind that your puppy return poli-
cy will be very different than your fish
return policy , which will be different from
your reptile return policy. Make sure you
know them all.

Complaints

The critical thin g to remember about com-
plaints is that that they represent an
opportunity to turn an upset customer into

along -term, loyal customer.

While almost every store has a product

return policy , not as many have a cus-
tomer complaint policy. Customer com-
plaints can be very useful in helpin g your
store deliver customer satisfaction . If your
store has a complaint policy , be sure you
know it and understand it thoro ughly .

When a customer has a complaint, youmust
first know how much authority you have to
address the issue. For example, youmight
be expected to handle the situation on your
own or to have the customer fill out a com-
plaint form and take that to a supervisor.

Whatever your level of authority , be sure
youknow your store’s policy and stick to
it. Never promise customers more than
you can deliver.

What To Do

Whether you are handling a customer com-
plaint or a return, follow these basic
guidelines.

* Thank the Custome r and
Apologize—T o help diffuse the situa-
tion , the first thing you should do is
thank the customer for bringin g it to your
attention. You also want to apolo gize for
the fact that the customer had a problem.

* Avoid Embarrass ment—Re member
that customers are just as uncomfortable

in this situation as you are. Treat them
with courtesy and respect.

Politely ask the customer to move with
you to an area away from oth er customers
to discuss the situation . This is particular-
ly important if the customer is visibly or
audibly upset and will help avoid the neg-
ative impres sion this could have on other
shoppers. If the complaint is about a spe-
cific product, go to where the item is
located or to a work area where you can
lay the product down to look at it tog eth-
er. If there are forms to fill out, you might
ask the customer to go to the service area
to complete them.

* Listen to the Customer’s Problem—
Next, ask the customer to thoroughly
explain the problem. Do not interrupt while
the customer is talking. As you listen, take
notes on the important points of the com-
plaint. These might include:

o What the customer was expecting or try-
ing to do.

o What product or service they were using.
o Why they were disappo inted .

Taking notes serve two useful purposes.
First, it makes it less likely that you will
have to ask the customer to repeat any
part of the complaint. Second, it tells the
customer that you are intere sted and pay-
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ing careful attention to the problem.

*Use Understanding Comments —
When listening to the customer’s com-
plaint or explanation, use phrases like “I
see” and “Iunderstand.” These phrases do
not say the customer is right or wrong.
They simply let the customer know that you
are listening.

* Examine the Product—If the cus-
tomer has brought the product to the
store, look at it together . Let the customer
kno w that you see the issue(s) he identi-
fied. At the same time, point out anythin g
that may be out of the ordinary .

As youlook at the product together, the
prob lem may become less serious to the
customer. Most customers are reason able
people. If they see that they may have
caused the problem thems elves, their
expectation s for resolving the problem
are likely to change.

If your customers did not bring the product
with them, then youneed to arrange to
bring it to the store, if possible. If the
customer has already installe d the product
and it can’t be brought in (such as a large
aquarium), someone may need to go to his
home to see the prob lem and resolve it.
Be sure to talk to your supervisor and fol-
low established store procedures.

e Summarize the Situation —After the
customer has explained the problem, sum-
marize the important points of the com-
plaint in your own words. This allows you
and the customer to be sure youunderstand
each other.

* Ask the Customer’s Opinion —The
last thing you shoulddo before taking
action to correct the problem is to ask the
customer what she thinks should be done to
resolve the issue. In many cases, customers
expect less than you are prepared to offer.

If the customer recognizes that she caused
the problem, she often will decide to pay for
another product. If possible, a discount for
the customer’s time and effort to come in and
share their problem would be a nice gesture.

Whatever solution you offer, follow store
policy. If there is aquestion, ask your
Supervisor.

VIIl. PROVIDE PRODUCT
KNOWLEDGE

As the employ ee of a pet center, you have
a unique oppo rtunity to provide informa-
tion and help educate customers on some-
thing that is very personal to them —their
companio n pets .

You have the opp ortunity to help them

care for their pets prop erly and make the
time they spend with their animals more
enjoy able. No other type of retail trade
can deliver the satisfac tion you can pro-
vide to your customers, and the satis fac-
tion you receive by helpin g them.

Help Custom ers Solve Problems

This training program is designed to pro-
vide you with extensive product knowl-
edge information in regards to companion
pets. Even if your store does not sell a
particular companion animal, your cus-
tomers expect you to be able to discuss
their pets’ care knowledgably. They want
detailed product information, including
features and benefits, how it is used and/or
how it needs to be installed. Most impor-
tantly , they want your help solving their
particular problem.

Know Your Products

Knowing the products your store sells is
critic al to prov ide exceptio nal customer
service. There are many ways to learn this
info rmation :

* Othe r Employee s—One of the best
ways to learn is by listening to people
who already know about the product. If a
customer asks a question and you don’t
know the answer, ask someone else for

help. Th en stick around for the complete
explanation.

Ask question s if there is something you
don’t understand. The next time that ques-
tion comes up, you will be able to handle
it on your own.

* Custome rs —Another way to learn
more about products sold in your store is
to talk to customers. They may know from
personal experience how well a particular
product works. If you see customers with a
product you are not familiar with, ask
them if they have usedit before. If they
have, they probably will be happy to
share their success stories with you.

Customers generally are eager to share
what they lik ed and dislik ed about a prod-
uct, as well as any problems they may
have experienced. All of this is valuable
information for your own knowledge and
to share with other customers considering
the same product.

* Manufac turer Repres entatives —
Vendor sales representatives are industry
professionals who have a wealth of knowl-
edge about the products they sell. Many of
them frequently visit stores to conduct clin-
ics or to maintain theirdisplays.

They can tell you if a product sells well,
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how it is made and what this means to your
customers. Watching their product demon-

strations can help you learn valuable infor-
mation and effective techniques to commu-
nicate what you have learned to customers.

* Product Packa ging—Many product
packages now contain information that
can be useful to you and your customers.
By studying the packaging carefully, you
can learn a great deal about how the prod-
uct is made and how it should be used.

Manufacturers often provide videos, cata-
logs and specification sheets on their
products. In some cases, sharing these
materials with your customers may be
appropriate.

* How-To Resou rces—Many stores now
carry how-to pamphlets , books and
videos to help customers care for their
pets . Some stores even have reference
areas for customer convenience . You
should know where these resources are
located and the general information they
contain.

These resources can contain valuable infor-
mation. Take every opportunity to study
them to increase your own knowledge.

Explain Features and Benefits

The key to effective selling is to give cus-
tomers the information they need to make
an informed buying decision. At the same
time, youdon’t want to confuse customers
by giving them more information than they
want or need. That’s why it’s best to con-
centrate on a product’s features and benefits.

The features of a product are thin gs like
how it is made or what it is made from.
The benefit is what the product will do for
your customers (or their pet) or what it
will help them accomplish.

One of the best sources for feature and
benefit information is manufacturer litera-
ture, product packaging and the product
itself. Study these carefully to discover as
much as you can about the product. For pet
food products, for example, look for
information on nutrition al values and
ingredients. Wh en customers ask the dif-
ference between the pet shampoos you
carry, they expect you to be able to give
them information that will help them
decide which one is best suited for their
needs. Look for words lik e oily skin, dry
skin , allergy free, etc.

Knowing about product features and bene-
fits also will help you establish your cred-

ibility as an expert in your field.
Providing clear and complete answers will
encourage customers to rely on you when-
ever they have a question or need advice
on caring for their companion pet. How
yourespond will vary with every cus-
tomer, problem and product.

Show and Tell

Customers remember only about 10 percent
of what they hear, but about 80 percent of
what they see. Therefore you need to show
them what they need to remember when
they are considering purchasing a product.

1. Take It Off the Shelf —If you are
helpin g customers with small products,
take two from the shelf. Hand one to the
customer and keep the other to refer to as
youtalk. Give the customer a moment to
look at the product or packaging before
you answer any specific questions.

2. Point It Qut—If possible, point to
the part of the product or the packaging
that answers the customer ’s question . If he
doesn’t have any question s, begin by
talking about the product’s benefits .

Question s such as, “What is it made of?”
indicates that the customer wants more
information about the product, providing
the opp ortunity to go into detail about the

product’s features and benefits. Whenever
possible, refer your customer back to the
product or packaging .

3. Touching Leads to Buying—
Besides helping the customer remember
key features and benefits, placing the
product in her hands creates a sense of
ownership and makes the customer more
likely to buy the product.

4. Remove It From the Packaging (if
absolutely necessary and within reason)—
On occasion, a customer may ask to
remove a product from the package. He
may be trying to figure out whether it will
fit, or determine if it is made well.

Generally, if your store policy allows it,
this is okay if you can remove the product
without damaging the packaging. Never
allow a customer to take the product out of
the package; do it for him inste ad. Don’t
be surprise d if the customer asks you to
take a product out of the package, but then
wants to buy the same product in an
unopened package. She may be shippin g
the product or givin g it as a present.

If removin g the product from the packag-
ing is not an option , customers usually

understand if you explain.

5. Write It Dow n—If you are talkin g
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with customers about a product that is too
large to hold, use resources such as a prod-
uct brochure to help your selling efforts.
Don’t hand the brochure to the customer
immediately or youwill shift attention
from you to the literature. Instead, hold the
resource in your hand. If you plan to give
the brochure to the customer, use a pen or
pencil to highlight important facts first.

Always write your name and the store’s
teleph one number on the litera ture before
handing it the customer. This will help
him remember that he saw the product at
your store, even if he doesn’t purchase the
item on this trip.

IX. OVERCOME
OBJECTIONS

It is important to understand that objec-
tions are usually buying signals. If a cus-
tomer express es an objection to making a
purchase, it often means they are very
close to actually purchasing the product.
But customers often fear making the
wrong decision or even buyer’s remorse.
Inste ad of asking more questions, they
make objections you must overcome to
close the sale.

Acknowledge the Objection

Simply statin g that you understand the

concern or objection , without agreeing
may help you save the sale.

Get to the Real Problem

If you allow the customer to give an
objection and then simply leave the store,
you will not have helped solv e the prob -
lem. You also will have lost a sale, which
doesn’t benefit you or your store.

Take the initiative by asking several final
question s before the customer leaves.
Focus your questions on the features or
benefits your customer liked about the
product, and be as specific as possible.

For example, youmight say: “It’s the right
color,” “It has the features you asked for”
and “It’s the right size.” If the customer
gives you anything but positive responses,
youknow that you have found the real
objection and can focus your efforts.

Give your customer enough time to
respon d and never interrupt. Listen to the
complete problem.

Solve the Problem

You can do this by finding a product that
more closely meets their needs, explaining
the features differently or matching the
color better—whatever it takes to satisfy

your customer. If you truly are trying to
help your customer, it is worth the effort.

Remember, it is not critical to sell every
customer a product today. You are estab-
lishing your credibility as a pet expert, so
they will return to your store to purchase
needed supplies in the future.

Overcome Price Objections

If askin g questions about the product’s
features and benefits doesn’t get to the
root of the customer ’s purchasing objec-
tion , the problem may be price. There are
two types of price objection s:

* Afforda bi lity—No matter how well
youexplain the features and benefits, how
much the customer has to spend will not
change.

However, many products come in good,
better or best optio ns. If you have been
talking about the better or best grade of a
particular product, take one step down.

Explain the differences between the two
products. Your customer then can consider
which product best meets his needs.

If the customer still wants the more
expensive product, perhaps your store has
a lay-away or payment plan.

¢ Value —When a customer doesn’t feel
the product is worth the price, this is a
question of value.

Customers see products advertise d in the
newspaper, on television, radio or even
on the Internet. They will come into your
store with a price in mind for a particular
product. If your price is higher, they will
want to know why.

This is where knowin g what the competi-
tion is offering, especially sale items, can
help you help your customers. This allows
you to match the product you have to offer
with the competition ’s product as closely
as possible, then explain the features that
make your product worth a high er price.

Be sure to make the comparison in positive
terms whenever possible by emphasizing
what your product offers. Customers may
lose trust in you if youonly try to discredit
the competition’s products.

At times , the customer may feel the price
is just too high. In this instance, you may
not have fully establis hed the value of the
product. Restate the features, functions
and most importantly the benefits.

Ask your customer if there is something
she wanted that your product does not do.
If so, solve their problem by recommend-
ing alternativ es or offering additio nal
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information. If there are any benefits you
have not already mention ed, explain them
at this time.

Other Ways to Save the Sale

o Util iz e Stor e Servic es—At times, a
customer’s purchasing objection is related
to somethin g that may not be an issue at
all. Perhaps the customer is considering
purchasing a large item such as a large
aquarium or pet cage, and doesn’t have a
way to get it home. Or they may not want
to perform necessary service, such as
cleaning the tank or assembling the cage.
If your store doesn’t provide these servic-
es, it’s a good idea to have references for
other people or businesses that can help.

*Make Customers Comfortable—The
right buyin g decision is determined by
your customers’ needs:

o Will the product do the job they need it
to do?

o Can they afford it?

o Is it what they want?

If the answer to these questions is yes,
then you have helped your customers find
the right product. However, unless they
feel comfortable with the purchase, you
may not be able to make the sale. Put
yourself in their position . Try to realize

how they feel, then address their con-
cerns. Helpin g customers overcome their
hesitations or objections to making a pur-
chase helps them and your store.

X. CLOSING THE SALE

The last and most important aspect of the
sales proces s is closing the sale.

Many times employees go through the
entire sales presentation —presenting the
product, answering questions and overcome
objections —but forget to ask the customer
to take action to purchase the product.

Studies show that nearly half of all sales-
people never ask the customer to buy.
While customers don’t want to be pres-
sured, nearly 8 out of 10 customers expect
to be asked to make a purchase.

Here’s how to properly close the sale.

*Listen and Look for Buying

Signa 1s —Many times the customer will
let you kno w when he is ready for you to
close the sale. He might say something
like, “This is what I need,” or his body
lang uage might suggest he is ready by
nodding in agreement during your presen-
tation of the product.

* Ask Closing Questions—After the

product presentation and overcoming any
objection s, the right closing question can
wrap everything up. This can be as simple
as asking the customer, “Can you think of
anyth ing else you need to kno w before
youmake your final decision?” or “Can I
carry the product to the cashier for you?”
(for smaller items ), or “Do you need any
help getting this to your car?” (for large
and bulky items). This will either con-
clude the sales presentation or allow the
customer to ask any final question s before
making the purchase.

*Overcom e Final Objections —If the
customer asks more questions after you
ask the closing question, re-summarize
and review the reasons why you think this
product is right for the customer. If she is
still hesitant, consider mentio ning your
store’ s return policy if she isn’t satisfie d
with the product after purchasing it.

XI. INTRODUCTION

After customers have decided to make a
purchase, it’s time to see if they have
everythin g they need. Whether customers
are purchasing a companion animal that
will need food, housing, toys and more, or
a product for a current pet, there are plenty
of opportunities to sell them related prod-
ucts to help them better care for and more
fully enjoy their pets. While this is called

add-on or up-sellin g, it’s also an impor-
tant step to improve customer satisfac tion
by helpin g them leave the store with
everything they need.

Product Know le dge is Key

To successfully recommend additional
products, you must know as much as pos-
sible about the various pets and any care
challeng es. Other chapters in this train-
ing course can be a good resource.

Establish  Credibi lity—So metimes
your recommendation s lead to education al
opp ortunities that can help give you more
credibility as an expert in your field.

For example, if a customer is purchasing a
chameleon, recommend necessary equip-
ment to keep the animal healthy , such as a
heat lamp for the housing unit. Customers
may not understand that reptiles are cold
bloo ded and need to obtain heat from their
environ ment.

Once your credibility is established , cus-
tomers will be receptiv e to other product
suggestion s that will help them keep their
companion animals healthy and enjoy
their pets more.

Know When to Stop —When recom-
mending additio nal products that will
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complement your customers’ purchases, lis-
ten and watch closely. They will tell you by
their words or actions when you have
crossed the line from being helpful to being
annoying. With practice, youwill learn
how to stop before you have gone too far.

Focus on Total Savings —Some prod-
ucts like pet food may be more affordable
on a cost per unit basis in larger sizes. For
example, most dog and cat food costs less
per unit of weight when purchased in larger
bags.

Provide Sol uti ons —Most customers
come to your store to purchase products to
solve a problem. Only the customer can
decide whether you are really trying to
help or are selling products they really
don’t need. If you are effective at helpin g
your customers meet their needs, they will
come back to your store and ask for your
help again and again.

XIl. TELEPHONE SALES

There are a number of reasons why cus-
tomer call your store. They may call ahead
to ask if you have a partic ular product or
service, or check if a special order is
ready. Even though you are not standing
face to face with the customer, you still
are engaged in the selling process.

General Guideline s

Telephon e sales requires that you do many
of the same things you do face to face,
such as making a good first impress ion,
speaking profession ally and being courte-
ous. How you deal with customers on the
phone determines whether they decide to
shop at your store and lays the ground-
work for a successful sale.

Be sure you completely understand your
store’s phone policy and procedures for
dealin g with customers on the phone.

Ans wer the Phone Quickl y —The gen-
eral rule is to answer the phone by the
third ring . Otherwise, customers may
become irritated and assume they won’t
receive good service if they do come to
the store. Even worse, they may hang up
and decide to go to a different store with-
out even givin g you a chance. This call
may be the customer ’s first experience
with you and your store, and it will be
remembered.

Ans wer the Phone Courteo usly—
When you do answer the phone, always
give the store’s name first, followed by
your name and “How may I help you?”
This gives the caller the immediate
impress ion that you are ready to help.

Write Everything Dow n—Callers tend
to get down to business quickly on the
phone and give most of their information
in the first few seconds of the call. Don’t
be caught off guard. Have a pen and paper
ready and write down their question s or
concerns.

Don’t Leave Them Hanging—If you
need to put a caller on hold to find an
answer or anoth er employee or a manager,
let him know it might take a few minutes .
Ask if this is acceptable. If not take down
the customer’s name and phon e number
and either call him back with an answer or
have the appropriate person return the call
as soon as possible.

If you page someone using the store’s inter-
com, monitor how long the call is on hold.
After several paging attempts, let the caller
know that person is unavailable and will
return the call as soon as possible.

Thank Them for Calling—Th is is
anoth er example of common courtesy .
Before hanging up, thank the customer for
callin g the store and encourage the caller
to call or visit the store for help with any
other questions or concerns.




