


SHOP FLOOR 

STAFF TRAINING: DISCOUNTS

As both online and offline stores become more and more digitized and increasingly reliant on AI-based sales tools, from smart mirrors to chatbots (see previous issues of WeAr for more information), the role of the sales associate is shifting. Far from becoming less important, it is now less mechanistic and requires more skill than ever. As numerous industry leaders suggest (see The Knowledge section in this issue), shop floor staff can, and should, be local heroes, trusted advisors and brand ambassadors. In this new section, WeAr will advise on the key skills needed by sales associates of the future and on how to train your staff to resolve particular issues.

-----

In the first edition of this section, we will focus on resolving one of the most delicate, yet very common, situations. A client spends over an hour in the store, tries on countless things, and a good sale is looking likely – then the customer asks for a large discount. How does a sales associate handle this without losing the sale, or offending the customer? We spoke to Alexey Tretyakov, founder of the Elixir Timeless Gallery concept store in Mykonos, Greece, whose staff get asked for discounts particularly often, as haggling is deeply ingrained in the Mediterranean culture. His advice: move the conversation from the domain of an interpersonal exchange into the realm of systemic relations. 

“Our sales people will let the client know that we have an accumulative discount system for loyal customers, where price reductions increase based on the quantity purchased over a period of time. The system is automated; it will increase the discount once a certain amount of purchases is reached, and the client won’t even need to chase after this increase!” This approach shifts the onus from the personal discretion of the sales associate to an impersonal and exacting system.

[bookmark: _GoBack]Tretyakov does allow his staff to apply one-off discounts of up to 5% at their discretion when they feel this might sway a crucial sale, but is skeptical about this practice. “The good sales associate’s task is to get the customer to want the item more than they want the discount. Giving a discount makes the sales person’s job a lot easier: it’s about them wanting to get rid of an itemclose a sale so much that they are prepared to reduce the returns for the store.” If an associate gives discounts too often, it might mean that “they are simply slacking off on the much more complex task: to work up and tease out the customer’s desire”. 

So, one way to deal with requests for discounts is to defer to a loyalty points system (if you don’t have one, read the report in WeAr’s 49th issue for tips), and another is to apply a discount of up to 5%, but with caution, and to work harder to elicit the client’s interest next time. How exactly? Read this section in upcoming issues of WeAr to find out.

Have a staff training dilemma or case that you want to discuss? Email sv@wear-magazine.com and we will offer advice in one of our future issues.




