
THE ELEMENTS OF
GOOD SELLING
Whether you know it or not, eve ry time yo u
i n t e ract with customers you are selling.
While many retail sales associates might
h ave a negat ive impression of the selling
p ro c e s s , selling is quite a nat u ral activity that
i nvo l ves good listening skills, asking the
right questions and providing simple and
honest answe rs. In other wo rd s — good sell-
ing is about effe c t ive ly commu n i c ating with
c u s t o m e rs. 

It's All About Helping
C u s t o m e rs
Ke ep in mind that customers come to yo u r
s t o re because they have a pro blem that they
need your help solving. Th at's why good sell-
ing re q u i res the confidence that you are help-
ing customers as well as the right attitude and
i n t e rest level. Be optimistic and show intere s t
and your selling skills will start to unfo l d. 

THE BASIC ELEMENTS OF
GOOD SELLING

1 . P roduct Know l e d ge
The most important thing is to know yo u r
p roducts and their uses. Th at ’s wh at this
t raining course can prov i d e. With new pro d-
ucts coming out almost daily, you must wo rk
to ke ep up with these new pro d u c t s , h ow
t h ey are made, wh at they can do and how
t h ey will help your customers .

2 . S e rv i c e
You must be eager and willing to help yo u r
c u s t o m e rs solve their pro bl e m s , whether it is
helping them find something in the store or
helping them with a special ord e r. Help them
decide wh at it is they are trying to do. Th e n
help them fi g u re out the best product or the
best way to get the results they wa n t .

3 . L i s t e n i n g
When you are wo rking with your customers ,
listen care f u l ly to wh at they are say i n g. If
you are not sure you unders t a n d, s t ate in
your own wo rds wh at you think they said
and ask if that is correct. Listen to their entire
question. Provide the best possible answe r
based on wh at you know. If you don’t know
the answe r, d o n ’t be afraid to tell them so.
Then get the answer from a store employe e
or manager who does know.

4 . Common Court e s y
S h ow eve ry customer your ap p re c i ation fo r
choosing your store. A lways say “ p l e a s e ”
and “thank yo u ,” and don’t fo rget to hold the
door for customers and carry large pack age s
to their car for them.

5 . E m p at hy
A lways remember to tre at customers the
same way you would like to be tre ated if yo u
we re in their place.

6 . D evelop Re l at i o n s h i p s
O ver time you will start to develop re l at i o n-
ships with your customers. You will become
someone that your customers re ly on fo r
i n fo rm ation and re c o m m e n d at i o n s , a n d
because of this re s p e c t , t h ey will loya l ly
re t u rn to you and your store.

FIRST IMPRESSIONS
Most customers want to be made to feel both
welcome and important when they enter the
s t o re. Many also want to establish a fri e n d ly
rep o rt with a rep re s e n t at ive of the store
b e fo re the sales process begins. Instead of
s t a rting the process by asking the customers
wh at they need, m a ke an opening fri e n d ly
comment instead, s u ch as just say i n g
“ H e l l o ,” or “ I t ’s good to see you today.”

Asking the Right Questions
The next step is to ask a question that solicits
m o re than just a “ ye s ” or “ n o ” a n swe r. Fo r
ex a m p l e, instead of asking “ M ay I help yo u ,”
wh i ch they can answer either “ Ye s ” or “ N o ,”
instead ask “ H ow may I help yo u ,” or “ Wh at
can I do for you today,” wh i ch will start a
c o nve rs at i o n .

Use the Customer's Name
The last thing to remember is to use cus-
t o m e rs ’ names wh e n ever ap p ro p ri ate to help
d evelop a re l ationship and make them fe e l
m o re we l c o m e.

WAYS TO CREATE A POSITIVE
FIRST IMPRESSION

1 . A Smile
Your smile tells customers they are your top
c o n c e rn and that you are eager to help.

2 . D i rect Eye Contact
The best way to let the customer know they
h ave your attention is through direct eye con-
tact. When you are looking around the store
while talking to a customer, it sends the mes-
s age that you are pro b ably not listening to or
thinking about wh at they are say i n g. Th e re is
also a level of credibility and trust deve l o p e d
when store employees make eye contact with
c u s t o m e rs. 

3 . A Courteous A t t i t u d e
E ve ryone wants to be tre ated with common
c o u rtesy and respect. Courtesy is more than
s aying please and thank you. It also incl u d e s
opening doors , a l l owing others to go fi rs t ,
p i cking up products and carrying pro d u c t s
for the customer. Your willingness to stop
wh at you are doing and to solve your cus-
t o m e r ’s pro blem are demonstrated by the
ex p ression on your fa c e, h ow you stand and
h ow you move. All these examples tell yo u r
customer that you are tru ly glad they came
into your store and that you are re a dy to help
t h e m .
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4 . P roper Dre s s
M a ny stores re q u i re employees to wear some
type of unifo rm. This helps customers easily
identify who is a store employe e. Unifo rm s
m ay ra n ge from a shirt with the store ’s logo
on it to a vest or ap ron. No matter wh at yo u r
s t o re ’s dress code is, it is important that yo u r
ap p e a rance be clean and neat .

DIFFERENT CUSTO M E R
T Y P E S
Th e re are seve ral diffe rent types of customers
you will encounter when wo rking at a hard-
wa re store or home centre. Understanding the
d i ffe rences can help you determine wh at is
most important to them. 

Needs A re Constantly
C h a n g i n g
H oweve r, it is important to remember that
c u s t o m e rs ch a n ge depending on the re a s o n
t h ey are coming into the store. Sometimes
c u s t o m e rs may need more help than others .
Other times the same customer may know
wh at they need and be in a hurry to get back
home and finish their project. 

This is wh at makes wo rking with customers
so intere s t i n g. Eve ry time the door opens, we
need to fi g u re out wh at types of shoppers are
e n t e ring the store. Only then we can meet
their needs effe c t ive ly. 

DIFFERENT CUSTOMER T Y P E S

1. Do-It-Yo u rself Enthusiasts
D o - I t - Yo u rself Enthusiasts spend more time
in the store and are usually not in a hurry.
Th ey enjoy looking at new products. Th ey
l i ke to ask questions and expect you to know
the answe rs. This customer usually will not
need assistance in finding needed pro d u c t s .

2. High-Convenience Customers
H i g h - C o nvenience Customers want a hassle-
f ree shopping ex p e ri e n c e. Th ey do not wa n t
to wait in lines and they will be fru s t rated if
t h ey need help finding products. If they do
need help finding something, t h ey ex p e c t
i m m e d i ate help. This type of customer will
stop coming to your store if you do not have
wh at they want when they want it. Study the
D e l ive ring Customer Sat i s faction section
ve ry care f u l ly. Being an ex p e rt in this are a
will help you deal successfully with this type
of customer.

3. Pri c e - D riven Shoppers
P ri c e - D riven Shoppers will do almost any-
thing in order to get the best pri c e. Pri c e -
d riven shoppers may come into your store,
get all the info rm ation they need and go
s o m ewh e re else to make the purch a s e
because of a lower pri c e. These shoppers fre-
q u e n t ly ask about prices and special deals.

4. High-To u ch Customers
H i g h - To u ch Customers usually need more
help than other customers , e s p e c i a l ly with
p roject info rm ation. Th ey need help with
p roduct selection and info rm ation on how to
use the product. Ty p i c a l ly, once you have
c o nvinced high-touch customers that you can
h e l p , you will see them rep e at e d ly.

5. Ti m e - P ressed Customers
Ti m e - P ressed Customers want to get in, fi n d
wh at they want and get back out aga i n .
Ti m e - p ressed customers expect you to have
wh at they need and to have the quantities
t h ey need. This is ge n e ra l ly someone with a
special pro bl e m .

DELIVERING CUSTO M E R
S AT I S FAC T I O N
Customer service is many times an ove ru s e d
t e rm that can be somewh at vague and hard to
f u l ly unders t a n d. Wh at more accurat e ly pin-
points wh at customers want is a sat i s f y i n g
shopping ex p e ri e n c e, wh i ch consists of dif-
fe rent things that are outlined in this section. 

All Customers Have Basic
E x p e c t at i o n s
While different types of customers will
place different levels of importance on the
various aspects that make up their shopping
experience, no matter which type of cus-
tomer you’re helping, all customers have

basic expectations that make up customer
satisfaction. 

A basic understanding of the elements of cus-
tomer sat i s faction will help you deliver these
things to your customers when they visit yo u r
s t o re. Remember, selling is nothing more than
p roviding customers with a satisfying shopping
ex p e rience that will ke ep them coming back .

THE ELEMENTS OF 
CUSTOMER SATISFACTION

1. “Help Me Save Money ”
For many customers , s aving money is the
p ri m a ry factor in choosing wh e re they shop.
Since you have direct contact with cus-
t o m e rs , you are the one most like ly to hear if
a price seems unfair to your customers. If
you ke ep hearing the same comments fro m
d i ffe rent customers about a particular pro d u c t
or dep a rt m e n t , you need to pass this info rm a-
tion along to your superv i s o r. Howeve r, n eve r
agree with customers that a price is too high.
S i m p ly let them know you will pass this
i n fo rm ation along to your superv i s o rs. Yo u
can do this by saying something like, “ Th a n k
you for telling me about that. I will be sure
to pass it along.”

2. Make It Easy To Return Merch a n d i s e
Be sure to fully understand your store ’s
re t u rn policy when a customer wants to
re t u rn or ex ch a n ge merchandise they prev i-
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o u s ly purch a s e d. If you don’t have authori t y
to take re t u rn s , q u i ck ly find someone wh o
can. Customers re t u rning merchandise may
be angry and uneasy about the situation. Put
them at ease by telling them you will make
the situation right. This will go a long way
t owa rd allev i ating their anxiety. 

3. “Help Me Save Ti m e ”
To d ay ’s time-pressed customers are alway s
looking to save time. This doesn’t mean they
want to be rushed while in the store. It means
t h ey want to complete their home improve-
ment project in as little time as possibl e. 

4. Make It Easy To Get A n swe rs
When customers have a question, t h ey will
look for the closest employe e. Ideally, you will
be able to answer any customer’s question on
the spot. Howeve r, if you don’t know the
a n swe r, be honest and let the customer know
t h at you will get the answe r. If another sales
a s s o c i ate is re a d i ly ava i l able to help, yo u
should enlist his or her help. Then stick aro u n d
and listen to the answer so the next time the
question comes up you will know the answe r.

5. Make It Easy To Find Pro d u c t s
While a store ’s layo u t , design and signage
a re important elements in saving customers ’
time and making it easy to find pro d u c t s ,
d o n ’t undere s t i m ate your role in prov i d i n g
this. You help maintain these displays by
s t o cking merchandise in its proper locat i o n .

Fronting products or pulling products to the
f ront of the shelf makes it easier for yo u r
c u s t o m e rs to see all of your products. 

Tu rning products so the labels face the front is
i m p o rtant as well. You also help by re t u rn i n g
p roducts that are out of place and not in their
p roper location. By knowing the dep a rt m e n t s
and the cat ego ries within each aisle, you can
e s c o rt customers quick ly to the items they need.

6. “Help Me Understand My Pro j e c t ”
C u s t o m e rs want project info rm ation. Know i n g
wh at re s o u rces your store has ava i l able is
essential. Common re s o u rces include how - t o
books and videos, m a nu fa c t u rer Web s i t e s ,
vendor product demonstrat i o n s , p roduct dis-
p l ay s , h ow-to bro ch u re s , p roduct literat u re,
m agazines and, of cours e, your product and
p roject know l e d ge. We will discuss pro j e c t
k n ow l e d ge in more detail later in this section.

7. Provide One-Stop Shopping
C u s t o m e rs want to be able to make just one
stop when shopping for home improve m e n t
p roducts. Since you are in direct contact with
c u s t o m e rs eve ry day, you know when some-
one comes in and asks for something that
you don’t have. You also know if they come
in and buy up your entire stock of a part i c u-
lar product. Passing this info rm ation on to
your supervisor can help your store delive r
better customer sat i s faction. 

8. Make It Easy To Check Out
C u s t o m e rs hate waiting in line to ch e cko u t .
While this isn’t dire c t ly re l ated to selling
s k i l l s , do wh at ever you can to fa c i l i t ate a
s p e e dy ch e ckout process by making sure the
c o rrect bin tags are placed on products and
replace bin tags or sale signage that has fa l l-
en or been re m ove d.

9. Make Shopping Enjoyabl e
C u s t o m e rs want a cl e a n , c o m fo rt able and
relaxing shopping env i ronment. This type of
e nv i ronment is provided when you ke ep the
aisles clear and free of clutter and ke ep dis-
p l ays stocke d, clean and orga n i ze d.

10. Special Serv i c e s
Customers want to be able to talk to knowl-
edgeable employees who can provide spe-
cial services quickly. These services might
include delivery, cutting, installation, special
order, product assembly and even rental. Be
sure to know what special services your
store offers and how to help customers take
advantage of them.

E N G AGING T H E
C U S TOMER 
When you fi rst encounter the customer and
ask them how you might help them you are
l i ke ly to hear three common re s p o n s e s ,
i n cl u d i n g : “I know wh at I wa n t ,” “I’m just
l o o k i n g ” and “I’m not re a l ly sure.” E a ch one

will re q u i re diffe rent actions on your part ,
wh i ch are outlined in this section. 

Asking the Right Questions
Th roughout the entire selling process re m e m-
ber to ask plenty of questions that solicit more
than just a “ Ye s ” or “ N o ” re s p o n s e. Good
selling re q u i res effe c t ive ly commu n i c at i n g
with customers. And befo re you can prov i d e
the answe rs your customers are looking fo r,
you need to fi rst ask plenty of questions. 
E ven when customers don’t seem like they
want to be bothered with any help or they
s ay they ’re just looking, it doesn’t mean they
wo n ’t eve n t u a l ly need your help. 

“I KNOW W H AT I WA N T ”
This customer will pro b ably re q u i re thre e
things from yo u , i n cl u d i n g :

1. Product Locat i o n—If your store has aisle
m a rke rs , t ry to remember the aisles, the nu m-
b e rs and wh at products are located on wh at
aisles. These customers will pro b ably ask
you the aisle wh e re the product they are
looking for is locat e d. Remember that it is
a lways best to go with the customer to wh e re
the product is located to make sure they fi n d
the product and answer any questions. 

2. Help Carrying Large Items—If this cus-
tomer has seve ral items or bu l ky items, h e
will expect you to help him carry them to the
register and maybe even to his car.



3. Product Recommendat i o n s—The cus-
tomer may have decided on a particular pro d-
uct and will want your input on whether or not
it is the best fit for his needs. You then need to
be able to offer an altern at ive product that will
do the job. For ex a m p l e, if your customer
needs a cordless screw d river for a deck pro j e c t
and picks up a 7-volt cordless power screw-
d river that is on sale, he will be disap p o i n t e d
when it does not wo rk well. By telling the
customer that particular tool is gre at for small
jobs around the house, but isn’t the best
choice for a deck pro j e c t , you may be able to
p revent the customer from making a bu y i n g
m i s t a ke. This opens the door for further con-
ve rs ation about pro d u c t a l t e rn at ive s .

“I'M JUST LO O K I N G ”
This customer will ge n e ra l ly expect one
thing from you—just enough attention. Th ey
will want to be left alone to look at the pro d-
u c t s , read labels or try to fi g u re something
out. Howeve r, if they have a question, t h ey
expect you to be ava i l able with an answe r.
You can best serve this customer by asking,
“Is there something in particular yo u ’re look-
ing fo r ? ” If they say ye s , you can take them
to the correct area and let them brow s e. If
t h ey say no, then you can recommend items
t h at are on sale or new items in the store.

“I'M NOT REALLY SURE”
The customer who gives this response will
re q u i re the most help from yo u , i n cl u d i n g :

1. Product Info rm at i o n— Th ey will ex p e c t
you to come up with ideas and make pro d u c t
re c o m m e n d ations. Th ey may be looking
m o re for info rm ation and ideas than fo r
p roducts. 

2. Asking Questions— The best way to help
this customer is to ask questions and listen
c a re f u l ly to their responses. The fi rst thing
you want to find out is how mu ch the cus-
tomer alre a dy knows. A good question is,
“ H ave you used this product or done this
p roject befo re ? ” If so, t h ey pro b ably have a
s p e c i fic question or pro blem in mind. If not,
then you know your ex p l a n ation will need to
be longer and more detailed. Another go o d
question to use is “ H ave you looked at other
p roducts like this?” If they answer ye s , fo l-
l ow this question with “ Wh at did you like or
d i s l i ke about the other pro d u c t s ? ” Th e i r
a n swer will tell you if the pro blem is one of
p rice or product fe at u res. A ga i n , if they
a n swer no, you will need to talk about wh at
your product will do for them. Be sure to
s u m m a ri ze their points befo re making yo u r
final re c o m m e n d ations. 

DEALING W I T H
C U S TO M E R
C O M P L A I N T S
E ve n t u a l ly, you are going to encounter a cus-
tomer who is upset. Th ey may be upset
because the product they bought did not do

t h ey job they wanted or they did not re c e ive
the service they ex p e c t e d. 

A Golden Opport u n i t y
As you encounter these customers , you need
to re a l i ze that your actions and the way yo u
handle the situation is ex t re m e ly import a n t .
If you meet or exceed the customer’s ex p e c-
t ations it rep resents a golden opportunity to
t u rn these people into loyal customers. If yo u
d o n ’t re s o l ve the situation to their sat i s fa c-
t i o n , remember that you might not only be
losing this customer for go o d, but they will
m o re than like ly tell others about their bad
ex p e rience wh i ch could cost you potential
c u s t o m e rs .

Re t u rn s
The majority of customer complaints will
i nvo l ve a re t u rn. Many times customers will
be upset with a product they purchased and
t h ey will want to re t u rn or ex ch a n ge it. Fi rs t
you must know your store ’s policy. 

R e t u rn policies can ra n ge from a no-hassle
re t u rn on all products to an absolute no
re t u rn policy. Your store ’s policy is based on
the type of customers and the type of re t u rn s
you have had in the past. It is designed to
s atisfy as many customers as possible and at
the same time protect the store. It should be
posted in the store wh e re both you and yo u r
c u s t o m e rs can read it if there is a question.
H oweve r, you need to fully understand yo u r

s t o re ’s re t u rn policy. If you have any ques-
tions at all, ask your superv i s o r. If your cus-
t o m e rs have a pro bl e m , you want to be abl e
to fo l l ow that policy with confi d e n c e.

C o m p l a i n t s
While almost eve ry store has a product re t u rn
p o l i cy, not as many have a customer com-
plaint policy. Customer complaints can be a
ve ry useful tool in helping your store delive r
customer sat i s faction. If your store has a pol-
i cy be sure you know and understand it com-
p l e t e ly. 

When a customer has a complaint, you mu s t
fi rst know how mu ch authority you have to
handle their complaint. You might be ex p e c t-
ed to completely handle the situation or yo u
might have them fill out a complaint fo rm
and take that to a superv i s o r. Wh at ever yo u r
l evel of authori t y, be sure you know yo u r
s t o re ’s policy and stick to it. Never pro m i s e
your customer more than you can delive r.

W H AT YOU NEED TO DO
Whether you are handling a customer com-
plaint or a re t u rn , t h e re are basic guidelines
you need to fo l l ow. The fo l l owing points in
this section provide suggestions for wh at to
do in response to customer complaints. 

1. Thank the Customer and Ap o l ogi ze
To help diffuse the situat i o n , the fi rst thing
you should do is thank your customers fo r
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b ri n ging this to your attention. You also wa n t
to ap o l ogi ze for the fact that the customer
had a pro bl e m .

2. Avoid Embarra s s m e n t
Remember that your customers are just as
u n c o m fo rt able in this situation as you are.
Tre at them with courtesy and respect. Th e n
p o l i t e ly ask them to move with you to an
a rea away from other customers to discuss
the situation. If there is a product invo l ve d,
go to wh e re the product is located or to a
wo rk area wh e re you can lay the pro d u c t
d own to look at it toge t h e r. If there are fo rm s
to fill out, you might ask them to go to the
s e rvice counter to take care of this.

3. Listen To the Customer’s Pro bl e m
N ex t , you want to ask your customers to thor-
o u g h ly explain their pro blem. While your cus-
t o m e rs are talking, do not interrupt. As yo u
l i s t e n , t a ke notes on the important points of
the complaint. These might include things like
wh at the customer was expecting or trying to
d o , wh at product or service they we re using
and why they we re disap p o i n t e d. These notes
s e rve two useful purposes. Th ey make it less
l i ke ly that you will have to ask the customer
to rep e at any part of the complaint. Th ey also
tell the customer that you are interested and
p aying attention to them and their pro blem. 

4. Use Understanding Comments
When listening to the customer’s complaint

or ex p l a n at i o n , use phrases like “I see” a n d
“I unders t a n d.” These phrases do not say the
customer is right or wro n g. Th ey simply let
the customers know that you are listening.

5. Examine the Pro d u c t
If the customer has the product with them,
look at it toge t h e r. Let the customer know
t h at you see the points they made duri n g
their ex p l a n ation. At the same time, point out
a nything that may be out of the ord i n a ry. A s
you look at the product toge t h e r, the pro bl e m
m ay become less serious to customers. Most
c u s t o m e rs are re a s o n abl e. If they see that
t h ey might have caused the pro blem them-
s e l ve s , their ex p e c t ations for resolving the
p ro blem are like ly to ch a n ge. If your cus-
t o m e rs do not have it with them, then yo u
need to arra n ge for them to bring it to the
s t o re if possibl e. If they have alre a dy
installed the product and it can’t be bro u g h t
i n , someone may need to go see the pro bl e m .
Be sure to talk to your supervisor and fo l l ow
s t o re pro c e d u re s .

6. Summari ze the Situat i o n
After the customer has explained their pro b-
l e m , s u m m a ri ze the important points of the
complaint in your own wo rds. This allow s
you and the customer to be sure you under-
stand each other.

7. Ask the Customer’s Opinion
The last thing you should do befo re taking

action to correct the pro blem is to ask the
customer wh at they think should be done to
s o l ve the pro blem. In many cases, c u s t o m e rs
expect less than you are prep a red to offe r. If
your customers re c og n i ze that they caused
the pro bl e m , t h ey will often decide to pay fo r
another product. If possibl e, a discount fo r
their time and effo rt to come in and share
their pro blem would be a nice ge s t u re.
Wh at ever you do, fo l l ow you store ’s policy.
If there is a question, ask your superv i s o r.

P ROVIDING PRO D U C T
K N OWLEDGE 
As the employee of a hardwa re store or
home centre, you have a unique opport u n i t y
to learn about things that will benefit you fo r
the rest of your life. 

You have the opportunity to learn about va ri-
ous home improvement projects and the
p roducts that are re q u i red to fi x , m a i n t a i n
and improve a home. Homeow n e rship is one
of the most satisfying accomplishments in
l i fe and learning how to maintain a home is
an extension of this sat i s faction. 

Helping Customers Solve
P ro bl e m s
This training course is designed to prov i d e
you with ex t e n s ive product know l e d ge info r-
m ation in rega rds to the products you sell
because this is wh at your customers ex p e c t

f rom you. Th ey want detailed product info r-
m at i o n , i n cluding the fe at u res and benefi t s ,
h ow it is used and or how it needs to be
i n s t a l l e d. But most import a n t ly, t h ey want to
k n ow how to solve a particular pro blem. 

LEARN ABOUT T H E P RO D U C T S
IN YOUR STORE 
Learning as much as you can about the
products in your store will enable you to
establish expertise and feel more comfort-
able interacting with customers. You can
acquire product knowledge from the follow-
ing sources:

1. From Other Employe e s
One of the best ways is to listen to the people
who alre a dy know about the product. If a
customer asks a question and you don’t know
the answe r, ask another store employee or
your supervisor for help. Stick around for the
complete ex p l a n ation. Ask questions if there
is something you don’t unders t a n d. The nex t
time that question comes up, you will be abl e
to handle it on your ow n .

2. From Customers
Another way to learn more about pro d u c t s
sold in your store is to talk to your cus-
t o m e rs. Contra c t o rs , bu i l d e rs and homeow n-
e rs have used a majority of the products in
your store. Th ey know from personal ex p e ri-
ence how well they wo rk. If you see cus-
t o m e rs with a product you are not fa m i l i a r
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w i t h , ask them if they have used it befo re. If
t h ey have, t h ey will pro b ably be willing to
s h a re their success stories with yo u .
G e n e ra l ly, t h ey will tell you wh at they like d
and disliked and any tro u ble they might have
h a d, wh i ch is va l u able info rm at i o n .

3. From Manu fa c t u rer Rep re s e n t at ive s
These industry pro fessionals are a wealth of
k n ow l e d ge about the products they sell, a n d
m a ny fre q u e n t ly visit stores to conduct cl i n-
ics or to maintain their displays. Th ey can
tell you if a product sells we l l , h ow it is
made and wh at this means to your cus-
t o m e rs. Wat ching their product demonstra-
tions can help you help your customers .

4. From Product Pa ck agi n g
M a ny of the product pack ages now contain
i n fo rm ation that can be useful to you and
your customers. Th ey contain info rm ation on
h ow the product is made and how it should
be used. Study product pack aging care f u l ly
and learn as mu ch as you can. Besides the
p a ck age s , m a nu fa c t u re rs often prov i d e
v i d e o s , c at a l ogues and specifi c ation sheets
on their products. In some cases, s h a ri n g
these re s o u rces with your customers will
m a ke a big diffe rence in their unders t a n d i n g
of how the product is used.

5. From How - To Resourc e s
M a ny stores now carry how-to pamphlets,
books and videos to help customers with their

p rojects. While these re s o u rces are more pro j-
ect than product ori e n t e d, t h ey can contain
va l u able product info rm ation. Many store s
h ave even set up re fe rence areas in the store
for customer conve n i e n c e. Ta ke eve ry oppor-
tunity to study as many of these re s o u rces as
p o s s i bl e. At the ve ry least, you should know
wh e re they are located in the store and the
type of info rm ation each contains.

The North A m e rican Retail Hardwa re
A s s o c i ation has 71 diffe rent pro j e c t
b ro ch u res ava i l able in the Customer Serv i c e
section of this Education and Tra i n i n g
Web s i t e. Th ey can easily be printed out to
give to customers for re fe re n c e. 

Explain the Fe at u res and
Benefits 
The key to effe c t ive selling is to give cus-
t o m e rs the info rm ation they need to make an
i n fo rmed buying decision. Wh at you don’t
want to do is confuse customers by giv i n g
them more info rm ation than they want or
n e e d. Th at ’s why its best to concentrate on a
p ro d u c t ’s fe at u res and benefits when selling
to customers. 

The fe at u res of a product are things like how
it is made or wh at it is made from. The bene-
fit is wh at the product will do for your cus-
t o m e rs or wh at it will help them accomplish. 

Example 1:
A plate in your housewa res dep a rtment is
made of an unbre a k able mat e rial. Th e
u n b re a k able mat e rial is the fe at u re. Th i s
u n b re a k able mat e rial resists chipping and
b re a k i n g. Th at is the function of the unbre a k-
able mat e rial. The benefit to the customer is
t h at the plate will look better longe r, will not
h ave to be replaced as often and will save
them money.

Example 2:
A power tool is double insulat e d. The doubl e
i n s u l ation is the fe at u re. The function of the
d o u ble insulation is that it makes it almost
i m p o s s i ble for electricity to travel from the
tool to the user. The benefit to the user is that
the tool is safer to use. 

Wh e re to Find a Pro d u c t ' s
Fe at u res and Benefits 
Some of the best sources of help rega rd i n g
p roduct fe at u res and benefits are manu fa c t u r-
er literat u re, p roduct pack aging and the pro d-
uct itself. Study these care f u l ly to discover as
mu ch as you can about the product. Usually
the manu fa c t u re r ’s literat u re will do a go o d
job of describing product fe at u res. Look fo r
wo rds like metal, p l a s t i c, stamped and
fo rge d. By looking at the pro d u c t , it should
be easy to see some of its fe at u res. 

P roduct literat u re norm a l ly does a good job
of describing the pro d u c t ’s functions.

Function statements usually contain wo rd s
l i ke lightwe i g h t , d u rabl e, u n b re a k able and
re s i s t a n t .

S H OW AND TELL 
C u s t o m e rs only remember about 10 perc e n t
of wh at they hear. Howeve r, t h ey re m e m b e r
about 80 percent of wh at they see. Th e re fo re
you need to show them wh at they need to
remember when considering purchasing a
p ro d u c t .

TACTICS FOR DEMONSTRAT I N G
THE PRODUCT:

1. Ta ke it Off the Shelf
If you are helping customers with small
p ro d u c t s , t a ke two from the shelf and hand
one to the customer. Let them have a
moment to look at the product or the pack ag-
ing befo re answe ring any specific questions
t h ey might have. 

2. Point it Out
If possibl e, point to the part of the product or
the pack aging that answe rs their question. If
t h ey don’t have any questions, b egin by talk-
ing about the pro d u c t ’s benefits to them. If
your customers ask questions such as, “ Wh at
is it made of?” t h at means they want more
i n fo rm ation about the product. Go into detail
about the pro d u c t ’s fe at u re s , functions and
b e n e fits. Wh e n ever possibl e, re fer your cus-
t o m e rs back to the product or the pack agi n g.
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3. To u ching Leads to Buying
Besides helping your customers re m e m b e r,
the other adva n t age to placing the product in
your customers ’ hands is that when they
t o u ch it they are more like ly to buy it. Once
the product is in their hands, t h ey start to fe e l
as if they own it. 

4. Remove it From the Pa ck aging 
(If ab s o l u t e ly necessary and within re a s o n ) .
On occasion, your customers may ask if they
can re m ove a product from the pack age.
Th ey might be trying to fi g u re out whether it
will fi t , or trying to determine if it is made
well. Genera l ly, if your store policy allow s ,
this is OK if you can re m ove the pro d u c t
without damaging the pack agi n g. Howeve r,
d o n ’t allow your customers to take the pro d-
uct out of the pack age themselves. A l s o ,
d o n ’t be surp rised if your customers ask yo u
to take a product out of the pack age and then
want to buy the same product in an unopened
p a ck age. Pe r h aps they are shipping the pro d-
uct or it is going to be given as a present. If
re m oving the product from the pack aging is
not an option, explain this to the customer
and they will pro b ably unders t a n d.

5. W rite it Dow n
If you are talking with customers about a
p roduct that is too large to hold, u s e
re s o u rces such as a product bro ch u re to help
your selling effo rts. But don’t hand the
b ro ch u re to the customer right away. It will

o n ly shift their attention from you to the lit-
e rat u re. Instead, hold the re s o u rce in yo u r
hands. If it is literat u re that you plan to give
to your customers , use a pen or pencil to
highlight important facts. W rite your name
and the store ’s telephone number on it as
well so if the customer doesn’t purchase the
item on this tri p , t h ey will remember the
p roduct and your store.

OV E RC O M I N G
O B J E C T I O N S / C LO S I N G
THE SALE
If a customer ex p resses an objection to mak-
ing a purch a s e, it often means they are ve ry
close to actually buying the product. But cus-
t o m e rs often fear making the wrong decision.
So instead of asking more questions they
m a ke objections that are many times easily
ove rc o m e. 

S i m p ly asking if a customer found eve ry-
thing they we re looking for can many times
help start the process to ove rcoming a cus-
t o m e r ’s objection to making a purch a s e. 

Asking the Customer to Buy
This section will prep a re you to ove rc o m e
c u s t o m e rs ’ objections and lean how to cl o s e
the sale, wh i ch is a ve ry important part of the
sales process. Many times employees go
t h rough the entire sales pre s e n t at i o n — p re-
senting the pro d u c t , a n swe ring questions and

ove rcome any objections—but they fo rget to
ask the customer to take action to purch a s e
the product. Ove rcoming this fear will
enhance your selling skills dra m at i c a l ly. 

O ve rcoming Objections

A ck n ow l e d ge The Objection
S i m p ly stating that you understand their con-
c e rn or their objection, without agreeing with
t h e m , might help you start the process to sav-
ing the sale. 

Get to the Real Pro bl e m
If you allow your customers to give an objec-
tion and then simply leave, you will not have
helped solve their pro blem and you will have
lost a sale, wh i ch doesn’t benefit your store
or the customer. Ta ke the initiat ive by asking
s eve ral final questions befo re the customer
l e aves. Focus your questions on the things
your customer liked about the pro d u c t , a n d
be as specific as possibl e. For ex a m p l e, yo u
might say : “ I t ’s the right colour,” “It has the
fe at u res you asked fo r ” and “ I t ’s the ri g h t
s i ze.” If the customer gives you anything bu t
a positive re s p o n s e, you know that you have
gotten to the real objection and wh e re to
focus your effo rts. Give your customers
enough time to respond and never interru p t
them. Listen to their complete pro bl e m .
Th e n , you need to wo rk to solve their pro b-
lem. You can do this by finding a pro d u c t
t h at more cl o s e ly meets their re q u i re m e n t s ,

explaining the fe at u res diffe re n t ly or mat ch-
ing the colour better—wh at ever it takes to
s atisfy your customers. If you are tru ly try i n g
to help your customers , it is wo rth the effo rt .

O ve rcoming Price Objections
If you still can’t get to wh at a customer’s
objection to purchasing is after asking ques-
tions about a pro d u c t ’s fe at u re s , p e r h aps the
p ro blem is pri c e. The fo l l owing depicts two
types of pricing objections.

When The Customer Can’t A ffo rd It
No matter how well you explain the fe at u re s ,
this fact will not ch a n ge. Howeve r, most pro d-
ucts come in a go o d,better or best assort m e n t s .
If you have been talking about the better or best
grade of a particular pro d u c t , you can take one
s t ep down. Explain the diffe rences between the
t wo products. Your customers can consider the
p roduct to see if it meets their needs. If the cus-
tomer still wants the more ex p e n s ive pro d u c t ,
m aybe your store has a lay - away or pay m e n t
plan that will solve the pro bl e m .

When The Customer Doesn’t Think A
P roduct is Wo rth It
The other type of price objection is that yo u r
c u s t o m e rs do not feel the product is wo rt h
the pri c e. This is a question of va l u e. 

C u s t o m e rs see products adve rtised in the
n ew s p ap e r, on telev i s i o n , radio or even on
the Internet. Th ey will come into your store
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with a product and a price in mind. If yo u r
p rice is higher, t h ey will want to know why.
This is wh e re knowing wh at the competition
is offe ri n g, e s p e c i a l ly sale items, can help
you help your customers. This gives you the
ability to mat ch as cl o s e ly as possible the
p roduct you have to offer with the competi-
t i o n ’s product. You can explain the fe at u re s
t h at make your product wo rth the pri c e. It’s
a lways better to explain the positive fe at u re s
of your product. Customers may lose trust in
you if you only try to discredit the competi-
t i o n ’s products. 

At times, t h ey may feel the price is just too
high. In this instance, you have not establ i s h e d
the value of your product. Restate the fe at u re s ,
functions and most import a n t ly the benefi t s .
Ask your customers if there is something that
your product does or does not do that they
wa n t e d. If so, s o l ve their pro blem by offe ri n g
a l t e rn at ives or additional info rm ation. If there
a re any benefits you have not alre a dy men-
t i o n e d, explain them at this time.

Utilizing Store Services 
At times, a customer’s purchasing objection
is re l ated to something that may not be an
issue at all. Pe r h aps the customer is consider-
ing purchasing a large item and doesn’t have
a way to get it home. If a product re q u i re s
a s s e m bly, t h ey may not feel comfo rt able put-
ting it together themselves. Customers are
often concerned about who will repair a

p ower tool. As a re s u l t , c u s t o m e rs may tell
you that the product is wh at they want or
n e e d, but that they are still not re a dy to bu y.
If your store offe rs any of these serv i c e s ,
n ow is a good time to bring them up accord-
ing to the situat i o n .

Helping Your Customer Make
The Right Buying Decision
The right buying decision is determined by
your customers ’ needs. Will the product do
the job they need it to do? Can they affo rd it?
Is it wh at they want? If the answer to these
questions is ye s , then you may have helped
your customers find the right pro d u c t .
H oweve r, unless they feel comfo rt able with
the purch a s e, you may not be able to sell
them the product. Put yo u rself in their posi-
tion. Try to re a l i ze how they feel. Then fi n d
out wh at is bothering them. Help them ove r-
come their hesitations or objections to mak-
ing a purchase and you will have helped both
the customer and your store.

Closing the Sale
The last and most important aspect of the
sales process is closing the sale. Studies
s h ow that nearly half of all salespeople neve r
ask the customer to make the final decision
to purchase the pro d u c t .

Listen and Look For Buying Signals
M a ny times the customer will let you know

when they are re a dy for you to close the sale.
Th ey might say something like, “ This is wh at
I need,” or their body language might sugge s t
t h ey are re a dy by nodding in agreement dur-
ing your pre s e n t ation of the product. Wh i l e
c u s t o m e rs don’t want to be pre s s u re d, n e a rly
8 out of 10 customers expect to be asked to
m a ke a purch a s e. 

Ask Closing Questions
After the product pre s e n t ation or after yo u
h ave ove rcome any objections, the right cl o s-
ing question can wrap eve rything up. This can
be as simple as asking the customer, “ C a n
you think of anything else you need to know
b e fo re you make your final decision?” o r
“Can I carry the product to the cashier fo r
yo u ? ” for smaller items or “Do you need any
help getting this to your car?” for large or
bu l ky items. This will either wrap up the sales
p re s e n t ation or allow the customer to ask any
final questions befo re making the purch a s e. 

Be Prep a red to Ove rcome A ny Fi n a l
O b j e c t i o n s
If the customer asks more questions after yo u
ask the closing question, i t ’s time to once
again summari ze and rev i ew the reasons why
you think this product is right for the cus-
t o m e r. If the customer is still hesitant, t h e n
you might bring up your store ’s re t u rn policy
if they decide they don’t want the pro d u c t
after purchasing it. 

TELEPHONE SKILLS
As busy as people are today, t h ey will often
call ahead to see if you have a part i c u l a r
p roduct or offer a particular serv i c e. Th ey
might be calling to see if a special order is
re a dy. The fact is there are a number of re a-
sons why customers call your store. Ju s t
because you are not standing face to fa c e
with the customer doesn’t mean you are n ’t
e n gaged in the selling process. 

It's Basically the Same as In-
Pe rs o n
In fa c t , you need to do many of the same
things you do during the sales pro c e s s , s u ch
as make a good fi rst impre s s i o n , speak pro-
fe s s i o n a l ly and extend common courtesy by
being polite and saying “ p l e a s e ” and “ t h a n k
yo u .”

Be sure to completely understand yo u r
s t o re ’s phone policy and pro c e d u res for deal-
ing with customers on the phone. The actions
you take on the phone could help your sales
e ffo rts tre m e n d o u s ly when the customer
eve n t u a l ly comes to the store. 

1. A n swer the Phone Quick ly
The ge n e ral rule is that you should answe r
the phone by the third ri n g. Beyond this cus-
t o m e rs can become irri t ated and might eve n
m a ke assumptions that they wo n ’t re c e ive
good service if they do come to the store.
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E ven wo rs e, t h ey might hang up and decide
to go to a diffe rent store—without ever giv-
ing you a ch a n c e. 

2. A n swer the Phone Court e o u s ly
When you do answer the phone always give
the store ’s name fi rs t , fo l l owed by your name
and “ H ow may I help yo u .” This gives the
caller an immediate impression that you are
re a dy to help them. 

3. W rite Eve rything Dow n
C a l l e rs tend to get down to business on the
phone and give most of their info rm ation in
the fi rst few seconds of the call. Don’t be
caught off guard. Have a pen and paper re a dy
and write down their question or concern. If
t h ey are coming in to pick up merch a n d i s e,
tell them when it will be re a dy and wh e re it
will be waiting for them. Then take the
ap p ro p ri ate measures to make sure this hap-
pens. 

4. Don’t Leave Them Hangi n g
If you need to put a caller on hold to locat e
who they want to speak with or to find an
a n swer to their question, let them know it
might take a few minutes to get back to
them. Ask the caller if this is accep t abl e. If
n o t , t a ke down their name and number and
call them back with an answer to their ques-
tion or have the person they we re calling
re t u rn their call as soon as possibl e. If yo u

p age someone using the store ’s interc o m ,
monitor how long the call is on hold. A f t e r
s eve ral attempts paging the intended indiv i d-
u a l , ch e ck back in with the caller and let them
k n ow the person they wish to speak with is
c u rre n t ly unava i l able and you will have them
re t u rn their call as soon as possibl e.

5. Thank Them For Calling
This is another example of common court e s y.
Be sure befo re hanging up to thank them fo r
calling the store and let them know if they
h ave any other questions or concern s , t h ey
s h o u l d n ’t hesitate to call back or come to the
s t o re for help. 

ADD-ON SELLING 
After the customer has decided to make a
p u rch a s e, i t ’s time to see if they have eve ry-
thing else they need for the project they are
u n d e rt a k i n g. While this is called add-on sell-
i n g, i t ’s also an element of providing cus-
tomer sat i s faction and helping them leave the
s t o re with eve rything they need to complete
their project. 

P roduct Know l e d ge Is Key
To be successful at recommending add i t i o n a l
p roducts for particular pro j e c t s , you need to
k n ow as mu ch as possible about the va ri o u s
home improvement projects your customers
a re undert a k i n g.

WHERE TO FIND PRO J E C T
I N F O R M AT I O N

1. How - To Project Bro ch u re s
In the Customer Service portion of this
E d u c ation and Training Web s i t e, the Nort h
A m e rican Retail Hardwa re A s s o c i ation has
made ava i l able 71 diffe rent online pro j e c t
b ro ch u res that include step - by - s t ep instru c t i o n s
for the most common home improvement pro j-
ects. At the end of each project bro ch u re is a
listing of all the necessary items needed to
complete that particular project that you can go
over with the customer befo re they leave the
s t o re. These online bro ch u res can easily be
p rinted out for customers needing more info r-
m ation about how to complete their project. 

2. Home Improvement Books and
M aga z i n e s
Th e re are many books and magazines that
h ave been published detailing specific home
i m p rovement projects. Some stores eve n
h ave them ava i l able for customers to pur-
ch a s e. At a minimu m , your store should have
a libra ry of these re s o u rces ava i l able for store
e m p l oyees when customers ask about specif-
ic home improvement pro j e c t s .

3. The Intern e t
The Internet is an excellent re s o u rce fo r
i n fo rm ation on home improvement pro j e c t s .
S i m p ly type a few key wo rds or phrases into
an Internet Search Engine and nu m e ro u s

Websites will come up, m a ny with detailed
i n fo rm ation and step - by - s t ep instructions. 

4. Other Employe e s
When the opportunity presents itself, listen to
other store employees as they wo rk with cus-
t o m e rs in determining wh at is needed fo r
their specific project. Listen care f u l ly to wh at
items they recommend as add-on sales. 

5. In Store Project Demonstrat i o n s / C l i n i c s
In store project demonstrat i o n s , whether they
a re conducted by manu fa c t u rer rep re s e n t a-
t ives or by store employe e s , a re a gre at place
to learn more about how to complete home
i m p rovement projects and all the pro d u c t s
t h at are needed. 

6. Your Own Do-It-Yo u rself A c t iv i t y
Th e re ’s nothing quite like tackling a pro j e c t
yo u rself to fully understand how to not only
explain it to customers , but to recommend all
the products they will need to complete the job.

7. Product Pa ck agi n g
M a ny times product pack aging will tell yo u
wh at else is needed to assemble or install a
p a rticular product. For ex a m p l e, a light fi x t u re
might tell wh at type of light bulb is re q u i re d.
When using any of these project know l e d ge
re s o u rc e s , be sure to make note of all the
p roducts re q u i red to complete the pro j e c t —
no matter how small or insignificant. 
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Add-On Sales Techniques 
As you talk with your customers about the
project they are undertaking, you need to
listen for clues. Have your customers com-
pleted this type of project before? If so, how
long ago? Maybe products and procedures
have changed since then? If they have not
done it before, how much information do
they already have? 

Make a List
Listen to your customers as they tell you
what they need. If it is a long list, ask to see
it. If they do not have a list, pull out your
note pad and write it down. After you have
helped your customers with their items,
look at their list again. Now think about or
refer to your related items list. Is there a
tool or product that will help them do the
job better? Perhaps there is something they
did not have listed that they may need. Start
with products that are most likely to be
used. Most importantly listen and watch
your customers. They will tell you by their
words or their actions if you have gone
from being helpful to being annoying. With
practice, you will learn how to stop before
you have gone too far.

Anticipate Their Needs
Sometimes your recommendations may not
make sense to your customers. You will
need to be able to explain yourself. For

example, if your customers are purchasing
copper fittings think beyond the obvious
related items such as solder and flux. While
they may have a propane tank at home, how
much fuel is left in the tank? Chances are
your customer won’t know for sure. And
when they are in the crawl space or under
the sink or in the basement is not a good
time to find out it is empty. Power tool
accessories like saw blades, screwdriver bits
and drill bits fall into this category as well.

Focus on How Much They Are Saving By
Doing it Themselves
Many times the act of doing a project them-
selves will justify a major purchase to help
customers get the job done easier and faster.
For example, a new power tool might help
them complete their project faster and more
efficiently. The worst thing that can happen
is not that they will bring the tool back if
they don’t need it. The worst thing is if they
don’t buy it and get home and realize they
do need it and buy it somewhere else.

Remember You Are Providing Solutions
Your customers have come to your store to
help them solve a problem. They are the
only ones who can decide whether you are
selling products they really don’t need or
really trying to help them. If you are effec-
tive at helping your customers meet their
needs, they will come back to your store
and ask for your help again. Only quality

customer service and helping them get
everything they need will help ensure their
return.
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