
Integrity selling is key to powerful, long-lasting success.

by Katie Roberts
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A
s long as bridal stores have been
in business, customers have been
talking about them. 

    Before online reviews, message
boards, chat rooms, and other ways to
discuss and critique a shopping experi-
ence became the norm, people relied
upon sharing news (good or bad) in
offline, traditional ways. And although
the effect of a bride verbally telling her
friends about a store’s lack of integrity
could no doubt be powerful, it rarely
had the exponential impact that such a
remark could have today if posted
online for her extended network of
social-media friends – and virtually any-
one else in the world – to see.
    So while integrity in sales has always
been important, “today’s business brand
is at the mercy of integrity selling,” says

Chris Lott, a national sales team strate-
gist, trainer and author of “Salesblog!”
and the “totallysales™” playbook
(http://www.lottspace.com). “You can
advertise that you have a customer’s
best interest in mind but, at the end of
the day, it must be proven. Social media
and Internet resources can root out
quickly if integrity with employees and
selling is actually happening. Your busi-
ness brand representing integrity is
everything for long-term success.”
    But what exactly does integrity sell-

ing mean? In the simplest of terms, it’s
selling by genuinely caring about your
customers. It’s using your heart and
honoring customers by committing to
do right by them. 
    It’s also goal-achieved through the
practice of certain mindsets and habits
that, rooted in good morals, cultivate
healthy, honest relationships with your
customers. At the same time, integrity
selling is a personalized process that
when expertly executed builds trust.
This, as you know, is the key to securing
solid connections with customers, par-
ticularly those making emotionally
charged purchasing decisions such as a
wedding gown for their extraordinarily
important day. 
    With those connections made, how-
ever, integrity selling must then go one

“Today’s business brand
is at the mercy of integrity

selling.”
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step farther and be used to help some-
one. Because although people do buy
from people they like, “just because
someone likes you doesn’t mean
they’re going to buy from you,” says Paul
Cherry, founder/managing partner of
sales training and management firm
Performance-Based Results
(www.pbresults.com) and author of
“Questions That Get Results” (Wiley;
2010). 
    After all, “you have friends you like,
but that doesn’t mean you’re going to
buy something from them,” he says.
    In today’s world, while research
shows that building relationships and
emotional connections are essential to
a positive selling experience, it’s integri-
ty selling that really drives the success,
he says. Integrity selling means your
brand consistently provides authentic
support and the right solutions, which
must be rooted in a genuine care for
customers.
    As a bridal retailer, your goal as
someone who practices integrity selling
is to build fans not just in the short
term but over the course of many
years. It’s all part of establishing and sus-

taining a positive reputation and ensur-
ing your peace of mind. Here are some
tips:

Learn what your customer really
wants. “The quickest, easiest way to do
this is to ask good, open-ended ques-
tions,” says personal development train-
er/speaker Andrea Waltz who co-owns
Courage Crafters (www.courage-
crafters.com) is the co-author of many
books, including “Go for No!” Yes is the
Destination, No is How You Get There”
(Courage Crafters, 2007). 

“Clarify anything that is confusing or
is lacking in detail,” Waltz says. “For
example, if the customer wants lace,
clarify that: How much lace? Where?
Then the key is to link what the cus-
tomer told you to what you are show-
ing. That demonstrates the integrity of
being a good sales consultant. A sales-
person can further that by offering their
own personal opinion when appropri-
ate.” 

    In addition, this opens the door for
the consultant to demonstrate unique
expertise, solutions, ideas, etc.

Use good listening skills. It’s hard to
know what your customer wants if
you’re doing most of the talking. A good
rule of thumb is to let the customer talk
80 percent of the time while you ask
questions or provide feedback or other
types of conversation 20 percent of the
time. 
    Practice this, incorporating this exer-
cise into your weekly staff training. For
example, ask your staff members to act
out a classic sales experience, assigning
one staff member the role of the bride
and another sales associate. Don’t tell
them initially what the purpose of the
exercise is so they act it out as naturally
as possible. Video the role-playing, then
play it back to everyone and examine
what percent of the time the sales asso-
ciate talked versus the bride. Use this to
demonstrate that 80/20 rule, highlight
good listening skills, and outline any cor-
rective actions that could be taken.

Keep the focus away from your needs.
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customer-focused,
helping to fill a need.
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As a business owner, manager, or
employee, it’s important to remember
that if integrity selling is about genuine
care for your customers, then that
means not coming across to customers
as if your time, money, energy, or other
resources matter more than they do. 
    No doubt, it’s true that your bottom
line matters. After all, if you don’t meet
your basic business needs, it will be
impossible to remain open to cus-
tomers. However, it’s equally true that if
customers get a whiff of anything that
smells like they don’t matter, then they’ll
go elsewhere – and quite possibly
share on their favorite social-media sites
or through online business reviews why
they did.
    “If they feel you’re too caught up
about your needs versus their needs as
a customer, that’s a killer,” Cherry says. 
    This includes communicating that
your time, energy or money (among
other things) means more, which is the
fastest way to turn a shopping experi-
ence of remarkable value into one
that’s merely a commodity, he says. 
    For example, even if you’re “too will-
ing to negotiate or drop a price, that

demonstrates that you’ve got nothing
of real value to give, share or convey to
the customer. Then the customer will
pick up that the purchase is really just a
transaction, just about price, which
destroys the integrity of the experi-
ence,” he says.

Avoid a one-shoe-fits-all approach.
“Some retailers have programs that
aren’t inline with a consultative selling
approach,” Waltz says. “For example, in
the shoe industry, one retailer had a
‘shoe of the day’ program. Every consul-
tant was expected to show the ‘shoe of
the day.’ If selling flats to an older female,
they would show the ‘shoe of the day’
even if it was a black stiletto heel. That’s
all about the store’s mission to sell
product and not about helping a cus-
tomer fill a need. So the advice and the
warning is to avoid instituting programs
that are not a win-win and customer-
focused.”
    In the bridal arena, that example

might translate to a retailer who offers
spiffs to brides who sell a certain line of
high-margin gowns. While that can be
motivating for staff, whom does it truly
benefit? It’s something to carefully think
through because such a spiff program
could create an environment in which
brides may be repeatedly shown gowns
that aren’t dresses they want but what
the consultants feel they must show.
Also, consider that if one consultant
feels that selling approach lacks integrity
while others have no issue with it, this
motivational tactic could create dissent
among your team and even lead to low
morale. One solution might be to offer
various ways to give spiffs, so consul-
tants feel they have choices about what
they offer their brides, eliminating the
need to push any product on a bride.

Practice regular, honest communica-
tion. “After the purchase, whatever the
timeline is regarding alterations, pick up,
etc., that must be strictly adhered to,”
Waltz says. 
    Fulfilling commitments and keeping
promises can go a long way toward
maintaining integrity in selling.That said,
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communicate the problem
honestly and instantly.
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sometimes problems with meeting a
timeline arise – and there’s nothing you
can do about it but be honest and quick
about what’s going on and how you’re
addressing it.
    Usually, “customers don’t lose confi-
dence because things go wrong – they
lose confidence when they don’t
receive open and honest communica-
tion about those things,” she says. “So if
a salon (owner) has an issue, communi-
cating to the customer as soon as pos-
sible (ideally with a solution) is the way
to maintain the relationship and his/her
own integrity.”

Establish expectations upfront. It’s eas-
ier to maintain regular, honest commu-
nication if expectations about the selling
experience are discussed at the begin-
ning of the process. While these rules
clearly set boundaries on behalf of the
retailer, they also protect the customer,
once again demonstrating that the
brand is committed to supporting and
caring for customers’ needs. 

Cherry says these expectations
should be communicated to demon-
strate how you are “ensuring your cus-
tomers get the right experience. It’s
about what you expect from customers
and what the customers expect from
you, in terms of how you will meet their
needs.”
    Such expectations can be communi-
cated effectively, professionally and tact-
fully in person, through written con-
tracts and other paper records, on in-
store marketing materials or handouts,
and certainly on your website. 

Push integrity down into the team.
When it comes to integrity selling and
making sure it’s upheld in your work-
place culture, “your team members are
your brand ambassadors,” says
Darnyelle A. Jervey, CEO of the busi-
ness and entrepreneur coaching firm
Incredible One Enterprises
(www.incredibleoneenterprises.com)
and author of seven books, including
“Burn the Box: 7 Breakthrough Strategies
for Standing Up, Stepping In and Igniting

www.redcross.org

1-800 help now
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you can’t deliver or try to be
someone you’re not.
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Success” (Incredible Factor Publications,
releasing July 2015). “They will either
help or hinder your brand. You should
be clear about the brand of your busi-
ness and ensure each member exudes
it daily.”
    This includes making sure what your
people say and do, in front of cus-
tomers as well as when beyond
earshot, supports integrity at all times.
It’s one thing to vent about a customer
or talk about a problem that’s come up
with someone, but it’s another thing to
allow gossip and other malicious,
unprofessional types of talk about cus-
tomers to infiltrate your workplace.
One careless slipup can wreak havoc
for everyone and the brand.

    Of course, the odds that your staff
will uphold integrity go up if you uphold
it, too, Lott adds. You’ve got to lead by
example, setting and following the writ-
ten and unwritten rules you want other
team members to follow.
    “The owner has the ultimate
responsibility for integrity selling” and
needs to be the example with cus-
tomers and employees, he says. “The
business owner needs to embody a
clear message to all employees about
integrity. Reinforcing an ongoing com-
mitment to integrity selling (pre and

post sales) is not only necessary but
crucial to business survival in today’s
competitive environment.”

Know your limits. As nurturing and
professional as you may be, it’s not easy
to maintain a sense of caring all the
time. Even the most passionate business
owners have days when they’re tired,
stressed, simply not on their game, or
feel disenchanted by a particular cus-
tomer. It’s OK – you’re human. But your
brand is not, and it needs to uphold that
image of extraordinary care for its cus-
tomers. 

So come up with ways to manage
things when you’re not able to care as
much as you’d like or want. This could
be as simple as taking a three-minute
break in the bathroom to deep breathe
and regroup. Or it may mean you find a
way to seamlessly reassign your cus-
tomer to another consultant. Part of
managing your business effectively is
recognizing and learning how to honor
your limits. If you try to do something
you can’t or be someone you are not,
you can uphold neither honest relation-
ships nor selling integrity.
    If you think about it, integrity selling
can come into play with practically
every selling move you make. Prove you
care about your customer in how you
market to her, get to know her, meet
and fulfill her needs, and even exceed
expectations long after her wedding
day, and you’ll have a fan – likely for life. 
    Whether or not you’ve given
“integrity selling” much thought or cre-
dence in the past, realize there’s no
question that it’s a powerful aspect to
your business. Not only can it differenti-
ate your brand from others in your
market, but it can also shape your
store’s success daily and over the
course of many years to come. 
    As Lott sums up, integrity selling
boils down to this: “I need to sleep at
night. I am looking for the long-term
relationship not just the quick sale. I
want to know that when I meet a pre-
vious customer in the grocery store, I
will not have to duck behind an aisle
out of embarrassment.”
    Integrity selling is genuinely caring
about your customers. Most important-
ly, it’s about doing what’s right
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about customers through
actions and words.
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