Your Jewellery
Store Has Data.
Not Relationships.

You know what she bought. You don't know why she
hasn't come back. That gap is not a loyalty
problem. It's a systems problem.
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CRM vs.

Clienteling.
Not the same
thing

Most jewellers treat them as the same
word. That's the whole problem.

CRM records
Transactions. Dates. SKUs. What
happened after she paid and left.

She bought a polki set. On Nov 3rd. For : —— e =
Z14L. That's it. A receipt with a name on it  ——————_— .
= — -
Clienteling records g '
- : - B R
Relationships. Preferences. Occasions. e e
What will make her return and bbring her e

close one too.

She loves uncut diamonds. Her
anniversary is in March. Her daughter
just got engaged.
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She bought a
hecklace last
time.

Even the best showrooms in Indiq;
beautiful spaces, trained staff,
premium brands, greet returning
customers like strangers.

No memory. No context. No

connection. Every visit feels like the
first and that is not a good thing!
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Your repeat
customers
aren't a

bonus.

They are
the business.

They spend 2 to 3 X more per visit
than first-timers.

They refer friends getting married,
daughters buying their first set,
sisters shopping for anniversaries.

And unlike new customers, you
already have them. You just have to
not lose them to someone who
remembers their name.

D) RAHUL DESAI



Losing a
repeat
customer
isnt one lost
sale.

When someone who dlready trusts you stops
coming back, you don' just lose their next
purchase; you lose their anniversary, their
daughter's wedding, their referrals, and
every occasion for the next decade.

The real cost is invisible on a daily basis.

It only shows up when you compare stores
that track relationships to those that only
track receipts. The gap is significant and it
compounds every sedson.
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Five things
your team
heeds to

know about
every customer

Think of it as five questions you
answer once, and update over time.
Each one makes the next visit feel
warmer than the last.

None of this requires fancy software.
It requires intention and a system
your team actually follows.
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Important dates

... Anniversary. Birthday. Occasions she buys for.

Ask on_Ce at first purchase. Then you know when
to reach out before she even thinks to come in.

What she actually likes

_Gold or platinum? Classic or contemporary?
Everyday wear or statement pieces? One
conversation tells you more than ten visits
without notes. '

~What's happening in her life

New job. Daughter's wedding. Move to a new
city. These are buying moments. Know them

and youre relevant. Miss them and someone
else gets the sale.

Reach out... personally
Not a mass WhatsAp'p blast. One message,
timed to her life, about something she'd
actually want. That's the difference between
feeling known and feeling spammed.

Never make her repeat herself

When she walks in, your team should already
know who she is. This one thing alone changes
~ how your store feels to every customer Who
matters s
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SGI me cust,mers—

‘One store
knows them. StoreB

- One doesn't. Store A

-m

Outreach style
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Cartier doesn't
ask for your
name twice.

The world's great jewellery houses don't
retain customers because their pieces
are better. They retain them because
their memory is better.

This isn't about becoming Cartier. It's
about building the same habit...
knowing your customer, at whatever
scale you operate.
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Ask yourself this:

Does my team
have a readl
system for this
or are we just
hoping our best
salesperson
remembers?
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Helping businesses grow with clarity.
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