IN-STORE APPOINTMENTS
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The jeweller will
see you now
High street retailers are turning to
appointment-only sales models to cut through
social distancing nervousness. Sarah Jordan
considers whether this is the future of the trade

W

ith an abundance
of masks, plastic
partitions, one-way
systems and confusing
underfoot signage (often in one
single establishment), it is no wonder
consumers are approaching the high
street with caution. To help alleviate
some of this shopping tension, many
retail jewellers have turned to an
appointment-led business model since
reopening after lockdown, following
in the footsteps of their peers and
other retail industries that have been
enjoying the benefits of one-on-one
sales for months, if not years.
Those who made the decision to
focus on appointments in the Covid-19
landscape are reporting real rewards
for their efforts. At Sproules Jewellers
in Londonderry, a private floor usually
reserved for bridal sales has been
repurposed into an appointmentonly location, allowing for one-hour
appointments for two sets of couples
with 30-minute clean-down intervals
in between. Director Nigel Sproule has
been so impressed by the success of
appointments that his business is now
developing an integrated app to take
bookings from its digital platforms.
“The appointment system has been
fantastic, beneficial for both us and the
customer, and has resulted in a higher
sales conversion rate,” he says. “Each
customer feels special, as we know
what they are looking for in advance
and will have everything ready. They
feel safe and secure in a private space,
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In-store appointments
at Harriet Kelsall
Bespoke Jewellery
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resulting in a higher sales success rate.”
Similarly enjoying the fruits of an
appointment model is Fitzgerald Jewellers
in Canterbury. “We never really accepted
appointments before lockdown, so this
is all new for us,” says manager Olivia
Stewart-Stead. “Pre-lockdown, we were
always keen to be very flexible with
anyone who wanted to visit, allowing
them to turn up whenever they liked.
Now that we’ve trialled appointments for
well over a month, we won’t go back.
“I would definitely say that
appointments have contributed quite
significantly to our sales. Without wanting
to jinx anything, we are happy with
our sales given the circumstances.”
Although some have only recently
discovered the benefits of an appointment
system, due to social distancing measures,
others have been enjoying the sales
model long before coronavirus swept the
globe. “In our experience, appointments
lead to a much higher conversion rate
than a standard walk-in and a higher
average transaction value [ATV],” explains
Alexander Pecko, director of two-store
northwest indie Banks Lyon. “We can also
plan the day better and [arrange] staffing
levels accordingly. With an appointment,
you know who is coming and for what,
so you can be far more efficient.”
Rachel Smith, manager and head
valuer at Hatton Jewels in Hatton
Garden has equally positive feedback
for appointments. “We have been
operating on an appointment-only basis
for over 10 years,” she says. “Although
we accommodate for all budgets, we
have found that with the higher value
sales it allows our customers to feel
comfortable, as well as providing an
extra security measure for them and our
team. Appointments allow us to offer a
more personal experience to customers,
dedicating the appointment time solely
to them, which we find in return brings
us incredible customer loyalty.”
Appointments don’t just make the
customer king, they also have practical
benefits for busy jewellers, as Harriet
Kelsall, founder and chair of Harriet
Kelsall Jewellery Design, points out.
“Working by appointment was originally
a lot about our need to try to spread the
work, so that we didn’t have to send
anyone away if lots [of customers] turned
up at the same time and the clients
outnumbered the available designers,”
she says. “We have just found it much
better for our designers, as they have
time to prepare for who is coming. If we
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Appointments at
Hatton Jewels (right)
and Fitzgerald
Jewellers
(below)

“Scheduled
appointments give the
jeweller the opportunity
to personalise the
shopping experience”
Charles Smith
By Appointment

“Appointments
lead to a
much higher
conversion
rate than a
standard
walk-in”
Alexander Pecko
Banks Lyon

can, we will book consultations for first
thing in the morning, as walk-ins tend to
concentrate on the middle of the day.”
The power of preparing for a customer
ahead of time is one of many reasons why
engagement ring specialist Lewis Malka
operates on an appointment-only model
across Hatton Garden and London. “The
main benefit is that you get to speak to
the client before they come to visit you,”
he says. “You’re able to ascertain what
they’re looking for. You’re also able to find
out their budget and prepare accordingly.
Once you’re sitting down with the client
and they have your undivided attention,
it leads to the opportunity to upsell
what they’re looking at. Often, when
it comes to picking an engagement
ring, the client tends to stretch his
budget a little bit more when he can
see what other options are available.”
One of the challenges of the digital age
is the issue of ‘showrooming’, whereby
consumers use bricks-and-mortar stores
to gather ideas only to spend their money
online. For Simon Wright, owner of SWJ
Design in London, an appointmentonly business model has allowed him
to overcome this challenge. “Being an
appointment-only jeweller has benefited
me greatly, mainly because it allows me
to avoid time wasters,” he says. “Having
worked in retail stores in my early career,
I was used to people coming into the
shop and browsing with no intention to
buy. Or you would find people would
use the stock as a library from which to

draw ideas to then have their piece made
elsewhere. Half your day could be spent
with people who you are never going
to sell anything to. Having to make an
appointment means you eradicate a lot
of this – not all of it, but a great deal of it.”
To capitalise on the potential of

appointments, retailers will need a
reliable booking system. This can be
created by an in-house or third-party
developer or acquired as a complete
system, whether via a downloadable
app or a software solutions provider.
There’s also the possibility of virtual
appointments and video calls that
may be the ideal precursor to a more
in-depth face-to-face appointment
(especially for bespoke commissions).
While virtual appointments may
appear like a lockdown fad, there is
plenty to be gained from giving it a try. In
fact, Ernest Jones and H Samuel parent
company Signet Jewelers has hosted
more than 100,000 virtual appointments
since the start of Covid-19, with online
sales rising 55% by the end of April 2020,
according to Eddie LeVian, chief executive
of key Signet Jewelers supplier Le Vian.
“We have worked closely with Signet
during the pandemic to help intensify
and elevate Signet’s virtual appointments
for Le Vian, thanks to our proprietary
retail technologies,” he says. “Our Style
Bar allows us to showcase via Zoom
the many thousands of one-of-a-kind
jewels that Le Vian produces each
Retail-jeweller.com
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customers offering remote appointments
haven’t taken a downturn in the number
of appointments they have seen – in
fact, the complete opposite,” says chief
customer officer Hayley-Jayne Cone.
“In the jewellery sector, we’ve seen the
average number of appointments increase
10 times [compared to the] number the
same customers were taking this time
last year. Some of the other luxury retail
brands we work with have reported
that introducing remote appointments,
and particularly events, has been far
more successful than they expected,
and it is now a key part of the strategy
for the future of their experiences.”

VEERLE EVENS

Whether your business opts for a

year, allowing customers to browse
our virtual vault and reserve pieces
that aren’t even available in stores.”
These sophisticated technologies may
be out of the realm of possibility for small
independents, but there are companies
well placed to offer support. JRNI is a
solutions provider that facilitates remote
appointments, footfall management,
virtual queueing, click and collect, and
personal shopping tools for retailers
and brands. Its clients include the
likes of Charlotte Tilbury, Lego, The
Co-operative Bank and JoJo Maman Bébé.
“During Covid-19, we have seen that
Retail-jeweller.com

(Above) Appointments
are an effective time
management tool for
bespoke designer
Simon Wright

digital appointment model, a bricksand-mortar appointment system, or
a combination of both, Cone offers
some helpful advice for making the
most of them. “There is no point having
the technology that, for example, asks
questions about the person’s size or
style as they book their session only for
the customer to then have to answer all
those questions again when they attend.
“Additionally, companies need to
think about who serves the appointments,
when they make appointments available
(and why you are setting that availability),
what needs to happen before the
appointment takes place, and much
more. It’s a true operational change to
really get the most from introducing
appointments as part of the business
model. Everything needs to be joined
up and that’s where JRNI helps.”
Elsewhere, there’s the By
Appointment app that provides
retailers with an appointment booking
system and virtual queuing tools,
personalised to stores and designed
for ease of use by store managers.
“For a retailer of any type, [looking]
to provide an enhanced experience for
their customers, personal appointments
are the unparalleled solution at any time,
Covid-19 aside,” says By Appointment
managing director Charles Smith. “The By
Appointment app has been fast-tracked to
support retailers reopen post-lockdown,
but appointments are the future.
“Scheduled appointments give the
jeweller the opportunity to personalise
the shopping experience – to welcome the
customer by name, to prepare a bespoke
edit of pieces to show them and to give
them focused attention during their time
slot – which enhances the experience
for the shopper and in turn substantially
increases the conversion rate.”

“One of the challenges
is getting your head
around the fact that
some days you will
not have anyone in”
Simon Wright
SW Jewellery

With solutions out there and retailers
espousing the benefits of appointments,
could the jewellery retail trade follow
in the footsteps of bridal retailers and
operate primarily on an appointmentonly model in the future? Kelsall believes
striking the right balance is key. “People
like to have all options open and don’t
always want to stick to just one way of
connecting with you,” she says. “Bespoke
is about choice and about the personal,
so we need to give people options.”
And while the positives sound too
good to be true, allowances must always
be made for human nature. “One of the
challenges is getting your head around
the fact that some days you will not
have anyone in,” says Wright. “It can
feel like things are going wrong, but you
have to think about how much other
stuff you can be doing to make your
business successful with the time.”
Hatton Jewels’ Smith recommends
preparing for the ‘reality check’ that
may swiftly follow any speedy shift
towards an appointment-led future.
“Working by appointment only
does have aspects that need to be
carefully considered. It does reduce
your maximum capacity in comparison
to a traditional shop with walk-ins and,
as with restaurants, you do get the
unavoidable cancellations and no-shows.
It also brings to light the importance of
a strong internet presence to be able
to draw customers in, as you have no
show-stopping window display to rely on
for catching customers’ eyes. It is really
a case of balancing out what is right for
the business and your customers.”
With the world in a state of flux and
customers finding mixed experiences
online, there’s room to rethink the retail
store environment and adapt accordingly.
As the appointment model becomes
more alluring for businesses looking to
guarantee sales, there’s a chance it may
breathe fresh life into the high street…
just in a completely new way. l
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