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The end of an era?
When e-commerce came on the scene, it was announced as the death of retail as we know it. While ecommerce is projected to be over $25 billion in 2015, the bricks and mortar retailer is still alive and well.
The good news is, most of the basics of retail still apply (great selection, high quality, great service). However
there are other key elements that can have a huge impact on the success of a retail location, and allow the
small retailer to compete.
• Living your brand promise
• Learning how customers like to shop and buy
• How to stand out and be remembered
• Ensuring consistency of the experience at your store
• Making sure the bricks and mortar match the online presence
This report is designed for the small business retailer that needs to make every dollar and every minute
count.
Through this report our goal is to provide ideas, tools and resources that you can apply in your business
quickly and easily.
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Are you living your brand?
What is a brand?
Many believe that their brand is their logo. While your logo is part of your brand, your brand is so much
more.
Our definition of a brand is “the culmination of opinions a customer collects through interacting with all
aspects of your company that leads them to their perception of your company”. What we’re really getting at
here is that the customer can have an ever changing opinion about your business, based on the experience
they have each and every time they interact with you.
Moments of Truth
In 1981 Scandinavian airlines (SAS) was losing $17 million per year and was ranked 14th out of 17
European airlines, and, had a reputation for always being late.
In that same year Jan Carlzon took over as CEO. The first thing he did was spend a week taking flights to
“experience” what it was like to fly SAS. What he found would affect not just his airline, but all businesses.
He discovered that each time he took a flight he had a completely different experience. On some occasions
the flights were on time and on others they were late. On some flights the food was great, and on others it
was terrible and the service levels were all over the map.
When he returned back to his office he looked at his business and determined that every time a customer
came in contact with an element of the business that added to their opinion of the company. From booking a
flight over the phone, to the seating on the plan to the staff, every “touch point” could make the customers
experience better or worse. From this he coined the phrase “Moments of Truth”. What he found was that
every time he interacted with the airline his opinion of SAS changed. It went from highs and lows to
indifference. And he realized that while this was a major problem, it was also a huge opportunity.
How you can stand out
By identifying every customer touch point you have within your business, you have the opportunity to
deliver a consistently great experience and to live your brand promise.
You also have the opportunity to stand out and own your market.
Today there are far too many “me too” companies - businesses that deliver the bare minimum and primarily
compete on price. Because of this, you have a unique opportunity to create an experience that the customer
will talk about, never forget, and make their primary choice.
How to find your moments of truth
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There is a great exercise you can do on your own or with your employees. Your goal is to identify every
touch point you have with your customers. Every time a customer comes in contact with an element of your
brand and adds to their opinion, is a Moment of Truth.
There are five key areas to look at:
1.
2.
3.
4.
5.

How do they find you?
First impressions
Staff interactions
The sales process
Using your product/service

The first step is to walk through a customer transaction and
identify all of the steps in order.
Next, determine what is the level of service and what is the
experience we want to deliver at each step.
Lastly, ensure everyone that works for you understands what’s
expected of them, is properly trained, and that you measure
their performance against the Moments of Truth.
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Are you learning from your customers?
Technology is a wonderful thing. We can communicate with one person or millions in the same amount of
time. We can find information about anything with the click of a mouse and we can record and store huge
amounts of data.
But the thing about technology is it’s only part of the solution. If your business isn’t learning, it’s dying. That’s
a strong statement, but it’s so true, especially in todays business climate.
Your customer database is one of the most important assets you can develop. It allows you to identify who
your customers are, track their habits, and learn how they want to be communicated with.
Before we get into how to collect the information, let’s take a minute on why its so important.
There are two primary reasons:
• The 80/20 rule
• LTV
The 80/20 rule states that 80% of your revenue will come from 20% of your customers. Sounds hard to
believe, but it’s true across almost all business sectors and industries.
The reason the 80/20 rule is so important to
retail is because of the second point; LTV.
LTV = Life Time Value
Life Time Value is the sum of all the transactions
a customer completes over their purchasing
lifetime with your company. For example, if you
own a dry cleaners and a customer typically
spends $25 each time they visit you and they
visit you 10 times per year, their annual value is
$250. If they buy from you for 7 years, their
total value is $1750. On top of this they could
refer others, bring in other members of their
family, and, try additional services from time to
time.
So their value is not a $25 sale, their value is a $1750 customer. There is a big difference.
So let’s get back to the 80/20 rule. The reason it’s so important is because the top 20% of your customers; the
one’s that contribute 80% of your revenue, are worth between 5-10 times more than an average customer.
That means if your dry cleaning customer is in the top 20% of customers he/she is worth $8,750 - $17,500.
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As a small business owner if you were to lose just a few of these customers it could mean the difference
between being profitable and being out of business.

What data should you collect?
If you are utilizing a basic point of sale (POS) system, you should be able to record the following information
each time a customer visits.
• Items sold
• Date
• Total transaction
Your goal is to tie this information to individual customers. The easiest way to accomplish this is with a
loyalty program or a rebate program.
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But the information we really want to get our hands on are related to RFM.
• Recency:
• Frequency:
• Monetary:

How recently have they been in?
How often do they come in?
How much do they spend and on what?

The reason we want to know these key numbers is because it allows us to identify our top 20% and it can
warn us if one of them have not been in for awhile and prompt us to reach out.
If you’re not using a POS system, it would be something worth investing in as soon as possible. Prices for the
hardware and software are always decreasing and it will earn back its value quickly by providing you with
better intelligence.
One last comment on developing a database. There is an old saying “garbage in, garbage out”. What that
means is, if you put in bad data your reports will be worthless. When choosing your system make sure you
can get the basic reports you need, and, that you and your team are properly trained to input the data.
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Is your business forgettable?
Retail is much different from many other business sectors. For example, companies with an outside sales
force have to go into the market place and try to find people that may have a need for what they sell. In
retail, when someone walks into your store, chances are good that they have some type of interest in what
you offer.
Your challenge is to engage them in a way that is non threatening, yet, at the same time memorable and
relevant.
The problem is we’ve seen far too many retailers put a ton of effort into their store interiors and facades, as
well as the merchandise, only to skimp, or even skip, on training their people.
Sure, most of them have some initial orientation
training and a little time on how to use the POS
system and stock shelves, but not even close to
enough time on the really important things, like,
how to engage a customer, up-selling, and how to
be memorable.
Every employee, no matter how long they have
been with you, needs to be trained on a constant
basis. Every month you should hold a formal full or
half day training session that consists of the
following sections:
1.
2.
3.
4.

Sales
Service
Procedures and Systems
Product knowledge

Sales
This training should focus on how to engage
people in conversation; how to ask questions and
how to listen. Listening is one of the greatest skills
you can develop, no matter what industry and no
matter how long you’ve been doing it. The art of
up-selling is also a key skill.
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Service
Far more than smiling and saying thank you, service training should be all about how to make someone feel
appreciated and important.
Procedures and Systems
Please notice we didn’t mention “policies”. This part of the training is about efficiency. How to not reinvent
the wheel every time something needs to get done. How to share what works and what doesn’t, and how to
innovate the way you do things.
Product knowledge
Customers today have access to more information than at any point in time, but that doesn’t always equate
to education and intelligence. You need to teach your team how to educate customers without insulting what
the customer thinks they know. Teach them how to solve problems, not just push product.
We recommend that you should spend twice as much on training as you do on marketing. Studies have
shown that a properly trained and engaged employee can be worth double their salary, while, a disengaged
and poorly trained employee can cost up to four times theirs.
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Are you two faced?
Ok, not you, but your business. Does the image you portray online match the experience someone will get
at your bricks and mortar location?
Have you ever visited a great website and been really excited about the visit to the physical location only to
be greatly disappointed? Sure you have, we all have. Sometimes even the opposite happens.
With the internet, you have two wonderful opportunities:
• The long tail
• 24/7
The Long Tail
In his book of the same name Chris Anderson (no relation unfortunately) discusses a concept about what the
internet has done to retail. Here is a brief explanation from Chris’ website.
“The theory of the Long Tail is that our culture and
economy is increasingly shifting away from a focus
on a relatively small number of "hits" (mainstream
products and markets) at the head of the demand
curve and toward a huge number of niches in the
tail. As the costs of production and distribution fall,
especially online, there is now less need to lump
products and consumers into one-size-fits-all
containers. In an era without the constraints of
physical shelf space and other bottlenecks of
distribution, narrowly-targeted goods and services
can be as economically attractive as mainstream
fare”.
What this means is today’s small retailer can
compete with the large retailers; at least online; because of the long tail.
The internet has created a virtually unlimited inventory space. If you can set up the right relationships with
the right suppliers, you can look like you can offer the world to your customers.
24/7
Who wouldn’t love a sales person that always says the right thing, never calls in sick, and, never sleeps. Well
now you have one.
Your job is to keep it fresh and interesting. Here are some important elements your website should have.
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Your story
People like to buy from people they like and trust. Don’t just regurgitate the same old boring stuff your
competitors are. Take some time and let people know why you love what you do and why you decided to get
into the business. Also tell them what they can expect when they visit your store.
Contact information, hours and location
Please make it easy for people to reach out to you and to find you. This is a major pet peeve of many
customers and really simple to fix.
Merchandise
First, make sure you have quality merchandise. No amount of great salesmanship and marketing can
overcome a bad product. Secondly, spend some money on great photography. No stock images and no clip
art. Showcase what you have and let it stand out.
Content
Great companies share what they’ve learned. Share your expertise, processes and even your mistakes.
People shop and buy from companies, and brands they feel reflect a part of them. The more you share your
brand personality and let people in, the more they will feel connected.
And lastly make sure your online presence matches the look and experience a customer will have at your
retail store.
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Larry Anderson Consultants
We love small businesses.
In fact, they’re the backbone of the country. 98% of businesses in Canada have fewer than 100 employees.
But the problem is, less than half of them will make it past five years.
And that’s why we love them. How can you not love working side by side with people that despite the odds,
are so passionate about something that they are willing to make it their sole (soul) purpose.
That’s something pretty awesome to be a part of.
Our goal has always been to help small business owners overcome problems they’ve had trouble solving on
their own. So the real question is not what we do, but what problems we solve.
The companies we work with are great at what they do, but sometimes they get bogged down. From slow or
declining sales to internal communication issues or the need to find the right employee, there are always
things that creep in and get in the way of success.
But the one thing that always comes up is the need to help small business owners overcome their own
limiting thinking.
So if you’re ready to look at your business differently, we’d love to help you get there.
Give us a call and let’s get started.

Larry Anderson
CEO
Phone:
Email:
Twitter:
LinkedIn:

905-321-2663
larry@larryandersonconsultants.com
@LACNiagara
ca.linkedin.com/in/LarryJAnderson
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