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� Focus on customer not just the product
� Understand that not all customers are equal
� Match their product to target customers
� Understand the true value of existing 
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needs and wants
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� Purchase & price stock for your target markets 
� Develop your product range for depth or width
� Review stock levels and stock turns
� Maintain a steady flow of stock with supplier 

agreements
� Aim for exclusivity of product that “positions” 

you in the marketplace
� Train staff to promote product benefits
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� Understand your “ant tracks” 
� High profit, high image stock in prime spots

� Arrange stock to suit customers not staff
� Make sure display is logical – think “rooms”
� Rotate stock regularly
� Avoid “dressing table” display, use multiples
� Make the most of all sales space
� Fixtures and fittings appropriate and stable
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� Do your windows represent your business? 
� Change your windows often
� Make sure nothing blocks the view
� Make the most of props to feature stock
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dissatisfied clients
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people about his or her problem. 1 in 5 will tell 
20

� It takes 12 positive service incidents to make up 
for 1 negative incident
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� 3% move away
� 5% develop other friendships
� 9% leave for competitive reasons
� 14% are dissatisfied with the product or a 
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� 68% quit because of an attitude of 

indifference by the owner, manager or some 
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The importance of existing clientsThe importance of existing clients

� Compare the cost of finding new 
customers with building your business 
through existing customers
� How many customers do you have?

� How often do they use your service?
� What is your average spend? (revenue per 

week ÷ number of clients per week)
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� Multiply Customers x Visits x Average Spend
� 1000 x $120 x 2 = $240,000  Existing
� 1100 x $120 x 2 = $264,000  New clients

� 1000 x $150 x 2 = $300,000  Av. spend
� 1000 x $120 x 3 = $360,000  No. of visits

� Don’t underestimate the lifetime value 
of a customer

� Multiply Customers x Visits x Average Spend
� 1000 x $120 x 2 = $240,000  Existing
� 1100 x $120 x 2 = $264,000  New clients

� 1000 x $150 x 2 = $300,000  Av. spend
� 1000 x $120 x 3 = $360,000  No. of visits

� Don’t underestimate the lifetime value 
of a customer

The lifetime value of a customerThe lifetime value of a customer

� Average lifetime x average spend x 
number of visits

� 5 years x $120 x 10  = $6,000

� Average lifetime x average spend x 
number of visits

� 5 years x $120 x 10  = $6,000

Increase average spendIncrease average spend

� Logical add on sales
� Display and price stock in multiples
� Package products together 
� Try in store sampling
� Use “How To” information sheets and flyers
� Offer value added rather than a discount 
� Display interesting stock on the rear wall
� Try promoting additional services
� Keep lights bright as they will attract customers
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servicing or seasonal products
� Hold a special event eg closed door sale
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Analyse your sales processAnalyse your sales process

� Ask yourself
� Are you missing opportunities for client service?
� Do you over promise and under deliver?

� Was this process developed for the business or the 
customer?

� Remember
� We tend to buy emotionally and justify with logic

� Problems are an opportunity to shine
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Happy retailing!Happy retailing!

linda@lindahailey.com.au
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www.lindahailey.com.auwww.lindahailey.com.au


