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INTRODUCTION

Retailing is a turbulent place to 
live and work right these days.  The new reality 
of streaming natives and the impact of online 
shopping has dramatically changed the face 
of selling from brick and mortar stores.  We 
have entered a time when buyers talk to each 
other instantly and constantly.  They influence 
purchasing decisions via recommendations, likes 
and follows in ways that are unfamiliar to many 
seasoned business owners.  Customers can do 
all of the research they want online before they 
ever enter a store, sometimes giving them the 
information advantage even over the customer 
service representatives when they buy.  Most 
buyers are better than half way through their 
buying decision before they even enter a store, 
and with the convenience of online ordering and 
“to-the-door” delivery - why leave the house?

That struggle, to understand the 
emerging marketplace, can be 
frightening and discouraging.  But 
often in the midst of major change, major 
opportunity seems to arise.  2018 seems to be 
a year when we can point to an economy that is 
on the up swing.  Consumer spending appears 
to be following, and studies from such leaders as 
Deloitte suggest that consumers are still buying 
through a variety of channels that include brick 
and mortar stores.  And really, they are buying 
confidently.  Likely, it’s not going to be what 
we’ve all been used to, but there’s no reason to 
think we can’t adapt to the new normal.  And that 
smaller, boutique type retailers probably have the 
advantage in terms of being physical stores.

In my opinion, standardization 
has been the game for the last decade or 
better.  Making the customer experience at a 
store in Manhattan closely with the experience 
at the same store in Modesto has been the 
advantage of larger retailers.  But aligning 1,500 
outlets across 30 states is no small task, and is 
surely a slow process.  In a day and age when 
personalization and individual experience is a 
clear winner, a more nimble independent store(s) 
has the advantage of adapting quickly and 
capturing the loyalty of local buyers.  Leverage 
that local loyalty, add a little social media savvy, 
and chances are you can even take the boutique 
experience online and successfully build from 
there.

So, what are some things to 
consider?  Truthfully, there are oodles of 
things you can do.  And as you learn to know 
your customers more, you will be able to tailor 
make your outlet to match their wants.  But the 
following are some basic starting points you can 
work with to get the creative juices flowing.  They 
really aren’t in any particular order, and one isn’t 
necessarily more important than another.  They 
are considerations to help you take a fresh look 
and launch some new possibilities.



THE GRAB
What is it that projects the right image 
for your brand, but also entices people?



1. THE GRAB

There he was.  He was a big dude.  Just as 
you got to the top of the escalator to the second 
floor in our local mall, in the entry to the Sharper 
Image, stood Batman.  Life-size.  Probably plus 
a little for effect.  Based on the 1989 movie 
costume, Batman was one of the “statues” you 
could purchase in a Sharper Image store back 
before they returned to their catalog roots.  And 
between him and the life-sized statue of Alien, I 
always wanted to go in and see what else they had 
to offer.

Batman was a “grab.”  I don’t know if 
there is an official term for it, but at $5,000 each 
in the early 90s they probably didn’t sell too 
many Batmen.  The goal of the Batman was more 
to grab you and bring you into the store and buy 
the more “buyable” fare they had on the shelves.  
We all know we need a way to draw people into 
the store, but look at the brilliance of using 
Batman the way Sharper Image did.

The statue was surely unique, not 
many other stores in the city (let alone the 
mall) had one.  Batman was also rising back 
as a cultural icon as Tim Burton had brought 
him back to life on the big screen, and so the 
“cool” factor was approaching 11 on the meter.  
Subliminally, you really did ask the question 
“who buys that?” and then you went in to see 
what other crazy stuff they had.  The trifecta that 
was built there was a great boost to the Sharper 
Image brand.  Sharper Image was the place you 
went to find trendy, emerging technology with 
a cool practicality to it.  You want people to see 
you as a sharp, smart person and how better to 
support that idea than to shop at a store so trendy 
and sharp that you can get a full sized Batman 
doll … err … action figure.

What is it that projects the right 
image for your brand, but also entices 
people?  What inspires them to shop and builds 
excitement for them about exploring your store?  
It may not be your best seller, but it charges 
people up.  Whatever it is … it goes in the front 
window somewhere!



TRANSITION
Walking into the place, you really kind of 
struggle to know which way to turn; and 
that’s where the transition happens.



2. TRANSITION

I love the Bass Pro Shop corporate 
store.  I never would have thought to go that far 
overboard with an outdoor store, but the place is 
fantastic.  I’ve been to it twice as I pass through 
Springfield, Missouri and there are a couple of 
portions that I get nearly giddy to visit.  There 
are several museums, a restaurant, waterfalls, 
aquariums, a boat dealership, acres of stuff to 
browse through and buy, and probably some stuff 
I haven’t yet figured out under one roof.  And 
frankly, walking into the place you really kind of 
struggle to know which way to turn.  And that’s 
where the transition happens.

When you first walk into the store, 
you come into a very well done vestibule.  It’s 
beautifully decorated, but distinctively outdoors.  
It’s an open area that, despite the foot traffic, 
allows plenty of space for you to stop and orient 
yourself.  In the retail world they call this a 
decompression zone.  As people enter the store, 
they need a moment or three to adjust themselves 
to a new environment and orient themselves to 
the shop.  Experts suggest that depending on the 
size of the store, the first five to fifteen feet of the 
entry are necessary for people to decompress 
and anything in that zone is either ignored or a 
challenge to that transition.

Designing a good retail space 
requires accounting for that 
transition.  Maybe you don’t need a fancy 
foyer, but you need to help pave the buying 
experience for your customers.  You want to 
support your brand and start to build some 
excitement, but it needs to be done while 
establishing a the next stage for the buyer.  You 
are giving them a moment or five to take in the 
scope of your store (and hopefully experience a 
little bit of a “wow” reaction), and then formulate 
some sort of a plan to start shopping.



THE RIGHT WAY 
90% of people walking into your store are 
going to unconsciously turn to the right 
after they enter.



3. THE RIGHT WAY

As I said earlier, these are in no 
particular order.  Except for this point and 
the next, they go rather hand in hand.  Research 
shows that almost without fail, at least here in 
North America, we tend to traffic to the right.  
No matter what we are up to, when we enter an 
environment we tend to make our first turn to 
the right and then work from there.  It’s based 
primarily on the fact that we drive on the right 
side, but 90% of people walking into your store 
are going to unconsciously turn to the right after 
they enter.

Use that nature to your advantage.  
The message you want people to encounter 
the most, should be placed to the right of that 
entrance.  In many retail stores, that first right 
wall is considered a “power wall” and is used to 
promote product or reinforce the excitement of 
buying from your brand.  You know people are 
going to turn that way, so use the space to drive 
the messaging.  Don’t pummel the visitor with 
product just yet, but some of the more prominent 
products, best sellers or enticing offers may do 
well highlighted in this area.

Also, consider that as people are 
coming in and they turn right, it may not 
be the best place for your registers.  Why meet 
them in the capacity of separating them from 
their money?  More naturally, use the space to 
influence them and then meet them later on with 
the convenience of knowing where to pay for the 
purchases they are very excited about!



THE MAP
The more intuitive your layout, the faster 
to a happy end.



4. THE MAP

On one hand, I like the convenience 
of the big box retail stores.  It really does help 
you consolidate some of your shopping.  But 
truthfully, I can often get frustrated.  Particularly 
when I’m in the home improvement stores, some 
things are just brilliant and you can navigate 
them with no trouble.  But then there is that one 
screw that you need.  You walk into the hardware 
area, spend about 10 minutes pawing through the 
blister packs and drawers.  Once you bust on that 
plan, you begin to wander a little bit checking out 

signs and examining the boxes on the shelves.  
Over time the store seems to get bigger, and you 
lose track of where the entrance was located.  
Eventually, you are in a desperate wander almost 
hoping you can just find them by accident.

You can see how easily navigation 
can become an issue in a large store, but 
you can honestly have the same type of trouble 
in a small store.  Navigation - and not strictly 
finding what you’re looking for - is a key to the 
customer experience.  Often the combination 
of helping you get to what you want to buy, but 
taking you past things that are enticing and 
interesting is the end result you want.  But clarity 
is the real key.  Making the path through the 
buying experience as obvious as possible while 
being clever and interesting.  You can accomplish 
this by signage, placement of fixtures and displays 
or perhaps furnishings.

It’s difficult for us to step outside 
and see things through the eyes of our customers.  
We are so familiar with our stores that typically 
we unconsciously account for variables that our 
customers would struggle with.  An exercise that 
can help you with this is to take a few trips into 
some stores you wouldn’t normally go into.  Walk 
in and take note of your experience as you do a 
little shopping.  Buy something intentionally just 
to see the process of the point of sale.  Once you 
have done a couple - timed pretty close together - 
come back to your store with those notes and try 
walking through from the customer point of view.  
How obvious is the path?  How clear is the route 
to what you want?  How often were you shown 
things that were interesting and worth looking at?  
This is the same type of thing your customers are 
experiencing.

From the prediction of that first 
movement to the right when they walk in 
the door, to the end game of making the point of 
purchase clear, easy and comfortable, you want 
to tie the entire process to an easily defined map.  
The less a customer needs a literal map the more 
positive the experience.  The more natural the 
routes, the more likely a good connection to the 
right products.  The more intuitive your layout, 
the faster to a happy end.



IMMERSIVE EXPERIENCES
What is the experience that transforms 
your store from an errand on people’s to-
do list to a place they want to stop and 
enjoy?
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5. IMMERSIVE 
EXPERIENCES

In a world where it is difficult to 
compete against online retailers on both price 
and convenience, one distinct advantage stands 
out for brick and mortar stores.  Experience.  
Buying habits and brand loyalty have both 
changed in the digital age.  The connectivity of 
the younger generations has built a far more 
powerful platform for the individual person to 
look for things tailored specifically to them.  And 
so, they connect to a brand in ways we haven’t in 
the past.

Traditional marketing efforts still 
have some power, but the reality is people 
are looking for more.  And “experience” is really 
emerging as the new commodity for brand 
building.  A big box store is built on the model 
of price and convenience.  Think about the last 
time you were in one of the superstores to pick 
up groceries, weed killer, the latest DVD release 
and a gallon of exterior paint for the shed.  It was 
convenient, but it was a chore.  The stores are big, 
not really all that fun to shop at and you usually 
have a wait at check-out … unless you want to be 
your own cashier.

Years ago I was running a quick 
print store and my particular 
location ran into a problem.  We 
had a miserably small parking lot as it was, and 
the city began a building project that closed all 
but one entrance to our lot.  It was a horrible 
situation trying to turn in or out of our site.  My 
staff and I were always cognitive of the trouble 
of getting to our store, and knowing we were 
one of those stops you make running errands 
(get dry cleaning, run through car wash, get 
copies of report, etc.) we had to make it worth it 
for people to keep using us.  The decision:  first 

treat every project, no matter how big or small, 
like it’s the most critical you’ve ever worked on.  
Do the work fast - as in, let people wait for it so 
they don’t have to go and come back - and admit 
and fix mistakes faster than people can react to 
them.  Second, offer any comfort you can - a cup 
of coffee, soda, we even kept some snacks on 
hand.  If we could give you a 15 minute breather 
from your day, maybe we can win some points 
back.  Lastly, we kept one person on hand during 
the busy times to act as a host in our lobby.  That 
person would help people find what they needed, 
work some of our self-serve equipment and just 
chat with folks while they were there.  We really 
worked at cranking up the “friendly nature” of 
your time with us.  It wasn’t expensive, but it 
worked.  Our sales didn’t really suffer very much 
while the construction project dragged on, and 
frankly it built some loyalty we hadn’t had so that 
when things stabilized our sales did increase.  By 
building more of an “oasis” experience for our 
customers, we were able to turn an annoying task 
into something of a break.

Similarly, we have a restaurant 
not far from our home that has an 
aquarium … as in: entire schools of fish can 
swim in this thing, and they put scuba divers in 
there a few times a day … built into the middle of 
it.  The vibe of the dining room mixed with the 
fascinating look at undersea life is really exciting 
and fun.  You can very easily switch in their 
environment from relaxing and enjoying your 
conversation, and exploring the ocean they’ve put 
in front of you.  It’s really well done.

I think they have food there too.

What is the experience that 
transforms your store from an errand 
on people’s to-do list to a place they want to stop 
and enjoy?  Perhaps the addition of a juice and 
snack bar, or maybe the attraction of a cool water 
feature.  Maybe you have some cool technology 
that amazes folks, or you can just re-think how 
your store relates to their day.  Budget can be a 
tough thing to overcome (a monster aquarium 
is probably not cheap), but you don’t necessarily 
need to go out and buy a Batman from the 
Sharper Image to pull off the right experience.



MAKE IT FUN
How can you affect the “fun” of shopping 
in your business?  There are lots of 
different options.



6. MAKE IT FUN

Context is kind of a funny thing isn’t 
it?  Let’s take out $3,000.  I’ll wait a moment 
while you get it out of your wallet.  Got it?  Okay; 
if we’re stuck one week with our car breaking 
down and we go into the shop and the mechanic 
tells us it is going to cost $3,000 to repair the car:  
what is the response in your head?  It’s probably 
not, “Oh yes!  This is so great!  I can hardly wait.”  
But take that same $3,000 and spend it on a 
luxury cruise through the Caribbean.  This time 
you might just say, “Oh yes!  This is so great!  I 
can hardly wait.”

That difference is pretty obvious.  
But how do you manage to shift your customer’s 
perception even if you are the car repair shop in 
the example above?  How can you affect the “fun” 
of shopping in your business?  There are lots of 
different options, and again like I mentioned with 
regards to immersive experiences budget can go 
a long ways to help out.  But I think you may be 
surprised at what is probably the most effective 
way.

As with the car repair example, 
shopping is often a chore.  Get creative 

in ways to alleviate that chore.  Perhaps you 
look to surprise your customers with some little 
“joy.”  The surprise of some fresh baked sweets 
placed where people can grab one, or having a 
local college quartet in to play some music for 
a while.  Maybe you find some unique products 
that are worth highlighting and change them 
up periodically.  You can also look to find ways 
to just make your store a sanctuary for your 
shoppers.  As I mentioned earlier with the 
dilemma we had during our construction phase as 
a service retailer, we really had to work out a plan 
to make it a breather for people to shop with us.  
What small comforts, or entertaining activities 
can you provide to help your shoppers get a small 
break from an otherwise busy day?

Giving people a beautiful place to 
shop can make it more fun to go 
into your store.  Or even by inviting local 
artists to come in and arrange some of your 
products in a more artistic way may add to the 
fun of shopping at your store.  Finding ways to 
inspire people in meaningful ways - contributing 
to local food pantries, showing shoppers how 
each sale you make helps provide for a worthy 
cause - can help people in their enjoyment of 
shopping.  Tom’s brand shoes are phenomenal at 
motivating people by donating a pair of shoes to 
a needy child for each pair it sells.  How can you 
not enjoy at least a part of that buying process?

You can also find ways to make 
shopping a game (of kinds).  REI has their 
climbing walls, some of the game stores have 
games sitting out you can try.  Perhaps your 
customer base is mostly families and you merely 
provide some kind of fun game that children can 
engage that helps take the burden off mom and 
dad while their checking boxes off the to-do list.

Most of all, and it really is the most 
effective way to increase the level 
of fun shopping, train your staff in customer 
service.  Drive the people in your store to serve 
your customers happily.  Smiles and laughter 
are infectious, and if you can move the needle in 
the way your staff interacts with your customers 
significantly you can dynamically change the way 
shoppers perceive the experience at your store.



IMMEDIATE GRATIFICATION
Burning time looking for someone who 
can help answer a question, hunting 
unsuccessfully through aisles of gondolas for 
a particular item or standing in line waiting to 
pay is now moving to being almost criminal.



7. IMMEDIATE 
GRATIFICATION

It’s sort of funny to think how 
impatient we’ve become.  I can 
still recall the days when microwaves were 
uncommon.  Making popcorn in a pot on the 
stove wasn’t a horribly long process, but then 
microwave popcorn came along.  How about 
when film processing used to take an hour to 
get done?  A whole hour we had to wait for our 
pictures!  Now if I pull in the fast food parking 

lot and the drive through has more than 3 cars in 
line, I question if I really want to wait it out.

Your shoppers are experiencing 
the same cultural shift.  No matter how 
patient they are, many people are conditioned 
now for immediate responses.  Burning time 
looking for someone who can help answer a 
question, hunting unsuccessfully through aisles 
of gondolas for a particular item or standing in 
line waiting to pay is now moving from just being 
an inconvenience to being almost criminal, and it 
effects the perception people have of your store.  
It diminishes the shopping experience, deflates 
the value of the items purchased and lowers 
the affinity for your shop.  And not one of those 
things are good for your sales, no matter the cost 
savings you have by running lean.

Look for ways to satisfy that need 
for immediacy.  How to make it faster for 
your patrons to find help and products; how to 
manage your queues for service or checkout more 
effectively and help people get out faster and how 
to help make those necessary waits seem shorter 
are all questions to address.  Again, find ways 
to look at it through your customer’s eyes.  Visit 
other retailers and see what experiences work 
and which ones don’t.  Go to other types of stores 
and see how they handle various aspects of their 
business that might help you improve your own.

Don’t sacrifice quality for speed.  
Customers never appreciate that.  Most all of us 
would agree that we would be happy to wait a 
little longer for a better product or service.  But 
your goal as retailer should be to distract us from 
that necessary wait.  Help us get through the 
process as fast as we can reasonably, and then 
ease the pain of the necessary wait.  Use your staff 
engagement to do as much as you can, and then 
improvise from there.  Spend some money if you 
have to.



SPEED BUMPS 
How can you slow your visitors down?  
Not delay them, but engage them with 
something they’re interested in.



8. SPEED BUMPS

Very related to the idea of 
immediate gratification, but ironically 
almost the opposite, find ways to slow your 
shoppers down here and there.  We had a trick 
we used to pull in Detroit when I was younger.  
For birthdays and the like, my wife would buy 
me tickets to the symphony and we would have a 
night downtown centered around the auditorium.  
But parking over there was goofy, so we typically 
parked over by Trappers Alley (which is now the 
casino area) and we’d ride the monorail over.  
Getting from the car to the monorail took us 
through all of the shops in the atrium and the last 
one just before we went up the escalator always 
got me.  The fudge shop.

Now, I like fudge. But not enough to miss 
the opening sequence of a Mendelssohn concert.  
The catch though, was that this shop was open 
- no door - and they had this huge marble table 
where they would cool and shape the fudge.  The 
crew would work selling and making fudge in 
front of the people there, and the whole time they 
would be telling jokes revolving around fudge and 
singing and dancing.  They would literally cover 
popular songs, but change the lyrics to revolve 
around fudge.  And I got such a laugh out of them 
that I would routinely stop and listen for a few.  
Almost missing the kick off of a night of John 
Williams music!

How can you slow your visitors 
down?  Not delay them, but engage them with 
something they’re interested in.  How can you 
disrupt their day in a way they will enjoy?  Can 
you activate an interest of theirs?  Maybe you sell 
clothing and you do some sessions on creating 
outfits in your store that people can stop and 
listen to.  Perhaps you service lawn equipment 
and you make a ring toss from old mower belts 
for people to clown around with.  Maybe it’s some 
artwork, or a wine tasting.  Maybe it’s not every 
day, but on days you know the traffic is up.  You 
see the idea.



LIGHTING 
The most immediate and simple change 
you can make to your store is the lighting.



9. LIGHTING

Almost the most immediate and 
simple change you can make to 
your store is the lighting.  If you haven’t 
done any lighting design in your store, take a few 
moments to do some research on light color and 
temperature.  Establish in your head two things:  
first, the mood you want.  Is your store a place 
that’s built on ambiance or is it more important 
to highlight products and draw people’s focus.  
Secondly determine if your focus is on people or 
things.

In a sense the two decisions are 
roughly the same, but there are a few 
factors to consider.  Light from our sun is the 

full spectrum of color (remember your physical 
science class in junior high?  Roy G. Biv?).  The 
color temperature is about 10,000 Kelvin for full-
on blue sky sun.  Think about the last time you 
were at the beach on a sunny day.  Two things 
were probably noticeable.  You probably felt like 
everything looked a little on the blue side while 
you were squinting, and you thought you looked 
kinda’ white in the direct sun even though you 
were nearly lobster red or toasty brown when 
you got out of the sun.  It’s an intense amount of 
light, and it makes seeing clearly a little difficult 
without toning it down some with sun glasses.

Juxtapose that type of experience 
against a candlelight  dinner with 
your favorite someone else.  Candle 
light is much farther South on the spectrum 
around 2,000 Kelvin.  The light is much warmer, 
and while it’s dim it casts a very nice yellow-
orange hue that makes that particular someone 
else look warm and wonderful, right?  That’s 
why restaurant lighting is down toned into the 
warmer categories, to give you that ambiance 
that is comfortable and cozy.  But if you’re selling 
items where color is very important - cars, 
home fixtures, flooring or clothes - those warm 
spectrum lights can effect the color tones.  What 
should be white may look yellow or tan under a 
3,000 K halogen light.  While you may like the 
effect of the warm light and the relaxed feel, you 
may find that your products are more pronounced 
and exiting looking under a 5600 K LED light.  
Conversely, you may like the bright effect and 
the open feeling of bright white lighting, only to 
find that a more relaxed, cozy sense in your store 
soothes your customers and makes them connect 
with what you have to sell.

Buy a couple of lamps you can plug 
in and try at different parts of your 
store.  See what jumps out at you.  Visit a few 
higher end car dealerships and some established 
department stores and see how they are using 
lighting to effect what you are seeing.  It’s a good 
starting point to reviewing your own site.



THE “BUTT BRUSH”
Yes, you want to get as much dollar per 
square foot sales as you can.  But don’t 
do so at the expense of making your 
customers feel uncomfortable



10. THE “BUTT BRUSH”

It’s not something you wash with.  Eeeeeeew.

You know that awkward moment 
you sometimes have?  You are in a crowd of 
people, packed in tight, all trying to get in or out 
of some place or another.  You are bumping into 
each other a little bit, and it is causing everyone 
to laugh here and there because it is awkward 
and we know we are uncomfortable.  But then it 
happens.  You shuffle left while the person of the 
opposite sex, who is actually rather attractive, 
shuffles right and your arm brushes across his/
her derrière unintentionally.  Regardless of how 
much libation is present in the bunch, the most 
common reaction is for that other person to 
turn and see what or who just tested out their 
backside.  Why?  Well two reasons.  One is that 
we’re all rather vulnerable from behind, both 
in terms of our personal privacy and our safety.  

We may wind up liking the idea of being half 
grabbed, but before we make that decision we 
typically want to know who it was attempting the 
grabbing.  And surely if we’re carrying something 
valuable in a back pocket we want to make sure 
no one is picking our pockets.

The second reason is, at least here in 
North America, that we all value our personal 
space.  While we can deal with being packed in 
like sardines for a little while, there are still some 
“off-limits” locations without prior permission.  
Getting into someone else’s face is confrontative 
and uncomfortable.  From behind is that same 
vulnerable feeling, and honestly it gets even a bit 
more weird because of how personal an area our 
hind ends are (unless you are a Kardashian).

So, consider yourself moving 
through a store, and every now and again 
you have your backside glossed over by the 
clothing rack behind you.  Or you get goosed by 
the display of picture frames in aisle.  Maybe you 
can laugh at yourself the first time, but at least 
by the third it is going to get uncomfortable.  
Most people will feel slightly violated (though, 
not really in a traumatic way) and a little 
claustrophobic.  That constant bumping will 
translate into the space feeling closed, tight and 
constricting, ultimately driving them to start the 
process of leaving.  Yes, you want to get as much 
dollar per square foot sales as you can.  But don’t 
do so at the expense of making your customers 
feel uncomfortable and straining their shopping 
experience.

Walk through your store.  Does it 
feel comfortable and easy to navigate?  Is there 
enough space where you can turn comfortably 
and not worry about knocking things over?  Are 
you able to relax and enjoy looking through 
things?  Or is the post card rack getting a little 
fresh?



IN THE END
Small changes can make a huge 
difference, and you never have to get it 
exactly right.
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When I was a kid, we lived in South West 
Detroit.  About mile behind our house was the 
local avenue that still had a small department 
store, a butcher, bakery, the bridal shop and the 
local hardware.  There were small restaurants 
and the little five and dime type places, too.  All 
kinds of shops.  We could ride our bikes down 
there, stop in to the front of our choice and buy 
a piece of candy or a meat stick, comic book or 

whatever else was fun at the moment (funds 
providing).  And when we did, Mr. Stanley behind 
the counter (“call me Stan, I’ll tell your dad it’s 
okay”) would talk to us for a little bit and ask 
what we were up to.  He may toss an extra treat 
in our bag or give us a tip on where a fire hydrant 
was gonna’ be opened on a hot day, or whatever.  
And sure as shootin’ if we were outta’ line, he had 
our parent’s phone number.  It was a fun time.  It 
was personal, friendly and a great way to shop for 
stuff.

Honestly, the current market looks 
like it may be opening back up for that 
individualized and highly personal kind of store 
experience again.  People are looking for things 
that are authentic and have meaning to them.  
They want to not only experience that type of 
personal buying for themselves, but interestingly 
they seem to want to be able to broadcast it out 
to the social media sphere and let the world 
see.  They want to live in a place that’s full of 
community and share the experiences they take 
on.  Even shopping.

Maybe you are one of the leaders 
out there who has already unlocked some doors 
to taking on what seems to be the new age of 
retailing.  I hope some of what I’ve put in here 
will spark some new ideas and give you a jumping 
off point to do more amazing things.

Then again, perhaps you are 
concerned about where your 
business is at.  Things seem a little 
concerning to you and you are feeling a little 
trapped.  I hope what is in this small booklet will 
inspire to you to look at your business from a 
new angle.  I hope it will energize you to consider 
some differentiators you already have, and open 
the doors to build some new ones.  Small changes 
can make a huge difference, and you never have 
to get it exactly right.  You just have to keep 
getting it a little better than yesterday.
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