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Here’s what you can do to spread the word about Attracting Customers:

1. Send this file to a friend (it’s a little big, so ask first).

2. Send them a link to www.inspire.bc.ca so they can download it themselves.

3. Print out as many copies as you like.
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A t t r a c t i n g  C u s t o m e r s

Every retailer needs to attract customers. When trying to attract more customers, most small 

retailers usually fall into one of two categories.

1. You don’t have as many customers as you would like and need to know how to attract more.

2. You have developed a strong customer base and want to take your business to the next level.

This report will tell you about some of the secrets to creating a store atmosphere that  attracts 

customers.  You’ll learn how to:

1. Understand Your Customers and What They Want

2. Lead Your Customers to Take Action 

3. Create a Memorable Shopping Experience

My goal for you is to come away with one or two solid ideas that you can implement in your 

stores to engage your customers. Hopefully you will also start to think about your stores’ display and 

merchandising differently than you do now.
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The Shopping Experience

“The amount of time a shopper spends in a store is perhaps the single most important factor 

when determining how much she or he will buy.”

This is a quote from Paco Underhill, retail anthropologist and author of the books, Call of the Mall and 

Why We Buy: The Science of Shopping.

Underhill’s studies have shown without a doubt what many of us already know, that the length 

of “time a shopper spends in a store depends on how comfortable and enjoyable the experience 

is.” Although we may already know this, as retailers, we often find it difficult to see our stores as our 

customers perceive them.

Customer Perception

Recently, I listened to an audio CD of Malcolm Gladwell reading his book Blink.  In Blink, Gladwell 

talks about the subconscious part of our brain that leaps to conclusions.  This part of the brain is called 

the adaptive unconscious.  It works extremely fast to make evaluations and judgments without our 

conscious awareness of the process.  

When a shopper sees your store, his or her adaptive unconscious is at work. It makes an evaluation of 

your store in only 2-3 seconds.  In that length of time, your storefront, displays and signage, as well as 

the individual’s personal associations and preconceptions are all evaluated and judged.
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Your storefront has a huge job to do in those couple of seconds! It has to communicate the 

essence of what your store is all about. From that first impression, shoppers will make a judgment 

about whether your store meets their needs or not.

On a conscious level, the shopper is unaware that all these evaluations are made. If the 

unconscious judges the store positively, the shopper might decide your store looks interesting enough 

to step inside. Once inside the store, the brain continues the process of making evaluations. As the 

shopper moves through the store, she or he will evaluate all the aspects of the store: layout, signage, 

displays, products, people and events.

The number of variables that can contribute to a positive impression are overwhelming! We 

definitely can’t control the preconceived ideas or associations that shoppers have before they even see 

our stores. However, there are a lot of factors that we can influence.
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Before we go any farther, take the pulse of your own store. The purpose of this exercise is to 

capture a snapshot of your business right now. You can come back to it later to evaluate your progress.

How much time are shoppers spending in your store on average?

How many shoppers do you have in your store on an average day?

What percentage of those shoppers make a purchase?

How many items are in an average sales transaction?

What is the dollar value of an average sales transaction?

How would you rate your customers’ level of comfort in your store? 

  poor         fair     average         good        great

How enjoyable is the shopping experience in your store?

 poor         fair     average         good        great

How exciting is the shopping experience in your store?

 poor         fair     average         good        great
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How would you rate the attractiveness of your store exterior? (Don’t rely on your memory. Go 

outside and look at your store front.)

 poor         fair     average         good        great

How would you rate the overall attractiveness of your in-store displays and merchandising? 

(Again, go look. Walk through the store from front to back.)

 poor         fair     average         good        great

What would you most like to improve about customers’ shopping experience in your store?

 Today’s date: 

Now you have a benchmark to help you measure your future progress. Use this evaluation 

exercise on a monthly basis as you work towards improving the shopping experience in your store, and 

attracting more customers. 

(There is another copy of this exercise in the Appendix.)

Let’s move on to the first secret to creating an atmosphere that shoppers perceive as inviting 

and enjoyable: understanding your customers and their needs. 



www.inspire.bc.ca     604.376.1581      page 9

Attracting Customers Inspire Retail Solutions

 Understand Your Customers ...and what they want.

What do customers want? That’s a pretty broad question, isn’t it? Sometimes it seems that customers 

ask for the world, …and they want it on sale!

You are also a consumer. What do you get really excited about when you go shopping? 

Think about the last time you had a shopping experience that you really enjoyed. Maybe it was an 

experience that was so positive that you told someone else about it. Picture that in your mind.

What did you enjoy the most?

How did you feel while you were there?

In my opinion, there are two kinds of shopping. Sometimes I just want to pick up something that I 

need. Usually this is a routine purchase – some basic groceries, new shoes for the kids. I don’t have a 

lot of time to spend on this. I know what I am looking for. I want to find it, pay for it and go home.  

Other times, I’m in the mood to shop. This is when I look around to see what is new. I’m likely 

to explore an entire store, just to see what they have and where everything is. I love old-fashioned 

hardware stores and art supply stores. I want to peek inside every little drawer and see what is in there. 

You can find the most amazing things! To me, this is real shopping. These stores have personality.
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I’m going to tell you more about what customers are looking for when they shop, but first I’m 

going to tell you a story. 

In the past year I have changed my grocery shopping habits. I used to drive once a week to a 

wholesale store and spend one hour buying groceries for my family of six. Now I walk to shop at local 

grocers near my home a couple of times a week. It’s a little bit more personal. I combine picking up 

groceries with having coffee with a friend, or going out for a walk and a browse in a second-hand 

bookstore.

A couple of weeks ago I was doing some research for an upcoming project on the natural food 

industry. So I decided to break out of my normal shopping routine and visit a gourmet natural foods 

supermarket. I had more fun shopping than I’ve had in a long time. 

I took a friend with me, who had also never been there before. We went through the entire store, 

looking at everything. When we first walked in there was a coffee bar, with the delicious aroma of fresh 

coffee and some inviting tables to sit down. Directly in front of us were enticing displays of freshly baked 

breads of every type of grain you can imagine.

A few more steps and we were next to a huge counter of prepared foods – some of them were 

things I’d never seen before. To the left were counters where you could order sushi or other asian 

foods to be made for you. Next to that was a freezer filled with buffalo meat, a counter of fresh organic 

meats, then a seafood department with the most diverse selection I have ever seen. Within a few 

seconds of entering the store, my friend and I both felt like we were starving.
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I won’t describe the entire store to you. I will mention a few of the things the creators of this store 

did that showed that they understand what their customers want. Though small stores cannot possibly 

carry the kind of selection that this supermarket did, or spend as much on expensive fixtures and 

signage, the basic concepts of what makes a great, dynamic store identity are the same for all store 

sizes. 

These were the things this store did well:

Consistency: 

• Their style was maintained throughout the store.

• Some fixtures in specialty areas and high impact areas were custom designed.

• Basic metal super-market fixtures in the grocery aisles were painted to match the wood on the 

custom fixtures. This is a key to consistency that you can implement in your own stores.

Fun, exciting, fresh: 

• This shopping experience was fun. It was an attractive, dynamic environment. 

• There was a terrific selection, including things I had never seen before. 

• A big part of the fun factor was that everything was new to me. Over time, the fun would 

gradually be reduced. They could keep things fresh and fun, and so can you in your stores, 

by regularly introducing or featuring new products, demonstrating products shoppers might 

be unfamiliar with, or hosting in-store educational events. (Could be a fashion show, a guest 

speaker, etc.)
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Convenient:

• Fresh coffee, prepared foods and a wide selection are all aimed at making the shopping 

experience as convenient as possible. Everything the grocery shopper needs is available.

Information/Education: 

I visited this supermarket specifically to find out how they handled information and product 

knowledge. The natural and gourmet products market is so diverse and shoppers have a lot of 

questions. I was not disappointed by the amount and presentation of information. Their signage 

program was very well done and included the following types of signage:

• Directional - large, simple, overhead, easy to read - shows departments

• Aisles - what products are in that aisle, also periodic signs expressing company values. The 

signage was appropriate to their target audience who value corporate ethics.

• Products - clearly identified and often included info about where the product came from & how 

to prepare it.

• Added knowledge - Large signs in the seafood department showed how fish are cut. The 

produce department featured photos and descriptions of local farmers/suppliers. 

• Suggestive selling - Handwritten signs next to one or two select products: “Great Valentine’s 

Idea! Serve it with...”



www.inspire.bc.ca     604.376.1581      page 13

Attracting Customers Inspire Retail Solutions

Don’t assume your customers know all about your merchandise. You may have many 

knowledgeable shoppers, but many have questions and don’t feel comfortable asking. Even 

knowledgeable customers may not know some of the features or benefits of your product. To expand 

your market and increase sales - work on your signage.  

Signs are sometimes referred to as ‘silent salespeople.’ Many people won’t ask a question of a 

salesperson, but most people will read a properly placed sign. (The key is properly placed. You might 

have to test this.)

If you only take one thing away with you today it should be this: take a good look at your store from 

outside to inside, front to back  and re-evaluate your signage.

Can the infomation be understood in a glance?

Is the text easy to read?

Is it consistent & professional? 

Does this sign reflect the perception of high standards and quality that I want my customers to 

have about my store?

Does this sign convey the image I want my store to have?

Does this sign say instead that I was rushed or didn’t take time to plan carefully?

Is this sign simple enough to be understood in 3 seconds?

Are the most detailed signs placed where shoppers will take time to read them?
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Where could you add product info to shelves and displays?

What are the most frequently asked questions in your store? (I don’t mean people asking for 

directions!) 

Which of these questions can you answer through strategically placed signage?
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Personal Relationships

One thing the supermarket did not do well the day I was there, is something that you, as a 

smaller store, have a great advantage in. I was in the supermarket for close to an hour, looking 

carefully. Not a single person approached. In that entire time I didn’t have any interactions with staff. 

Independent retailers have the advantage of being close to the consumer, often knowing 

many of their customers personally. One of the most important things you can do to attract more 

customers, is to build on this strength. Work to improve your relationships with your existing customers. 

As a result, you will learn more about what your customers need, and they will start to tell their friends 

about you. 

Getting to Know Your Customers

I think we all have one or two customers we’ll just never understand. Am I right? I’m sure you 

know which ones I’m talking about! Maybe they return everything they buy. Maybe they are just never 

satisfied. Is there anyone that doesn’t have one of these customers? 

Luckily, most of our customers aren’t that difficult to deal with. Most of the time our transactions 

with shoppers are quite pleasant, straight forward and enjoyable. Although, we secretly might wish that 

they decided to treat themselves to a shopping spree a little more often! 

There are also a few customers that we really look forward to seeing. We develop a personal 

rapport with them that is more like a friendship than just an ordinary customer relationship.



Inspire Retail SolutionsAttracting Customers

www.inspire.bc.ca     604.376.1581      page 16

Right now, I want you to think of someone like this. Imagine your favorite customer. 

What does this person look like?

How old is he or she?

What is this customer wearing?

What does this person drive?

Does this person have a spouse, kids, grandkids, pets?

Why is this person your favorite customer?

What is this person passionate about? What are his or her interests?
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Knowing who your customers are and what they are passionate about is crucial for you to 

learn to understand what they need and want. Too often I speak to retailers who have no idea who 

their customers really are. They want to appeal to everyone. The result of this is a watered-down store 

identity and experience that doesn’t appeal to anyone. You end up with a generic store that looks like all 

the others.

To create a shopping experience that is truly unique and exciting, you need to clearly identify 

the customers that you are targeting. This will enable you to create a dynamic store atmosphere that 

your shoppers will love!

Try making a list of your top 10 customers and describing each of them. What do they have in 

common? What would they love to see in your store? This exercise helps you develop a clear visual 

idea of who your target market is. (See the appendix for a worksheet.)

The best way to get to know what your customers want is to ask them. Start asking your 

customers about what they think. Make it a habit to ask your customers questions. This works for two 

reasons – first: adding to your knowledge of the customer and their needs, helps you to create a store 

atmosphere that the customer loves. 

Secondly, questioning is a great sales technique. Customers want you to be genuinely interested 

in them. By asking questions, you begin to develop a relationship with the shopper. The sales process 

begins to flow naturally as you get to know them better, and the customer doesn’t feel pressured.

Your favorite customers will be your best source of feedback. Your goal should be to attract more 

customers like them. Of course, you will end up attracting other shoppers as well. However, when 
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creating an identity or atmosphere for your store, focusing on your best customers will help you develop 

a clear vision and direction.

Ask your best customers what they think of your store. Ask them what they like. Ask them what 

you could improve. Make it clear that you appreciate their feedback. If you are asking for a lot of 

information, or asking them to write down their responses, think about offering a small gift or discount 

as a thank you.

When you receive new products, ask your customers for their opinion. Tell them you are trying a 

new product and would like to know what they think of it. 

You could create an elaborate system with suggestion cards, or surveys. Often in a small store, 

coming up with a process and system for soliciting feedback is just too complex. Before long you 

are bogged down in setting up the system and frustrated because it is difficult to get shoppers to 

respond. Soon you’ve set the whole idea aside and have decided that getting more feedback from your 

customers is just too hard. Instead, I encourage you to just start talking to your customers even more 

than you are now. 

In a small store, you have the advantage of having a personal relationship with the customer. In 

a chain store, you can also create a personal relationship and solicit feedback, but the disadvantage is 

that it is harder to get that feedback to the decision makers. 

You can translate feedback into new ideas almost immediately. You don’t have to go through a long 

approval process, or write a proposal. To get feedback, just get in the habit of asking questions and 

talking with your customers. Teach your sales staff to do the same thing. Keep a notebook to jot down 
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customer comments throughout the day. Review the book once a week and brainstorm new ideas. 

When you have a new idea, ask a few of your best customers what they think about it. Get them 

to help you make that idea even better. 

Before you begin making changes, measure the results you are getting now. Don’t guess! You 

can write down what you think it is, but then get out your sales data, a stop watch and a notebook. Start 

measuring and tracking results. Your estimate is probably different than the results you will get. Just as 

you did at the beginning of this report, measure things like:

How many shoppers do you have each day? How many on your busiest day of the week? on 

your slowest? If your store is busy enough, a small handheld counter is helpful. If you only have 

a few customers, you can keep track of them on a piece of paper.

How many shoppers are converted into customers? In other words, how many of the 

shoppers that come through the door end up making a purchase before they leave?

How many sales transactions are there in one day? On average, how many items are in 

each transaction?

Time how long shoppers stay in the store. Periodically have a salesperson time shoppers 

from when they enter the store, till they leave. Write down the time and note whether the 

customer made a purchase or not. You probably can’t time every customer, but you can start to 

get a better idea of how long people are spending in your store.
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Once you know where you are starting from, you can begin implementing some of your ideas. 

Some of you keep a record of most of this information already – but are you using it as effectively as 

you could?

You can add new ideas one at a time. Don’t think that you have to completely re-do your store all at 

once. This can work in some situations. However, many independent stores don’t have the money or 

the time to do this. 

Make a change and measure the results. Ask for feedback from your customers. Look at the impact 

on sales. Did the change have any effect on the length of time shoppers spend in the store? Do you 

have new shoppers coming in? If you are successful in beginning to attract more new shoppers, you 

might find that the percentage of customers that end up making a purchase actually goes down for a 

while.

Don’t forget that your results will be influenced by a number of factors. The weather, seasonal 

business fluctuations, what the store down the street is doing – all these things will impact your 

business. What you want to look for in your results are the general trends – and sometimes you can 

see that you have done something that is a huge success – or an enormous flop. If you create a new 

merchandise display and don’t sell a single item – you need to start questioning why. Is it the display 

placement? The wrong product? Lack of information?

Now that we’ve explored some ways to improve your understanding of your customer and their 

needs, let’s go on to the next secret of creating a dynamic environment: leading your customers 

to action.
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Lead Your Customers to Action

What do you want your customers to do? This sounds far too obvious. We want them to buy stuff! 

Of course! But before a customer makes a purchase, many other things need to happen.

To explain what I’m getting at, I’ll tell you about a client of mine. I worked with a retailer who had 

just opened a high-end tableware or home decorating store. This client was doing a lot of things right in 

her store. However, she was frustrated because most people coming in were just browsing. They would 

pause and take a quick look around before leaving. 

What my client needed to realize is that buying is a process, or a cycle. Making a purchase is near 

the end of the cycle. My client’s customers were at the beginning of the process – not ready to buy yet. 

In fact, they were hardly even in the process yet because most of them weren’t actively looking for new 

sets of dishes or wine glasses. 

Instead of feeling frustrated, the store owner could recognize that her customers are in a very 

early stage of the buying process. Then she would realize that the shoppers need to become familiar 

with her store and her product. To try to sell to shoppers at this point in the buying cycle would come 

across as pushy. The store owner’s job at this stage is to make the shoppers feel comfortable and to 

encourage them to move to the next stage of the buying process.
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The Buying Cycle

The buying cycle is the process that the shopper goes through when deciding to make a 

purchase. The following five steps are described in the book, Essentials of Retailing by Dale M. 

Lewison.  

Problem Recognition   >>>    Information Search   >>>    Alternative Evaluation   >>>

Purchase Decision    >>>     Post-purchase Evaluation    >>>

Problem Recognition

The first stage of the buying cycle is problem recognition. At this stage, shoppers realize there is a 

problem they need to solve. The problem would be unfulfilled needs and wants. Perhaps they have run 

out of pet food, some tack has worn out or broken, they need new clothes for an event, their child wants 

a pet, etc.

At this stage, awareness is important. The shopper needs to understand that you are there, and get 

a general idea of what you offer.

This first stage is where my client’s shoppers were at. Many of her shoppers do not even have a 

problem yet. The store had just opened and my client’s job was to establish that first contact and make 

her customers’ visit memorable. 

At this stage, as a retailer, you are showing shoppers what you have to offer, letting them know 

that you are a source of information and ideas, offering incentives to visit again. A good way 



www.inspire.bc.ca     604.376.1581      page 23

Attracting Customers Inspire Retail Solutions

to get shoppers into your store for the first time is to hold events. My client could have held a grand 

opening event, handed out coupons for discounts on a first purchase, talked with shoppers about what 

makes her store or products unique. She worked at making her store more interactive. She opened 

sample merchandise so that shoppers could touch merchandise that was sold in packages. A popular 

novelty product called a Buddha Board was placed where shoppers could easily try it out. 

At the problem recognition stage, a retailer’s job is to make a great first impression, involve 

shoppers, and create a memorable experience that will encourage them to return.

Information Search

The next stage for the shopper is to begin looking for information about the type of products 

that might suit their needs. They may look for information in a number of places: friends, internet, 

magazines, consumer guides, brochures, browsing in stores, or asking salespeople.

During the information search stage, a key merchandising element is signage. As we discussed 

before, this is a great way to answer customers’ questions and provide the information they are looking 

for. Brochures, websites and knowledgeable salespeople are also important to shoppers in this stage.

Creating merchandising areas in your store for featured products helps to provide information 

to your customers. Place featured product displays in high traffic areas and make them a clear focal 

point. Use this space to rotate merchandise regularly – it may be new merchandise, product that is 

selling slowly, or items that shoppers have a lot of questions about. Use this display to provide more 

detailed information on the product, and perhaps more signage than other merchandising areas. This is 
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an especially good technique for retailers who cannot easily provide product info throughout the whole 

store, because of space or other resource constraints.

Alternative Evaluation

During the alternative evaluation stage shoppers are getting closer to making a purchase. They 

have collected as much information as they want and identified possible alternatives. At this stage 

shoppers evaluate pros and cons to decide which alternative is best.

This is where personal contact and selling are key. Often, if you follow up with the customer at this 

point, you will get the sale because you have stayed at the front of the customers mind. You also make 

yourself available for further questions. By maintaining the relationship with the customer, your product 

becomes the most convenient.

Purchase Decision

The purchase decision actually consists of two decisions. 

First, the shopper needs to decide if one of the alternatives will adequately meet their needs 

and solve their problem. They will decide whether or not to make a purchase. The second decision 

involves when the purchase will be made. The shopper decides to make a purchase immediately, or 

some time in the future.

The purchase decision stage is where sales people ‘close the sale’.  You need to determine if the 

shopper is ready to make a decision, and ask for the decision. 
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It is important also at this stage to determine if the customer has any other needs that you can 

meet. Suggest complimentary merchandise. If the customer plans to buy at a later date, get permission 

to follow up at a particular time or date.

Post-purchase Evaluation

Many people believe the buying cycle ends with the purchase decision, but, in fact, it doesn’t. 

The post-purchase evaluation may, arguably, be the most important step. In this stage, shoppers leave 

the store and process their experience. 

Does the product meet their needs as expected?

Did they enjoy the shopping experience?

Do they regret the purchase? (Did they spend too much? Buy impulsively?)

Is the product defective?

This is where follow-up is important. Use this opportunity to solicit feedback from the shopper about 

the experience. Call and ask if the shopper is pleased with the experience and the product. Ask if there 

is anything else you can do. Offer incentives to return to the store again and to refer a friend.
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Recognize the Buying Cycle

Shoppers are not all ready to make a purchase. They could be at any stage of the buying cycle. 

Learn how to recognize the steps of the cycle and to ask questions of your customers to find out what 

stage they are at. Your goal is to make the process easier for the customer and move them from one 

stage to the next. Train your staff to respond to these stages by being welcoming and knowledgeable, 

providing information and alternatives, closing the sale and following up after the sale. 

Now that we know what customers are looking for and how to lead them to take action, how do 

we create an environment that shoppers will enjoy?
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Create a Memorable Shopping Experience

Think back to the example we talked about earlier. What was the most enjoyable shopping 

experience you remember? Close your eyes and picture yourself in that environment again.

What do you see? 

What could you smell?

What sounds do you hear?

Do you have the opportunity to taste anything? How does it taste?

Do you touch anything? How does it feel?

A memorable shopping experience must appeal to the senses. Even if your product does not 

easily lend itself to all five of the senses, try to use them in your store to provide a complete sensory 

experience. The more involvement and interaction the shopper has in your store, the longer they will 

stay.
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Sight

In general the store must be attractive; neat, clean, well-maintained. The exception is a store 

whose charm is in its quaint, rustic atmosphere and longevity – such as an old second hand book store, 

antique or salvage market. For any store, it is key that the atmosphere and visual appearance match 

the needs and expectations of the target customer. 

A distinct store identity or image is important to differentiate your store from the competition. 

The identity creates a personality and mood for the store. Visual elements are the architecture, colours, 

fabrics, textures, furnishings, signage and décor. They should all be coordinated to project a strong and 

pleasing image.

Scent

Depending on the type of store you operate, scent may be one of the first things the customer 

notices. Some stores  have merchandise that smells strong and distasteful to some shoppers, such 

as tires. They use popcorn carts at the entrance to greet customers with the scent of freshly popped 

popcorn. Bakeries entice you to buy with scent of fresh baked goods. However, many customers find 

strongly scented products not only unappealing, but can cause allergic reactions that make it nearly 

impossible to shop in certain stores.

A pleasing scent can create a wonderful ambience and add to the customers’ shopping 

experience, particularly if it is a sample of one of the products you are selling. What does your 

store have that could be used to create an environment that appeals to the senses? Is there something 

you could add to your store that would smell great?
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Make sure you consider the preferences and sensitivities of your target market. As with many 

other issues, if you are unsure, ask your customers.

Taste

If you sell some type of product that shoppers can eat, then make sure you have samples 

available. You may not offer them all the time, but do it on a fairly regular basis, 

especially when trying to sell new products.

If you don’t sell food, consider the sense of taste anyway. Can you offer treats for 

children? Snacks for a promotional event? A chocolate in a shopping bag as a thank you? 

Coffee or tea for shoppers who are browsing?

Write your ideas here:

Sound

I can’t remember the last time I was in a store that did not have any music playing. Most 

retailers understand that music adds to the environment of their stores. Most people would expect to 

find classical music in an art gallery or museum shop, enhancing the belief that the shop is filled with 

merchandise that is high quality, tasteful, elegant and artistic.
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In stores that are trendy and have a young target market, music can be a major focal point. In 

most other cases, music provides a pleasant background. It is important that employees understand 

that the music is a part of the marketing and is intended to appeal to, or at least not offend, the 

customers. 

Some stores change the music based on the time of day and the main demographic that tends to shop 

at that time.

My personal belief is that in most cases, music should add to the ambience of the store, but not 

be so loud to be immediately noticeable. It should cover up the sounds of 

customers moving about the store, employees working or the conversations of people across the room.

What music would appeal to your customers?

Touch

The sense of touch is very important to perception. Customers want to touch before they buy. 

Products need to be accessible to customers to feel, try on, experience.

This is one of the barriers to internet retailing. The customers senses are limited to what they can 

see, or maybe only read about online. This is one of the factors that limit customers’ willingness to buy.
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The same is true of product packaging. Customers will tear open packages to get a chance to touch 

the item before they buy it. Research has shown that customers are more likely to buy if they can touch 

the product first. They want to know the softness of the towel or the weight of the silverware.

Stores that have locked display cases need to focus more energy on sales and service, because 

customers will refrain from asking for the cases to be opened. Many customers are reluctant to 

request assistance from the salesperson if they are just looking. The customer may not want to bother 

the salesperson, or may be trying to avoid an unwelcome sales pitch.

Sample products removed from the packaging, or testers for products like lotions are 

opportunities for the customer to have a tactile experience of the product.

How often do you purchase a product without picking it up and examining it from all angles? 

You usually try on clothes, lie down on a bed or sofa or pick up dishes just to see if they feel right. 

Usually the less routine the purchase, and the more expensive the item, the more important it is to 

touch it before buying. When choosing products to sell, be aware of the tactile qualities. If you are 

selling towels, sell the softest towels you can find. Then emphasize these qualities as features in your 

selling strategies.
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Personalize Your Services

What else does the customer need? Besides appealing to the customers’ senses, there are other 

ways to make the shopping experience more enjoyable. The key to this is to anticipate the customers’ 

needs. As I talked about earlier – get to know your customers well, ask them what they like and then 

personalize your services to their needs.

Do shoppers have children or grandchildren that they shop with? Welcome children in your 

store. Provide a small snack, an activity, a play area. Whatever you do, do it well and maintain it. Too 

many businesses have toys, books or play areas for children that are worn out and poorly cared for. 

Remember, the longer the children are entertained, the longer shoppers will be able to spend in your 

store.

Do shoppers often visit with a partner or friend? Provide seating for people who are waiting for your 

customers. Provide magazines targeted to their interests. Even better, use this as an additional sales 

opportunity. Next to the seating, display merchandise and promotional material that would appeal to the 

type of customer that is usually using the waiting area.

Do you provide fitting rooms? Fitting rooms are a common area of complaint for shoppers. Are they 

big enough for shoppers to move around in? Can a shopper bring in a stroller to a fitting room area 

and have it safe while they change clothes? Are there adequate hooks for clothing and bags? Is there 

a bench or chair to sit down on? Is the lighting bright enough and flattering? Is there a mirror in each 

fitting room for shoppers who are more self-conscious?
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All of these elements will help you to create an environment that is more enjoyable for your 

shoppers. Don’t stop there. Keep talking to your customers about what they want. Keep making 

adjustments until you get it right. 

Make your store into a place shoppers rave about. I encourage you to start out by trying one thing 

from each of the three areas I spoke about. Don’t get overwhelmed with ideas. Just pick one, and start 

there. What  is one thing can you do tomorrow in each of the following areas?

Understand your customer

Lead your customer to action

Create a dynamic environment

Above all, enjoy yourself and have fun! The chances are if you are having fun, your customers will 

too.
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You Will Get Results

Results will come by actively implementing these techniques on a consistent basis. Make a 

change, measure the results and check in with your customers. 

The time to get started is now.

Let me know about the results you generate from reading this report and implementing the three 

secrets to attracting customers. You can drop me a line at feedback@inspire.bc.ca

Thanks and here’s to your success!

Melanie McIntosh

Inspire Retail Solutions
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Here’s what you can do to spread the word about Attracting Customers:

1. Send this file to a friend (it’s a little big, so ask first).

2. Send them a link to www.inspire.bc.ca so they can download it themselves.

3. Print out as many copies as you like.
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A p p e n d i x
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Business Snapshot

Make copies of this page and fill it out on a monthly basis to keep track of your progress towards 

creating a dynamic store environment.

How much time are shoppers spending in your store on average?

How many shoppers do you have in your store on an average day?

What percentage of those shoppers make a purchase?

How many items are in an average sales transaction?

What is the dollar value of an average sales transaction?

How would you rate your customers’ level of comfort in your store? 

  poor         fair     average         good        great
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How enjoyable is the shopping experience in your store?

 poor         fair     average         good        great

How exciting is the shopping experience in your store?

 poor         fair     average         good        great

How would you rate the attractiveness of your store exterior? (Don’t rely on your memory. Go 

outside and look at your store front.)

 poor         fair     average         good        great

How would you rate the overall attractiveness of your in-store displays and merchandising? 

(Again, go look. Walk through the store from front to back.)

 poor         fair     average         good        great

What would you most like to improve about customers’ shopping experience in your store?

 Today’s date: 
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Top Ten Customers Profile

This exercise will help you develop a clear picture in your mind about who your customers are. 

You cannot be all things to all people, or meet everyone’s needs. Be specific about who your target 

customers are. 

You will not always hit a bullseye when shooting an arrow, but at least you have something to 

aim towards. Defining your target market works the same way. You will always have some customers 

that are outside of your target market. Having that defined target helps you set a direction for your 

business and create a strong identity.

In this exercise, you will identify ten of your best customers. These are the customers that you 

enjoy serving, who return regularly and refer their friends to you. To make your business successful, 

you need to attract more customers like your top ten. 

List your ten best customers below:

1.          2. 

3.          4. 

5.          6. 

7.          8. 

9.         10.       

Describe these customers using the questions on the following page as a guide. Make copies of the 

page and use one for each of the people you have listed above.
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Customer 

1. What does this person look like?

2. How old is he or she?

3. Where does he or she live? (ie. neighbourhood, postal code)

4. What is his or her profession?

5. What is his or her household income range? (ie. under $50,000, between $50-75,000)

6. What does this person drive?

7. Does this person have a spouse, kids, grandkids, pets?

8. What is this person passionate about? What are his or her interests?

9. What qualities make this person a great customer?
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Now that you have identified some of the characteristics of your best customers, is there 

anything that some of them have in common? Describe their common characteristics below:


