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EDITOR'S LETTER

May is here and the sights and
sounds of spring are everywhere.

The air is mild, new buds appear, sun shines in a cloudless
sky; yet tomorrow it will rain. But that’s all right, because 1
know there will be sunny days again after the storm. Rainy
days are natural occurrences, and they will pass—just like
the things that threaten our livelihoods and businesses on
a daily basis.

Listen. As we struggle to make our businesses work, everything seems to be turning against
us: escalating oil prices, dwindling property values, a pervasive credit crisis, and consumers
who don’t spend. It would be foolish to deny these realities. Yet, it would be just as foolish
to assume that they’ll never end, that the sun will never shine again. It’s certainly true

that negative reports get the most press. But we cannot and should not let bad news rule
our lives, because it’s equally true that economic downturns can be largely self-fulfilling

as people trim expenses through fear of worsening economic conditions, unwittingly
contributing to a perpetual cycle of economic scarcity.

Focusing on the negative doesn’t help, and playing it “safe” is probably your worst strategy
for improving your store’s performance. Here’s why: If, through excessive caution, you
stock only predictable, uninspired merchandise, a drop in sales is virtually assured —no,
guaranteed! By featuring styles that don’t “speak” to your customers, you only bore them,
making them feel justified in forgoing discretionary purchases. Don’t fall into this trap.

Change is coming. Trust me. Take a good look inside this issue. Be sure to check out

our selection of shoes and accessories that can entice your customers to buy, bringing
increased sales for you a few months down the road! Carefully review the Trade Show
Calendar with FOS star ratings, and shop the most appropriate show for your needs!

And while perusing the pages of this issue, don’t just look! Read our practical, informative
articles prepared especially for you, and start putting their wisdom to work right now to be
better prepared for the upcoming season.

Don’t let the clouds of pessimism obscure your view. Instead, do your part to improve the
economy by improving your store, your business, and your life.

Do you notice the buds on the trees outside? They are the signs of a brighter future!
Let them inspire you to grow your business—then let Focus on Shoes show you how.

As always, I'd love to hear your thoughts. Please feel free to contact me at

editor@focusonshoes.com with questions, comments, concerns, or topics you'd
like to see covered in future issues.

\Qr~—

Alex Geyman
Editor
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FOCUS ON SHOES" PICKS

WINTER “08 STYLES -

FOS picks hot styles for Winter 2008

WOMENS' DRESS BOOTS

1. Mary-Kyri
2.Barbara Bui
3.Donna Serena
4.Baldinini
S.Loriblu
6.Poetic Licence

1. Gianna Meliani
2.Emilio Pucci
3.Gigi Favela
4.Courtney Crawford
5.Hush Puppies
6.Barbara Bui

7. Poetic Licence

6 FOS MAY 2008 www.focusonshoes.com www.focusonshoes.com MAY 2008 FOS 7



[FOCUS ON SHOES' PICKS

‘ FALL-WINTER STYLES

WOMENS' CASUAL BOOTS

WOMENS' CASUALS

1. Palladium

2.Fly Flot

3.New Balance

4. Alberto Guardiani
5.Poetic Licence
6.Rockport

7. PF Flyers

1. Dav

2.Barbara Bui
3.Coclico

4.Gigi Favela
5.Nicole

6.Nicole

7. Chinese Laundry

8 FOS MAY 2008
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[FOCUS ON SHOES' PICKS

‘ FALL-WINTER STYLES

ACCESSORIES

1. Barbara Bui 7. Beijo

2. Bracher Emden 8. Franziska Hubener
3. Ananas 9. Frye

4. Gigi Favela 10. La Chica Chic

5. Barbara Bui 11. Frye

6. Clara Kasavina 12.Barbaba Bui
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7|FOCUS ON SHOES' PICKS
L/ FALLWINTER STYLES

MENS' DRESS

1. Artioli

2. Speroni

3. Due Elle

4. Flexa

5. Hush Puppies
6. Mac Dugan
T. Carlo Ventura

12 FOS MAY 2008 www.lecusanshass.com
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'FOCUS ON SHOES' PICKS

S FALL-WINTER STYLES

MENS' CASUALS

MENS' BOOTS

1. Brumas's 1. PF Flyers

2. Speroni 2. Kebo
3. Rockport 3. New Balance
4, Vittorio Virgili 4. PF Flyers
5. Dino Bigioni 5. PF Flyers
&. Pakerson &. Bernardo

14 FOS MAY ZOODE www, locusonshosi.com www. lecusonihoei.com MAY ZODE FOS 15



[FOCUS ON SHOES' PICKS

‘ FALL-WINTER STYLES

CHILDRENS' — @&\ ¥

1. Primigi
2. Naturino
3. Flexa

4. Primigi
5. Gallucci
6. Bi Key

16 FOS MAY 2008 www.focusonshoes.com
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right now
b &

n this day and age of modern computers, ink jet print-
ers and desktop publishing programs, 1 am still
amazed to see store owners that put little effort in to
producing quality signage for their stores.

Signage is one of the most important ways to convey your
message to your customers. Your store name, promotions,
pricing, and product information may all be conveyed
Hr_r_uu__r;h signage. Are you getting these messages across
effectively?

.’1}: o customer 1!':'!.”.'# Ir.:':ll' I‘I‘UI“‘ H“Jrf.", }'-I'J‘E.I' .Irfff'll'f." I'JIrJI'H” 3 FEC-
onds to let them know what they will find inside.

You'need to get your message
across immediately as the customer
walks, or drives by.

What message are you sending? Professional signage will
attract the customer, provide just the right amount of infor-
mation and invite the customer to enter vour store or try
vour product.

Unprofessional signage is confusing to the customer and
sends a negative message about your store and product.
(_ CRTTIN Pﬂ]‘lr}hf”]ﬂ “‘]E.!Hﬂrﬁ to J'ilfdi'ﬂ. M‘-’”‘\ fﬂ]‘i‘lr_}l"i.fﬂﬂﬂ or
I”IXIL"I:T{IH!“ r”fﬁ?:’f‘"f_‘"‘ﬂ \PL"I{I”"—' Errors or "H‘-"“\ ”!(I: are {I!Hr!
cult to rmd [ dfm t know about vou, but J1 avoid stores that
have signs littered throughout the store that scream,
"SALE! 999" and in small print at the bottom they add,
"and up."

Effective signage has the following qualities:

1. Qualiry Production

You don't have to spend big bucks to get signs that look pro-
fessional, ||¢t1.|ml saiel that, you still need to be ul”]ng fio
.\]:Lm] a few dollars to ereate HIL 1|||‘|gL that vou want to rep-
resent your business.

Consider the lifespan of the sign. Exterior signage that needs
to last several vears ru|mru a fairlv ].lrf-rL investment. The
shorter the lifespan of the sign, the less it should cost. If you
are running a small boutique, producing vour own short
term promotional or informational signage is perfectly

:tLLL]]trl]J]L ]eru]Ld vou have the tools and skills to do it
well. If vou are producing signs on vour own, they should be
pmdm u] on a computer, not h: uldu nitten. This IHIL,]!t SECIM
too olwious to mention, but 1 still see stores mmf__, altrm that
have been written in black felt marker. Use a ctume pub-
]1.H|11HL, or word Processing progriam and L[ttd[lt_’n printer and
paper.

If your printf:r and paper are not gﬂm] -;|u-¢|]it].', take your
computer file toa prill! HII{]|} to ]:rmluuu vour iH].‘If__"L'. Mount

waw. locusonihoes.com



vour final images on a heavy card, illustra-
tion board or foam core.

2. Simple Color Scheme

Don't go erazy with color. Pick a simple,
two or three color scheme and stick with it
thronghout the store. Pick a background
color, text color and highlight color.

Make sure that the colors have enough
contrast to be u:lxi]}' read. Red on black,
while a dynamic and high power combi-
nation, does not have enough contrast to
be easily viewed. However, if the text is
very |Jlg(‘ bold and only one or two short
words, you might be able to get away with
it. ()ullmmg the text with a thin white line
will also improve the contrast.

Also be eareful with combinations such as
vellow/green  or  orange/pink/red  or
green/blue, These combinations can be powerful and trendy,
but reguire maore work with th:sign to make them |{:gihh:.
Strong contrasts such as white/black, vellow/black, red/white,
white/blue increase visibility and legibility,

3. Easy to Read

Make your signage easy to read. Don't try to put too much on
one sign. Some signs are so full of tiny images, starbursts,
exclamation marks, and small print, that vou can't take it all
in. One main image, a headline and a few bullet points are all
you ]]LL{] 01 dan Iltﬁlrlnﬂt][!"-!l hlg'l'l.

A sign in a store window should be even simpler. You need to
get vour message across immediately as the customer walks, or
drives by. This means you can only use a strong image on vour
sign, a headline, or a simple wmbnmtmn of both. Some stores
only use one word, such as "SALE" or "THOLIDAY" in the win-
dow, and provide more information inside the store.

The more time the customer will be spending looking at the
sign, the more information vou can include. For example, a
sign near your cash register, where your customer will be wait-
ing for a transaction to be processed, can provide details of a
contest or return policy.

4. Clear and Simple Message
age si . Avoi i ay .

Keep vour message simple. Avoid trying to say too much

: e .| B : e .| : " i - eV,
Choose one main message that vou want to convey
Do vou want to tell about a sale, a price, product info, return

1 |

polln:'n."' Rather than say this all at once, try a sale sign on the
tap of the rack, price and product info on the tag, and return
puht_} at the cash register.

When vou craft vour sign, write down the message you want to
get across, then rewrite it in as few words as ]‘Jn.shlhh_. Iu_'{:p

www.locusenshoes.com

Unprofessional signage is confusing to
the customer and sends a negative
messaqge about your store and product.

reducing until you have one to five words
for vour headline. If necessary, write a
small amount of supporting information

below,

5. Well Placed

Be careful where you place your signage.
Place it where it will cateh Vour clis-
tomers' attention, but will not block
essential elements of vour store,

Think about how customers ':1]:1]‘1m'=lf_'h
vour store. If customers walk by vour
store, but vour store name is only |)]:IL"L‘E|
hlgh up on your store front, f‘lf_mg the
street, how will they see it? You also need
to repeat the name on the door or win-
dow, and perhaps hanging from an
awning or on a sandwich board on the
sidewalk,

Make sure signs don't block traftic flow,
displays, or the view of the interior of vour store.

Window signage may not be visible to customers for other rea-
sons that you do not realize. Is there a parking meter blocking
II]L view {}r 'H:I'I.]I" W l'I'I.E‘IH“j W h:lt :‘Ihl]lll i I[]:Idl]]g LONC 'I.'|]]LT'L
delivery trucks ]nrl. for a large part of the day, obscuring part
of your store from view?

Check for reflections on the window that make your interior
signage invisible during the day. You'll need to check this at
various times of the day to find out what happens to the light
and reflections depending on the position of the sun. You can
improve the visibility of your signage by improving the display
Ilglltl'l'lg |[15I{]L1 cl]]{l ]]'\ ll‘LII]g Ilgllt C::]ur\ 1m vour \\I[ltll]".\‘&
Light colored signage will stand out, while dark colors will
recede and virtually disappear behind reflections on the glass.

After placing your signs, double check how they look from a
customers point of view, Step back and approach the store asa
visitor. Walk from front to back and look at all yvour signage
critically and reposition as necessary.

6. Simplify, Simplify, Simplify

The simpler you keep your signage the better. Reduce visual
clutter, and focus on getting vour most important message
across to your customer. You will attract more walk-by traffic,
and avoid confusing your customer. Your sales should increase
as a result.

Aboul The Author

Melanie Mclntosh is a retail consultant and owner of Inspire Retail
Solutions. She helps independent retailers who are struggling to get
maore customers in the door. 15 your store appearance actually turning
customers away? Find out more here: www.inspire.bc.ca
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HOW
TO
HIDE

others want to play them down and give

Z0  Fos

the illusion of longer, thinner legs.

MAY 2008

re vour calves a bit thicker than vou'd like? As vou might

expect, this can be a problem for women who are over-

weight, but surprisingly it can affect thinner women also.

Women who are athletic often develop the muscles in their

calves, which cause them to appear thick relative to the rest
of their leg. While some women like having strong, solid calves, others
want o |:||;|_~.' them down and giw the illusion of luna_;i_'r. thinner |L'£_;5.
This is particularly true if your calves are composed of more fat than
they are muscle. Fortunately, thick calves can be downplayed by using
some clever fashion tricks:

Reduce thick calves: Choose the right pants

Wearing full length pants are an excellent way to hide thick calves. The
best style for the thick calved lady is a full length pant that flares below
the knee. Avoid wearing tight pants that taper towards the ankle as the
material may cling to the calves, enhancing their size. You'll also want
to avoid Capri pants and pants that are cropped below the knee since
this will call attention to the calves and shorten leg length.

Reduce thick calves: Choose the right skirt

Although vou may be tempted to hide vour calves in pants most of the
time, vou can still look dynamite in a skirt even if vour calves are not
vour best feature. The key is to select an A-lme skirt that flares towards
the knee, which gives the illusion of thinner calves. You'll want to avoid
a clingy skirt that tapers and stops at mid calt. Anything that clings to
the leg above the calves will enhance their size. A long, full skirt can be
particularly attractive on thick calved women since the material covers
plump calves.

Reduce thick calves: Choose the right shoes

When vou select a shoe, choose one that balances thick calves. You'll
want to avoid stiletto heels and heels with ankle straps, which will draw
the eve to vour thick calves. You'll also want to stay away from flat-
heeled shoes such as ballet flats, which can make vour legs appear
shorter, and calves thicker. Open toed shoes with a solid heel tend to
be ﬂ;lttL-rin,r_; as well as boots that stop just below the knee. Avoid wear-
itls_,:_ boots that stop at mid calf or below. Knee ]cnglh boots can be a gm]-
send for women with heavier calves who want to wear skirts. Pair them
with a skirt that flairs toward the hemline for maximum calf slimming
effect.

Reduce thick calves: Go monochromatic

If vou have thick calves, you can reduce their appearance and elongate
vour legs by wearing dark, monochromatic colors. Opt for dark brown
or black hose paired with skirts, pants, and shoes that mateh. This will
also give the illusion of thinness even if vou don’t happen to be at ideal
body weight.

wi.[?'l.l Can {]U I'I'IllL'lI to H_'t]l'IL'L' ”IL‘ EJI]l}L’ilr':l[lL'L‘ UI- llli‘_']". L'EJ]'\'L‘.‘» ]}'A. ll.‘\'.lllk; II'IL'
power of illusion that carefully selected clothing styles offer. Plus, you

won't |I£]'~'t' o |‘.Ill" VOUT Ill-lir out anvimore t[\'il]E; to cover up vour {[‘E!I'A.'{'S!

www.locusenshoes.com
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t's a big world.

dnf

Someone has to shoe it.

More brands. More exhibitors. More opportunities...all in one convenient show.

Shoes, accessories, materials and more.
No one else can say it. No one else can match it.

the
WSAshow

WORLE SHOE ASSOCIATION®

July 28-30, 2008 | Las Vegas Convention Center

@allections

July 28-31, 2008 | The Venetian

Register now at www.wsashow.com
or call 1.888.62.SHOES (74637 U.S. only) +1.818.464.7111
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DATE
4-6
4-6
4-6
57
5-7
13-15
24-26
28-29
29-31
29-June 2

2-4
15-17
21-23
21-23
28-30
3-5
3-5
4-5
8-11
9-11
9-12
10-12
14-17
15-17
16-19
17-18
25-27
25-27
25-27
25-27
25-27
25-28
26-28

SHOW

AccessoriesTheShow

Moda Manhattan

FAME

Accessorie Circuit & Intermezzo Collections
Urban Trend Show & Urban Style Coterie
The Niles Show

Modaprima

ASR (Holiday)- Action Sports Retailer
Shoes & Leather Industry Exhibition-Guangzhou
Southwest Shoe Expo

Bread And Butter Barcelona

The Niles Show

The Collective/ Blue

Project New York

The WSA Show & The Collections At WSA
Children's Club

Accessorie Circuit & Intermezzo Collections
Urban Trend Show & G | Collective

The Brighte Companies

Transit- Los Angeles Footwear & Accessories Show

STYLEMAX- Holiday/Resort/Spring Preview
The Chicago Collective

Southwest Shoe Expo

The Atlanta Shoe Market
AmericasMart- Atlanta Apparel Market
Michigan Shoe Market
AccessoriesTheShow

Moda Las Vegas

MAGIC

Pool Trade Show

KIDShow

WWIN- WomensWear In Nevada
Project Las Vegas

LOCATION

New York, NY
New York, NY
New York, NY
New York, NY
New York, NY
Niles, IL

Milan, Italy
Costa Mesa, CA
Guangzhou, China
Dallas, TX

Barcelona, Spain
Niles, IL

New York, NY
New York, NY
Las Vegas, NV
New York, NY
New York, NY
Philadelphia, PA
Los Angeles, CA
Los Angeles, CA
Chicago, IL
Chicago, IL
Dallas, TX
Atlanta, GA
Atlanta, GA
Livonia, MI

Las Vegas, NV
Las Vegas, NV
Las Vegas, NV
Las Vegas, NV
Las Vegas, NV
Las Vegas, NV
Las Vegas, NV
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TELEPHOME
(212) 686-4412
(212) 6864412
(212) 686-4412
(212) 759-8055
(888) 702-4440
(630) 584-9513
(212) 246-2977
(949) 226-5744
+(852) 28-51-8603
(214) 675-2176

+49 (0) 30-2000-370
(630) 584-9513
(212) 759-8055
(212) 951-6654
(818) 379-9400
(212) 759-8055
(212) 759-8055
(888) 702-4440
(212) 759-8055
(213) 630-3638
(312) 527-7759
(312) 527-7903
(214) 675-2176
(706) 923-0580
(404) 220-3000
(248) 661-4590
(212) 686-4412
(212) 710-7441
(818) 593-5000
(877) 554-4834
(305) 598-7019
(702) 436-4081
(212) 951-6654

WEBSITE
www.accessoriestheshow.com
www.modamanhattan.com
www.fameshows.com
www.enkshows.com
www.urbantrendshow.com
www.nilesshow.com
www.pittimmagine.com
www.asrbiz.com

www.shoesleather-guangzhou.com

www.southwestshoeexpo.com

www.breadandbutter.com
www.nilesshow.com
www.enkshows.com
www.projectshow.com
www.wsashow.com
www.enkshows.com
www.enkshows.com
www.urbantrendshow.com
www.enkshows.com
www.californiamarketcenter.com
www.mmart.com
www.mmart.com
www.southwestshoeexpo.com
www.theatlantashoeshow.com
www.americasmart.com
www.mishoeshow.com
www.accessoriestheshow.com
www.modamanhattan.com
www.magiconline.com
www.pooltradeshow.com
www.lingerieshow.cc
www.lingerieshow.cc
www.projectshow.com
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May - August 2008
Up-to-date calendar
continues in next issue

THE WSA SHOW

LEGEND

* Awful F = Footwear
* % OK A = Apparel
ACC = Accessories

FOS' ratings are based on reports from our correspondents, contributors, vendors
and retailers who attended these events. Ralings reflect people's opinion of show
organization, traffic, convenience and value for attending/participating businesses.

ABBREVIATIONS

Show dates and locations were accurate at the time of printing and subject to change
without notice. Please contact venues directly for the latest information.
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FUNCTIONS 0F MERCHANDISING AND
BUDGETING: PROMOTION PLANNING

PART Il

24 FoOs

BY JAMES E. DION

MAY 2008

The Promotional Plan ]:-rm'idus

We are continuing our series on Merchandise Hudg{:t-
ing & Planning and we are now going to talk about
Promotion l"‘iunnin,t_;,

As part of vour Strategic Business Plan, vou need to devel-
op a Pro-motional Plan - also sometimes called a
Marketing Plan. This is a document, which identifies the
various events, and sale actions that vou need to plan for
to help vou achieve the sales and profit objectives in vour
Merchandise Plan.

To be effective, your plan must have innovative ideas

each season and not repeat the same actions unless they
are annual events that the customer is waiting for, such
as a Back to School Shoe Sale, End of Season Shoe
Blowout Sale, ete. It is also important to create activi-
ties that will differentiate you from your competition.

The Promotional Plan is ereated for a season |}y month

and then by week and provides details on:

*» Promotions
»» Windows
» Communication Media

indications to the
I’JII}'CI’[N} on the various ]:-rur.hlL't hlil)-f_“:ih_'g[:lfit:h and

Hot spots are sections
in your store which
are highly visible to
the customer where

you place your
best/hottest
products to make sure the
customer sees them.

themes of merchandise L'st}'h_'s, colors, brands, ete.) that
they will need to source to create the excitement neces-
sary to attract the customer's imterest and satisfy a spe-
cific need or want for a particular time, event or sales
action.

Let's have a closer look at what information to include
in the Promotional Plan under Pro-motions, Windows
and Com-munication Media.

Promotions - Never Spend A Week Without One

Promotions are events and sales actions that vou need
to IJ]-':II'I on A 'I'lll}lllli]?.' -"l]'ltl \'l.'(.'f.'k]}' IJE!.‘LiS in {H‘LIL‘]‘ to cre-
ate some interest and excitement around vour products.
Just having some exciting shoes doesn’t work anymore.
Not, unless vou make a big deal out of it, or, in other
words, you tell the customer why they should buy them
:III{]. “Il} ﬂ'I.L:'. .‘&I]U'll]{] LIU‘ it 'FI.'!]III yonl rlgllt IO I"In"u]ll]f.
having a great product gets you halt way there, promo-
tional activities are what eventually will get you to the
sale instead of it going to your competitors.
PI'U‘III[I“U[IS Come in many {“I’I’L’“."Ilt ﬂEI‘I.'UT'.‘i -'-11[(] you
should try all of them to make sure you always give a
(Ii'FFL‘T{:I" reason to vour customer to L‘]'IL‘E:I'C Vol out reg-
ularly.

www.locusonshoes.com



They could be Discounted Sales — End Of Season Sale,
Weekend Sale, Sandals Blowout Sale, Buy 1 Get 1 Half Off
(a very good promotion that encourages multiple unit sales)
ete. — where you select products in vour inventory that vou
price :ltlr;u.:lirt:h' to draw traffic, while also H::”ing some of
vour old inventory or products that wouldn't sell as well at
full price.

While Discounted Sales are great to move inventory and
compete on price, don't assume that they are the only way
VOu Can t]r.'-m' "T":Im{: to vour store |||]|L'Sﬁ VOLL Arc & (IiHL'[:I'l'l'I it
retailer and that is vour business model (but then, get
ready to go to war with Wal-Mart and the other discount
giants!).

Fromotions are also Special Actions or Events that vou
take umllth]j.' or u'{:t;H}' to draw the customer’s attention to
vour product. Hot Styles For Summer, Young, Hip & Chic
Styles, Perfect for Prom, Back to School Shoes, etc. are all
t:x':lmph:s of promotions that voul can run in vour store(s)
where vou select products in your inventory that are
“voung, hip & chic”, for instance, and run
a promotion around them (by telling the
customer a story about them). This means
that you are going to display these items
prominently in your store(s) so that cus-
tomer can notice and appreciate them, as
we will see when we talk about Windows.
It also means that Vo are g{:-in fo p];m a
communication campaign in vour store,
through the media and on vour website
where you are h:Hing the eustomer know
the story about vour shoes and encourage
them to come and check you out, as we
will see later when we talk about Comms-
unication Media.

Be creative in coming up with weekly stories for your pro-
motions. It's all part of the experience and customers love
stores that excite them with great products but also great
stories about how the products were designed, or made.
Also, don't forget to build promotions around national and
local holidays and events such as, Christmas, Halloween,
St. Patrick’s Day, Breast Cancer Week, March Madness, ete.

You generally plan most of your promotions in advance
and list them in vour Promotional Flan. However,
unplanned events can occur when, for example, you need
tf] fEII‘Sﬂ s0me {:HtTEI (’HSII (&} ]Ti-l:l.' F | I'.Ii.g I'.Ii" oar :I.'U'l.lf ]]rill]iln'
competitor is running a weekend special. In that case, vou
might decide to run a promotional sale of some of vour
inventory even if it’s not part of vour seasonal plan. Or, it
could be that a line vou purchased might not be selling as
well as vou expected. It's best that vou promote it and lower
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advance and list
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its price before it's too late. Or, vour competitors are run-
ning sales offers on some items that vou also carry in your
store. Even if vou didn't plan for it, it may on occasion be
best to have an impromptu sale to stay competitive.

Windows - Always Tell A Story

Under “Windows” in your Promotional Plan, vou will

need to indicate the themes of merchan-

dise to display in vour store windows and
to feature inside in your store’s hot spots for
:I.'U'llT I'.ll-'-l]'l'l'l.l:tl '[]T[:I]'I'lﬂ]ti{]l'l.‘i - I]Ut .‘il'.l{}l.‘i- dAre
sections in your store which are highly vis-
ible to the customer where vou place your
besthottest |'.|m{lut;t5 to make sure the cus-
tomer sees them.

If your promotion is Spring Break Hot Styles, vou might want
to feature in vour windows and inside the store the latest stvles
for all your vounger customers who are getting ready to head
off to Cancun or other exotic destination and have props that
suggest the beach or vacation spots. Or, it could be Valentine's
Day Ultra-Sexy Shoes where you identify all your dressier
.‘ill{]{:ﬁ- i{‘S[l[ﬁCiEl”}' rt.:{| ones!) q'!lld EIC(‘CNS{HiCN q'!ll{l create cve-
catching displays that scream ‘this is where vou come for that
very special day’. Even if dressy styles are only a small part of
vour collection, what matters is that vou appear to lead in that
category for as long as the promotion lasts, hopefully prevent-
i'l'l_[; customers 'FT{}I'['I g{}i'l'lf_:‘ .‘{['III'I{!'IH.']]{"T{" UIN{} I'-ﬂf maore IL"]'I['IIIC{".
You are telling the customer a story about how vour store and
vour shoes are the best they can find for that special event. Just
d I'-{.:‘“' Htjl']{.'?i |'IL'IL' 'rl]'l[] ﬂu:rc III']".":-'I..."I.'{:T, {]{} not ]IIE!L'.L' il ]]{:]i{:'l"rlll'.lll_'
story. Don't have too many dressy stvles in stock? Mass with
CIHSZ’\': (l'iﬁ-'l']‘li!_\' more ['I‘I'- tl'lﬂ sdme St}']{}.‘i n tl'lﬂ Space vou |"|:;I"|'L!
but make sure you don’t mix them up with other themes of
merchandise because the customer would get lost in the plot!

MAY 2008 Fos 25



MERCHANDISING
PROMOTION PLANNING

When planning for these themed displays, make sure to not
just put product out with a plain sign. That wouldn’t really
catch the customer’s imagination, would it? Along with prod-
uct you will want to tell a story to your customer about what
t]]{,\{,’ events stand for or their ]mmn with |1|1ntm and every-
thing that can catch the customer’s imagination and interest
and make them want to be part of that story. A large poster with
d Lrll)l’l"r It'lllg IJ]LI’IIT’L l']f ".“II'I'Ig WOmen -![ltl men L]]Il’]".lllg
themselves at a beach is what vou will want to put in the win-
dows (and inside) to {;mnp]mncnt the st'_l.'][:s o (lis])hlj.' and to
make your customer want to come in and share in the experi-
ence depicted in the large posters. Abercrombie & Fitch is a
very good example of extraordinary use of POP (Point of
Furchase) material, like oversized posters portraying their tar-
gﬂt Cl.l.‘itﬂ'l'll[."TH. U]]j[}:n'i]]_[:‘ I'III'J'I'IIH(!]".'{}H "."n'l"li]{! \\'{:Elfi'l'lg
Abercrombie clothes. Customers see themselves in those giant
photos and come i to emulate and be like those young men
and women in the photos. You don't necessarily need to hire
models to wear vour shoes and photograph them; that would
be too costly, in most cases. However, vou should definitely
hire a design firm that provides vou with posters with profes-
sional gr:l{l{* photos portraying your target customer in a situa-
tion that suits your theme. Or, if vour theme is Breast Cancer

eek, you could have a window filled with running or jogging
shoes - some with some pink details, if pink is a color in fash-
ion - along with posters, photos and other props of the activities
that are occurring in the city related to this event. Most cities
organize [:-|1:||1_1.' of walks and runs to colleet funds for this
important cause and running shoes become an item that is in
(If..‘l'l'l:;l]]d. .".IL'I'IIL] if }T]'I] S'l'll]l][}l" “IiS- Cense .l'.l} (Iﬂ!]]q’!ti.]]g some ['I"
vour profits during that week, make sure to use your windows
to share this story with vour customers.

Is your website a display window, too? Of course, it is! So, make
SUTC voul (IT[..‘SS up vour .‘:itﬂ t]'l[..‘ SATTIE WY 5 you dfoiH up vour
windows by featuring the same promotion on your site with the
same graphics, colors and shoe styles,

Communication Media - Can't Have A Promotion Without
Telling The Customer About It

Communication media include newspaper/magazine, web,
andl radio or TV ads. ']'huj.' also include direct mail pustr;urds ar
newsletters,

All the promotions that vou listed on vour Promotion Plan will
require some form of advertisement. Choose the most appro-
]J[].r]t{,’ one l|‘.I¢I§1II."[:| an ﬂ'l{, h'p'[, [}'F ]JT['III'I'I['II’.'[H]] t]'l;'l[ you arc rut-
ning, vour target customer and, of course, vour budget.

Mewspapers anl magazine ads are a little c{]sﬂ}' and consider-
ing that newspapers are losing readership every day, it might
not ;L]u'a}x be your hest aption, [kun‘crwh;, radio ads if on the
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right station (i.e., the station your target customer is used to lis-
tening to), are sometimes more reasonable in price and might
be more effective as radio is a very “immediate” media that
often reaches people in their cars and can drive almost imme-
diate results for special events or sales,

We all know what's happening with TV ads and the advent of
Tivo and, of course, the Web. So, unless vou have a real big
advertising budget and a very powerful promation, don't waste
your resources there.

What still works very well are direct mail coupons, direct mail
postcards and fliers. The reach is individual. You also can con-
trol vour cost a lot better and if professionally done can deliver
important results. Photos must be professional, the message
must be captivating and exciting and they must contain a call
to action, or, in other words, a powerful and compelling story
about your products and promotion.

E-mail marketing can also be very effective (and low cost), par-
ti.Cll]'rlrh' 'l.l':iH"I customers "|‘|.'|"|U I{]'\'L: vour IJ"](I'['IL'"H EI'I'I[]. vour store,
Make sure that you do not flood them with e-mail promotions.
Once a week or everv other week should be OK, but it is best
if vou ask them how often they would like to receive e-mail
from you. Also, make sure to get them truly excited because if
vou are T{:IIEISIIII'I'I_L;t]]{: sme [}"IIIIHI’I‘{]'I'I EI'I'I{] St}'][:.‘i VET q'!ll(l OVeT
again, they will lose interest in vour communication. E-mail
coupons are very popular with many customers, just remember
not to use percentages off on the coupons, use a dollar savings!

Pl: anning for vour promotions means not just Jt]ulhf\mg what
to promote, 'n]n and how, but also establishing a budget and
allocating resources (people — both internal and external) to
make sure you have enough funds and resources to run the pro-
motion efﬁ:ctneh Remember, every promotion is an invest-
Il'IL'I'I' 1m }(IIIT' }}llhl[thh :l]]d 'I.'III].LHS ?.(PII III;IH]II'I.I.?.{.. }Ulll [}[}[}[}l’l’ll-
nities for success, it's going to be wasted and it will eventually
take a toll on vour business.

Stay tuned for our next issue where we are going to talk
about Sales and Stock Planning.

James E. Dion is an internationally known
consultant, keynote speaker, trainer, and
author of the best-sellers Retail Selling Ain't
Brain Surgery, It's Twice As Hard, Start and
Fun a Retail Business and The Complete
Idiot's Guide to Starting and Running a Retail
Store, James consults, trains and speaks on
consumer trends, retail technology, selling
and service, ratail merchandising and opera-
tions, marketing and leadership. With a M3 degree in Psychology and a
PhD in Industrial Psychology combined with over 30 years of progressive
retail experience working at Sears, Levi Strauss and Gilmore Department
Stores, James is one of the most sought after consultants and speakers in
the US and internationally. He can be reached at jimdion@dionco.com;
www.dionco.com,
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SOUND MARKETING ADVICE FOR THE NEWCOMER

TO M AR K ETI N G PART | BY TOM MARNELL

here are countless numbers of books and articles a customer and, second, maintain a customer. (It should be

all giving advice to the 11|;ir|r.vii1|s_;-[lv]]ri1.':'{|. Re- added — ata ]HﬂﬁI.] The Nl;!rkﬂinq Departament is a unit
cent work with tu-lmul:]g:. start-ups _xug,;_;.;-_\luql these ufnrs__:;lnix:di:]n, lr;uliliml;l]]}' t‘]ulr,t_;ml with carrying out spe-
topics. cific tasks that are deemed to be “marketing” (such as adver-

=] =R

tising, market research).

This distinction is not merely semantic.  As
the definition would suggest, 1.'uxi:][ncr-;u‘qui-
sition and customer-maintenance efforts go
bevond the organizational boundaries of the
Marketing Depart-ment.  When all depart-
ments know and understand their role and
i[np:]rl;lnL'l_' in the 11|;|r|-;~::1i|1£__: process, the
functions of marketing work better. The
Marketing Department works better.

Usually, the role of marketing is viewed from
the inside of an enterprise looking out to the
marketplace.  Organizational units (depart-
ments) are set up to address the various mar-
keting functions. (Keep in mind that the per-
spective of how vou “sell” is often quite differ-
ent than how vour customers "|:LL_1.".I I most
instances, the marketing function should pro-
vide the I]{‘rh]]{‘t‘“‘.'{‘ of the III.'ITI{L'tP]'rI{‘t‘ look-
ing in as well.

Critical marketing functions include:

1. Identifying the important constituencies
within the marketplace. Yes, there are cus-
tomers and pros-pects, but there are also
groups that set rules and regulations, influ-
ence or recommend, establish barriers, service
the |>1'[:ur.]nL't after the sale, review the |>1'[:-r.|nL't.
All of these groups (and probably more) are
constituencies thal |JL‘|3' a role in the suceess-
ful marketing of a product or service.

2. !c|n;'nlifyinq anl \';lluing ﬁ]}t'{'ifit.' target pur-

The Difference between chaser/user groups for the ]}I'ULII.IL'L (Also known as target
Market-ing and the Marketing Department audiences or market segments. ). Marketing should an-swer

the questions focusing on who will be a likely prospect, who
Marketing and the Marketing Department are two different  will be the best customer.  Keep in mind that within the tar-
things. Marketing might best be de-fined as all organized get audience there may be groups that will be readily obwi-
efforts, activities and expenditures designed to, first, acquire ous as “end users” but there may also be groups that speci-
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fy, recommend, purchase, service
or pay for; without a great stretch
of the imagination, they may all
be considered customers or
prospects.

3. Communicating with the mar-
ketplace. This function may
involve traditional communica-
tions disciplines (public rela-
tions, advertising, sales promo-
tion, face to face selling) along
with  new disciplines (the
Internet). Fach target audience

MARKETING

ning process and,
stances, superficial.

many in-

Market share is but one measure of
I'l'I:;ITlC{}tII'I'Ig ]]{:TF{][]IIHI]{:L". E';l'l::lT{" UI'-
Customer is equally, if not, more
important: if a customer purchases
100 units/ vear from enterprise ‘A’
but pun.]msfcs 500 unitsfyear in
total, enterprise ‘A" has a I"n|1¢u'<:, of
Customer of 20%. How much
effort should be expended to in-
crease Share of Customer? Or,
how much should be spent to

segment within the marketplace
may play a different role in the
success of marketing so different

Marketing should answer the questions
focusing on who will be a likely prospect, who
will be the best customer

maintain the customer at that
level?

techniques or disciplines may be
required to communicate effec-
tively. Objectives need to be set for cach discipline used
and for each audience group or segment that is targeted.

4. Conducting transactions with the marketplace. Most
punpl{: think of ||1';|1']~;:,'!‘|'|1f1 achivibies as ;i{lr{:rtiﬁ'ing or pro-
motional events — very visible, very costly.  But other
interactions are part of the 111.|rL4;-t|n.t_, process and should
be viewed as such. (Here is where the outside-in perspee-
tive of marketing plays a vital role.)

Order processing is not just an inventory transaction, but a
marketing one as well — the timely delivery of a product
in good condition goes a long way in helping establish a
positive attitude about the company, provides another rea-
5011 :l'—ﬂ]l I'I]L‘ t:11c|-||5{:1‘ to IJ'llT'L‘I]': 15 -'-lg'rli.'ll, -'-l]'ld to 'I"L‘[..'{}I]'I]'I'll:l'ltl
the company and its products to others.

Payment processing is not just a financial transaction; it is
an important element in the marketing process — pay-
ment is what is given in exchange for the item that will sat-
isfy a need (or an itch).

Shipping the product is not just the act of putting some-
thing in a box and handing it over to UPS; it is a market-
ing transaction as well — satisfaction with the product or
the company is never higher than when the box or envel-
op is just about to be opened.

5. Obtaining on-going feedback from the marketplace. An
important function of marketing is to measure the perform-
ance of the enterprise in its efforts to acquire and maintain
customers. What does it cost to acquire a customer? What
does it cost to obtain the second order or purchase? Establish-
i'l'lf_:‘ ]){!I'FUTI'I'IEI['[C{: III{:‘ITiCﬁ 'iS- l']'FI:C['l dn ::lﬁ{:TH'lUI'I_L:l'II’ il'l t]]L‘ ])]EI'I'I-

www.focusonshoes.com

Obtaining feedback also means
understanding the environmen-
tal conditions that the enterprise operates in, the product
is marketed in. Spending on research is essential to direct
the development of a product or service and the develop-
ment [I:l'— l'.'ﬂ][lllll'l.l'll'if.":‘lti[}ll.‘i- |]'|L‘Sﬁu']g‘_'ﬂ IIT_'I'_'C."»S-'U'?.' to E]Ctlll:lil]l
potential customers with the product or service, instill in
them positive ﬂ:r.:liugﬁ about the pr[:r;lm.:l: or service and
motivate them to purchase.

Marketing Departments need to be open minded.
Marketing Departments often fall into the trap of thinking
they already know all the answers — and all of the
questions. In fact, many Marketing Departments are just
as isolated from the marketplace as the third-shift mainte-
nance group. Constant dialogue with all of the compo-
nent elements of the marketplace is one way to avoid
missing opportunities or missing problems before disaster
strikes.

Marketing versus the Sales Department

The selling function is an important element of the over-
all marketing process. Many organizations establish a sep-
arate sales function, apart from other elements of the mar-
keting process. This is often a sound business strategy but
can ]{"il(l foy o {'h.i-]ﬁ.l]'l }]Uh\'ﬂ{:ﬂ SE[]{:H HI'I(' H'I{:‘ {:-ﬂ]ur 'I'I'I.ilrl:{,‘t-
ing elements. Even when both are contained within a uni-
fied Marketing Department, separate sales and marketing
groups often create the situation where they have compet-
ing views of the marketplace, competing objectives and
competing priorities (e.g., budget, prestige).

One area that often creates the opportunity for jurisdictional
{]i.l;puti:s and other serious |1m]}|{:|||5 is lead generation. In
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many instances, some component of the Market-ing
Department  is  responsible  for  developing  leads
and then turns them over to the Sales Department.
“Discussions” over the timing and quality of leads are a hot
topic at almost all Sales-Marketing joint meetings.

Make sure that planning and execution of plans is always
coordinated, and that all programs are 'mh:gr;ltu{] across both
marketing and sales efforts.

Developing an Initial Marketing Plan

A marketing plan and a business plan are not the same thing.
Marketing plans should cover all elements of the marketing
process in great detail. Business plans should highlight the
major marketing initiatives, their costs and potential.

Obviously, all plans should contain objectives, strategies and
tactics, budgets and timetables, but the real first order of any
marketing plan is to describe the product or service being
offered for sale. Not by its chemical or physical properties but
how the end user will be encouraged to see, feel and react.
The product or service has to appear to be different (and bet-
ter) than other similar products. (This is called “positioning”
EII'I(I ﬂ'll:TI: 5 d gT{:EIt IJUUI{ il“. 111.'-1rk[:'rur5 S]'Iﬂll](l }}L‘ fil]lli]i}1r
with: Positioning: The Battle for Your Mind by Al Ries and
Jack Trout.)

Another primary task of the marketing plan is to define the
target audience for the product or service. Many, if not most,
marketers define their target audiences in demographic terms
— males, 18-34 vears of age, high school graduates, or CFOs
and ClO, or purchasers versus end users. There are other
ways of defining — or segmenting — the target audience.
Life style or psychographics are often mentioned in the next
breathe after demographics. But, there are still other ways to
segment the target audience and, perhaps the most important
of all, “reasons for needing or wanting” the product. This last
one is not as easy to uncover as the others, but well worth the
L‘I'T{]fl': ‘i{:]]illg IIIESH'rlgL‘S- ]H!SL‘{] on t]]lf.: 'I]]{}ti'\'EltiH]]S 11||{][..'T|_\'i'[1g
purchase will always be more successful than messages based
on less “intimate” factors.

Profitable versus Non-Profitable Customers

What is a customer worth? How many sales dollars will each
customer generate — initizl]]j.', over a hwo or three vear peri-
od, over a lifetime. How much profit will each customer gen-
erate?

Customer analyses appearing in trade or general purpose
publications often cite “the average customer”. First, there is
no such thing as an average customer. Second, if there were
average customers, satisfying them would be the quickest
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road to ruin. All customers are not equal. The 80-20 rule or
some variant is alive and well in most, if not all, marketplaces.

Life-time value is a concept that is widely written about. 1f we
examine the purchases of a customer over the life of his or her
relationship with a marketer we can determine a historical
value. Past behavior, however, cannot be assumed to contin-
ue well into the future: consumers change their behavior
with a high degree of regularity in some product categories;
they change their minds, attitudes and feelings about a partic-
Il]E" PI'U('I.'I.C'::, t}'lﬂir ]][..'L!{]S Cl"lEI'I'IgL!‘ S0 ﬂ'll:}' {:]]El]]g‘ﬂ I'II{..‘il pur-
chase behavior; the marketplace offers new, better or different
products to satisfy their needs.

Recognize that customers move through various stages in
their relationship with a particular company or product,
Stages are not tied to any particular calendar or precise
chronology, but rather a customer-internalized set of logical
and emotional reasons. Attempt to identify those stages and
then set realistic estimates for behavior for those stages.
While harder to do then trend-lining the past, valuing cus-
tomers in this fashion allows a better match between market-
ing expenditures and sales.

Finding the Right Customers

A common mistake many start-ups make is that they overesti-
mate the size of their target market. While millions of indi-
viduals or businesses may have a theoretical need for vour
product or service, very few will ever purchase. There is such
a thing as the “wrong” customer and while it is very difficult
to differentiate in advance a wrong or right customer, the
importance of proactively managing the customer relation-
ship is critical to long term success.

Examples of potentially wrong customers:  customers who
respond only to promotions (buy “on deal”), customers who
are only 50-60% loyal, customers who purchase only once.

Some consumers (businessmen and housewives alike) are
known as “early adaptors”. These individuals are the first in
their boardroom or on their block to purchase vour product.
They are critical for success, but they probably won't be vour
best, long-term customers.

About The Author

Tom Mamell is a marketing consultant and educator. For the
past twenty years, Tom has been helping national and regional
companies develop go-to-market strategies, primarily involving mar-
keting databases. Prior to starting his own consultancy, Tom held
senior management positions at Bozell and Leo Burnett, Tom teach-
es graduate level courses in customer relationship marketing and
marketing databases at Stuart School of Business/lllinois Institute of
Technology and Roosevelt University, Chicago. Tom can be reached
at architect@earthlink.net.
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Business Tele

PART I

Telephone, as well as walk-in reception, is one of the most crit-
ical areas of any office. It forms the basis of initial and long last-
ing impressions of the office by students and parents. It is also
an integral part of maintaiming and improving our intra-office
communication. These suggestions are offered as a way to
maintaim and improve vour telephone skills,

All incoming calls should be answered:
Promptly
Personally,whenever possible
|use \'[]'i'l’.'L‘ I'IIEIiI [}[]]}' “hl_"" I'lL'L'L'?tF':II':l':l
Professionally
Courteously

Appropriate Greetings:
"Good morning, this is Mary,
may | help you?"
"Good atternoon, ABC Company, Mary speaking.”

Good Telephone Habits:

1 Treat every call and caller as IMPORTANT. Give the caller
vour undivided attention. Treat the l::]r.'p]mllu as a task in itself;
don't be distracted by work on vour desk.

2 Answer the phone with a smile; it actually does help convey
a cheerful attitude. There is no need for vou to transfer any of
:A.'Ul.lf I'.lq'][l f{:[.'lillgﬁ fo H][.: ﬂ,::-[].[{:'r. .'\I]S\\'{:T {.""l'f'T?.' I'.lhﬂl“,: L‘:-l[l
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PTUHI]]H:L' on H][.f ﬁnt Or 5S¢0 l[] ]'Zil'lg Il'- |‘.ll'}5$i.|}]{,‘.

3 Do not chew gum.

4 Make sure yotl know which line is ringing before Vol ]}if_']-a
up the phone.

5 Keep vour telephone message pad and a pen handy so they
can be easily reached.

6 Personalize vour conversation ]‘.r:r using the caller's name;
"Yes, Tom, I'll be happy to send vou an application,” or "Thank
Vol for t;u"il]g, Mrs. Smith.”

T When taking messages for another person, make complete
notes:
a. The caller's full name, spelled correctly (ask for correct
spelling if in doubt).
b. The caller's department, institution, agency or firm.
¢. The caller's complete phone number (include area
code).
d. The nature of the call,
e, The date and time call was taken.
f. Your name or initials.

8 H—].'un need to puta caller on hold innm:dialli:]_\' LPON answer-
g the phone, ask before you put them on hold. Some callers
“'Ulll{l T:;IHI[.'[ ‘tf:\' {[‘E!"il'lg 'rlg:'litl.
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9 When you have several incoming calls simultaneously, don't
panic. Handle the situation in the following manner:

a: Ask someone in the vicinity to help you by answering one
[:I:l'- I']'I{" {d"\ |+ sOmeona ]\ av .;III.'II'.II("

b: Calmly excuse vourself: "Good Moming. May | put you
on hold for a moment while I answer the other phone? (or,
1'ullll- |" }ﬂll ]]]L.'Ih.f,_, CXCuse me h']f a4 moment 'U.l'll]{" dTIEWET I']'I{"
other phone?) Thank vou.”

Put them on hold.

¢: Answer the other call and ask them if vou may put them
o ]'Ili]]d.

d: Return promptly to the original call.

10 When it's necessary to direct a eall to a co-worker request the

caller's name before transferring the call. Notify the co-worker
50 tl'l.d!' III:_1 or ‘1|'|{" can I'.I("' TI',_‘.'IEI\ 'U.]'I{"I'I I]L‘ or ‘1|'|{" I]I(]&\ Lup I']'I{"
]}I][I'I'IL.

1 Be tactful when co-workers are du;u. from the office, Don't
say that someone is "out for coffee,” "on a break.” Say, " is away
from his desk (office) now. May I take a message?”

12 Be a good listener; make notes while the caller is speaking. If
you are going to put a caller on hold, make a note of which line
VOu arc on.

OFFICE TIPS
TELEPHONE ETIQUETTE

13 Avoid technical expressions and acronyms which may
confuse the caller,

14 Use businesslike phrases instead of slang. Say "Yes,"
"Certainly" and "Of course,” instead of "OK,” "Yeah,” and
"Uh-huh."

15 When p]ur:ing calls, id[:ntiﬂ' '_.'ﬂum:]fnnr:l the office, "This
is Jill in the Social Seiences Division Office.”

16' If it is necessary to leave the line, explain the reason and
excuse vourself. "Ll'l.hl'l.l.]]]:tﬁ.i_ the caller on hold, do not just
cover the mouth piece with vour hand. Thank the caller
when vou return, If it will he’ l::m__pr than one or bwo min-
utes, .1\]». to return the call.

" i:F.;I {Ilﬂl’ﬂ'l'l]{"'r i‘\ t !ILiI'Ig W It]] 'l.{'ll.l. i'I'I I}IL"T\U]] .:III{I I'l"l(_" PI“!]]{"
f]llg.\ CXCUEC 'I.HIII'\LH—’U HIL Lll‘rtl]'llll_l :I'I'IL] ANSWer HIL ]]]'I[HIL
Ask the caller to wait a moment or offer to return the call.

18 If a customer .Jppm:mhu while vou are on the ]J]mm
excuse yourself briefly from the caller and acknowledge the
visitor, "LﬂL if the visitor can wait a moment while you firish
the call.

19 It is courteous to let the caller |1-¢|||g up first.

BUSINESS TELEPHONE ETIQUETTE AT A GLANCE

] THIS 15 BETTER THAN THIS...

PERSON CALLED |5 AVAILABLE = May | tell her who's calling? = Yeah, hang on.
or, * Il get him.
+ May | tell him what your call is in reference to?
PERSON CALLED IS NOT AVAILABLE * Mrs. Doe is taking another call right now. Would » She's busy talking now.
you care to hold? * Could you call later?
or, * He's not here.
* Mr. Smith isn't available right now. May | or
someone else help you?
or,
* Mrs. Williams is away from her desk. May | take
a message? Or would you like her voice mail?
LEAVING THE LINE = Would you mind waiting while | check, please? * Hang on.
or, * Just a minute.
= |t will take a minute or so. Do you care to wait » Let me look around for it.
or * Hold on, 11l see what | can do.

shall | call you back? (wait for an answer)

RETURNING TO THE LINE * Thank you for waiting, | have that information. « Okay, the date on that was

ar,

June 18.

+ I'm sorry to have kept you waiting. | can help you = Are you still thera?

now. * | can't locate that.
COMPLETING THE CONVERSATION * Thank you for calling, Mrs. Rogers. I'm glad | * Bye-bye

was able to help you. Goodbye. * O.K. So long.

or,

waw.focusonshoes.com

+ You're welcome, Mr. Jones, goodbye.
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Q CUSTOMER SERVICE

PRODUCTIVE CUSTOMER SERVICE:
THE KEY TO BEING RECESSION RESISTANT

BY ANNE M. OBARSKI

EExx:Eﬁﬁe““t

Goo9

T e

A\,efage ‘:

P OO

usinesses are looking for a magic bullet when
the economy is in a downturn. The good
news is that the magic bullet is literally
under their noses. At a recent customer expe-
rience conference, a manager was quoted
saying, "Use great service to help establish a premium for
product opportunity in a downtum”. I think that amaz-

34 FOS MAY 2008

ing, ])r[:(lll{'ti‘;'[.' service 1s the preminm that any business
should focus on in any economy.

Three arcas that were pinpointed to increase customer
advocacy were improving the company's web site, creat-
ing a distinctive brand and achieving call center excel-
lence. All of the information in the case studies sound-
ed like graduate level marketing class.

Then I ran across an article about that was the perfect
t'x;uup]v of a "hest practice in customer service” in a
siall shoe store in St Louis, MO,

The shoe store focuses on serving and selling to those
people who are avid runners. The owner and co-owner
look old enough to be my kids. [ thought, "What could
they possibly know about running, pardon the pun, a
retail business?"

As voung entrepreneurs, they did many things night.
Here is a brief list that is ]1L'||Ji||.£_; them be "recession-
resistant” as a specialty retailer.

1. Potential niche: As runners themselves, they knew the
]'I'I':If]".L‘I, ”IL‘ III'_'L"d E!I]l'.l ”'IL‘ fL"iIi]L‘T.‘r ':II]II|. '\‘r'f_']}.‘rjlﬁ.'.‘i 'L‘L'I]L'IL"
they could buy the right running shoes. They also chose
l]'lt“lf I{H.'.'IHUII I'.I-'I.‘.-[.'{l (il i"\ t‘](]ﬁt‘l'lt'.ﬁﬁ to ]}:-lr]ih- '\.‘n'll[.'l'{" L=
ners and walkers are drawn to.

2. Potential growth: Their research proved that the run-
ning industry is growing. Fitness programs and health
care providers all preach the need for walking or ninning
for aerobic exercise. The Susan G. Komen Race for the
Cure events has driven a large participation in walking
and running.

3. Potential Sales: Research also showed that specialty
running stores nationwide have shown sales in excess of
5600 million and that number is increasing. Obviously
there is a market of runners who are willing to spend
money for good running shoes.

4. Potential competition: Just like any other retailer, even
this specialty store is not immune to compeltition from

www.locusonshoes.com
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With up fo $250,000 from Cynergy Prosperify Plus™ your business can stock shoeboxes

| 4

' N

full of pumps, platforms and those sliding metal things you measure feet with.

So kick off your shoes and use the exira cash towards paying off debt, hiring staff, making renovations
or even taking that long-awaited vacation. Hey, it's your money. What you do with it is up to you.

Qualifying for funding is easy if your business has been open for at least 2 years and is
non-seasonal, hos no open bankruptcies and processes at least $2500 in Visa,/MasterCard sales each month. If your business meets
our pre-qualifying terms, you could get up to 125% of your monthly credit card processing volume.

ollect @ small percentage of your daily Visa,/)

www.cynergydata.com/prosperity_plus

the internet. There are a number of websites that sell the
identical product that this store does as well as "big-box"
sporting goods stores all around the city, and many at
prices far less, These entrepreneurs know that people
could come to their store and get fitted and then go on a
competitor'’s website to buy the same shoes for less. Their
goal is to give such superior service and show knowledge-
able fitting skills that the customer wouldn't think twice
before saving, "T'll take them"!

5. Potential Service:
their prices were higher than their competition but that
their "knowledge” of a how a customer's foot moves as well
as their shoe needs would be a competitive advantage.

These young managers decided that

6. Potential Customer Experience: Their current customer
base is their biggest advocates. Word on the street says that
the personal attention is much better than at the sporting
1_;(1-:1[|.- stores. '|'||L*j.' CVETL 20 50 far as to say that their cus-
tomers are more likely to cut from other parts of their

|}1|t|,r_;{*1 hefore l|w_1. cut from their FUnning "|}1|:|,r_;{*1".

7. Potential Expansion:
further in the area. By following the "template” they have

These owners are ]:ml;ins; to r.'x]mml

cln;'\'n;-lrs]:u{*c] for their first store, r|Lr:_1. have the ]}[m'nli:l[ of

]}L'ilt,t_; successful in other locations.

www.focusonshoes.com

ard fransactions. That's it. Mo fixed poyments. Mo payment schedule. No

877.218.8944

All seven of these steps can be applied to any company to
stay recession resistant. The key is to focus on a produe-
tive customer service model that creates customers who
become loval cheerleaders for vour business and wouldn't

tl]i]'l]». [?:l- }>]'III]'|}|]i.II,'-; {"]l\t"q."u |lL'Ft‘.

| may not be a runner, but [ know there are a few stores that
I will shop at even when money is tight. I will just choose
to stop buying something else. The question is, what busi-
ness did [ decide not to patronize? Will it be yours?

Anne M. Obarski, the "Eye” on Per-
formance”, is the Executive Dir-
ector of Merchandise Concepts, a
retail speaking and consulling serv-
ice since 1984, Anne is an intermna-
tionally published author and professional speaker, a member of the
Mational Speakers Association and the International Federation of
Professional Speakers and presented for the WSA in 2007 and 2008.
For more information, go to www.merchandiseconcepts.com or email
her at anne@merchandiseconcepts.com
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Q MONEY & SUCCESS

THE LAW OF CAPITAL o suss e

The Law of Capital - your most valuable asset, in terms of cash flow, is your physical and mental

Your Earning Ability

You may not even be aware that, unless vou are wealthy
;1]rcad_r, VOLE ':Ihi]it:.' to work is the most valuable asset
that vou have. By utilizing your earning ability to its
I"I]I]Uﬂt, VOLT CETl ]]rillg ﬂ'l.l'}llﬁ.i-'l.]'l(lﬂ f]'F d[!”ilrﬁ E‘.i;l(..‘]'l vear mto
vour life. By applving vour earning ability to the produc-
tion of valuable goods and services, you can generate suf-
ficient money to pay for all the things that vou want in
lite. The amount of money that you are paid today is a
direct measure of the extent to which vou have devel-
oped vour eaming ability so far.

Use Your Time Well

The first corollary of the Law of Capital says: "Your most
precious resource is vour time.” Your time is really all
vou have to sell. How much time yvou put in and how
much of yourself you put into that time, largely deter-
mines your earning ability. Poor time management is
one of the major reasons for poor productivity and
underachievement in every industry in America. It is the
II'lI'['IIhL‘I' one IJ'['U]:]]L‘I]'I F{}I‘ ]}[Jth IIJEII]i!gEfH El]'l.(] HEIIL'H]}L'{}IJ]L'
in every field.

Invest Yourself Carefully

The second corollary of the Law of Capital savs: “Time
and money can be either spent or invested.” One of the
smartest things that vou can do is to invest three percent
of your earnings every month back into yourself on per-
\{}I].;I] |;I'|'I[l| prﬂﬁ,\.\-l{}l](l] [.IL\ L]f]'[]]'I'I.LI'II' an I'.IL(..[I'I'I.'I]]'Ig ]}Ltt{,f
at the most important things vou do. In fact, if vou just
invested as much in your mind each vear as you do in

36 FOsS MAY 2008

One of the best investments of
your time and money is to.

Inﬂr&ﬂse yﬂ'ur E{Imlﬂg\dbll‘[ty Q“ to get the very best out of vour-
P

r"-_:!:} - b( - .
e ‘2)‘-?') i Get Better At The Things You

your car, that alone could
III.i-l]'ﬂ.! vou “'Q‘.i;l].th}.'.

Invest one hour of vour time
reading in your field every day.
Listen to audio programs in
vour car. Attend every course
tllélt CHn ﬂtl\'i\I]CC ?.'Ull ill :I.'H'I.I'['
career. Get personal and pro-
fessional coaching to help you

self.
L

s -
‘5 There is nothing that will give

o vou a bigger and better “bang”

for vour buck than reinvesting

H | IJE!TI’ U'l'—:l.'[:l'l.l'f till]ﬂ :;I'['I{] '['II{}I]U:I.' ]}Elck 'i'l'ltl'} _i.'f]'llr {.:.i-]l]i-'ll'.lili.'_\.' t[} CEATT1

even more. All wealthy and successful Americans have learned

this sooner or later, and all poor and unhappy Americans are
still trving to figure it out.

Increase Your Return On Life

The third corollary of the Law of Capital says: "One of the best

investments of your time and money is to increase your eam-
ing abhility.”

The purpose of corporate strategic planning is to increase

“return on equity” or ROE. This requires organizing and reor-
ganizing corporate activities so that the company is eaming a
higher return on the capital invested in the organization. In
vour work life, vour personal equity is vour mental and emo-
tional capital. Your job then is to earn the hig]'u:h'l possible
reburn on your human ¢ J.'|)IL1] to increase your “return on
energy.” 'l his w ay of viewing vourself must become a kev part
of your attitude I|1r[:ug]1m|t vour work life.

Action Exercises
Here are two things vou can do to apply this law immediately:

First, take a list of vour output responsibilities, the things vou
do that represent accomplishments, not activities. Examine the
list and rank the tasks by priority, on the basis of the value of
the work to vour company.

Second, take a list of all the things vou do, day in and day out.

Take this list to vour boss and ask him or her to rank vour tasks

in terms of how valuable he or she considers them to be. Then
resolve to work on vour most valuable tasks every minute of
every day,

www.focusonshoes.com



One Unique Solution...One Company
See Why over 15,000 retailers have made the switch to our point of sale software!

Are you
ready for the next step

T i v == i The Complete

B .

E- ol herrmlbs 2 P — Software Solution
v

v

Siagio User : o= For Shoe & Apparel

g Pealice :::.ﬂr:rurvv - Stores

“444;;#"

nETAlLSTAR

Point of Sale - Inventory Control - Barcodes - Customer Loyalty - Accounting

RETAIL STAR features: If you are using entry level point of sale software or have
outgrown your software, call today and see how Retail STAR

can dramatically improve your business.

O LG Th ds of retailers just lik h de the switch
ousands of retailers just like you have made the switch.

> Inventor_y Control e We make it easy to switch with our data conversion wizards

e Purchasing & Receiving that move your information from the older software pack-

e Generates Barcodes 5es toleta® ol

e Customer Tracking Does your software automate your work orders, offer

e Timeclock & Commissions eCommerce, process gift cards, include a customer loyalty

points reward system, have integrated accounting, inte-
e Frequent Shopper Program  yateq customer marketing, and integrated electronic

e Gift Card Program payment processing? We didn’t think so; nothing else even
Y JDh Tracker comes close to Retail STAR Point of Sale Software...

® Accounting We'll give you a FREE fully functional single-user copy!
e eCommerce
e Payment Processing Automate your store with one complete solution!

Call today for your FREE single user copy
and dvd overview - (866) 840-4443
or visit our web site at www.camcommerce.com

c CAM » 866-840-4443 « www.camcommerce.com

Commeme Solutions



Q MONEY & SUCCESS

FIVE WAYS T0 BECOME WEALTHY ..

The Five Roads To Financial Success And How To Choose
Your Own

There are basically five ways that vou can become wealthy
starting with Jmthing in Amernica based on over 25 Vears of
rescarch into American millionaires. Number one, you can
inherit it. Less than 10 percent of wealthy Americans inher-
H'l.‘l'.l Il'll:'fﬂl’”ll.‘l‘r T ll.‘:l.', E]]'Il'.l I.llf: ]L‘.‘rﬁ &l lt] ]t:Sﬁ {.‘\'{:r_'.' ﬁi.ll,‘_;‘ll.‘ :'.'L'":Il.

The Second Way
]]'It »CC (]II{] Wiy Hl:]l VoL Cdn |'Jt SCOIne \\L:!III]'\. 5 VoL Cdn
achieve it pmfu-.mlmll'. You can become a doctor or a
Lm}.{r Or an .;Il{l'llf({' or an accountant. You Can |}{Lf'|‘|'|'|{'
L‘.\{I‘CI'I'IL'I:A.' .E_:UULI at "|'A.'I'I':|t :'.'{]'.I {][?. ])L’ pili.!.] ‘t'L'r} "|'A.":.'"1 E||I{]. I][?]d
on to the money.

If you have the ability

Where do you start? You start by getting vour finances
l.lll{l{T Lﬂ]'ltT[!l II]L' VETY ﬁr\l‘ tl]'l]'lg VOl {lt] 15 Vol 'I'I'I.;IL( d
{]LLI‘\IU[I to ‘-"Ll VOur I’]]'I:I[ILL‘!: l]l]l'.ILT' LUI'II]‘U] Some yvears
ago, a man ‘named George Classon wrote a book called
The Richest Man In Babylon. It's a classic on financial
suceess and what Classon said in that book was that the key
to becoming wealthy is to pay yourself first. Take ten per-
cent t]+ vour {.:lr'l'l'l'l'lg\ ﬂf VOUT ZTOss 'I'I'I([!'I'I'i{ CVeTY 'I'I'IUII['II
and put it aside. Learn to live on ninety percent or less of
your gross income. So the very first thing that you do is you
|1L'L’III tor save VOur money.

Action Exercises
Now, here are two I]1i1|s__|r.l. VOLL ¢ do inuum]i;]IL'l}' to put
vourself onto the high road to personal wealth:

to start your own business and

you don’t do it, you're a fool

The Third Way

The third way vou can achieve it is you can become a senior
executive of a |.1Tgr: corporation. "mu can be |1l£l|1|". paid; vou
can have stock options and bonuses. And if vou stay with the
company long enough, for enough years, vou can be paid
enough to become wealthy.

The Fourth Way

You can win it. But [m|j|.' a tiny fraction of one percent of
wealthy Americans got that way by winning their money
some way or another. As a matter of fact, the odds against you
winning the lottery are the equivalent of lightning striking
twice in the same place. They're millions and millions to
one,

The Best Way

The fifth way that vou can become wealthy is vou can start
:'.'U‘IJT (VT ]}l'l?:i]'l(_'.‘iﬁ E]I'Il'.l CaArn it -'I” I]_‘I. :L'U'I.lrhﬂ_'"-. Stéllti[lg _\'{mr
own business has been and will always be the high road to
]]t'{'t]ll'li'l'lf_; ‘L‘.'L’I-l“l'l}' 'F{'I'T mosk .‘\l.‘]F-'I'I'Ii]dL‘ 'IIIi.”i.ﬂ'Il-'l‘lr{'.‘.-.
Entrepreneurship is America offers more opportunities and
opens more doors than all other possibilities put together.
This is why it has been said that if vou have the ability to start
vour own business and you don't do it, you are a fool. I'll
repeat that, If vou have the :;hilit}' to start vour own business
and you don't do it, vou're a fool.

38 Fos MaY 2008

First, resolve today to begin saving vour money a little bit
at a ime., Set a g[ml to save 10% n’r vour earnings, to put it
away and to never touch it. This will change vour life.

Second, immediately register vour own business or sole
proprietorship. Open a bank account, get business cards
and letterhead and create the corporate entity under which
vou can do business. Your business opportunities will
appear far sooner than you think. If vou build it, they will

come,

Brian Tracy is the most listened
to audio author on personal
and business success in the
world today, His fast-moving
talks and seminars on leader-
ship, sales, managerial effec-
/ tiveness and business strategy
are loaded with powerful, proven ideas and strategies that people can

immediately apply to get better results in every area. Check his web
site www. briantracy.com

www.locusonshoes.com



YOUR OPINION COUNTS!

As a service to our worldwide audience, Focus on Shoes regularly conducts surveys to determine satisfaction with the various footwear, apparel and
accessories trade shows and to rank our readers' favorites. Being an independent media outlet not affiliated with any trade show, we believe that
peoples’ opinion must be heard, it adds up to the value of our services as well as serves the needs of the industry.

As always, in the closing issue of the year (November) we will be announcing and reviewing the TOP 10 TRADE SHOWS of 2008. For that purpose,
we will be conducting the survey throughout the year, offering to rate performance of various shows. Events collected the maximum score will make
it to the final list.

If you have attended any of the shows listed below and would like to submit your opinion, please do so according to these rules:
* Rate the shows you have attended on the scale of 1 through 10, * Please rate only those events that you have attended within the last 6 months.
where 1 is awful and 10 is awesome;

* You must identify yourself (see opposite side); Upon completion, please send this form to FOS.

* Your opinion must be fair and objeclive; ) ) ) i )

+ You must be an independent observer, not employed by or Your personal information will not be disclosed, nor shared with anybody.
not affiliated with any trade show, Thank you!

Organization, e Services Value for
Planning, H[[v._-.l': I-..1;II!..L-.‘.. Convenience  offered at the alt gl your
ranic

Promotion show exhib [irlgg business

AccessoriesTheShow

AmericasMart Alpha- Atlanta Apparel Market

AmericasMart- Atlanta Apparel Market

ASR (Holiday)- Action Sports Retailer

Atlanta Fashion Shoe & Accessory Market

Bread And Butter Barcelona

Chicago Shoe Expo

Children's Club

Expo Riva Shuh

FAME

JeanShow

KIDShow

MAGIC

Michigan Shoe Market

Moda Las Vegas

Maoda Manhattan

Maodaprima

Pool Trade Show

Project Las Vegas

Project New York

Shoes & Leather Industry Exhibition-Guangzhou

SMOTA- Shoe Market of the Americas

Southwest Shoe Expo

STYLEMAX- Holiday/Resort/Spring Preview

The Atlanta Shoe Market

The Brighte Companies

The Chicago Collective

The Collective/ Blue

The New York Shoe Expo (FFANY)

The Niles Show

Transit- Los Angeles Footwear & Accessories Show

Urban Trend Show & G | Collective

Urban Trend Show & Urban Style Coterie

The WSA Show & The Collections At WSA

WWIN- WomensWear In Nevada




FOCUS ON SHOES is a direct mail business magazine, distributed OMLY to targeted audience. If you have
received this copy of FOS with the mail, it's because your business’ description matched the criteria set by our
advertisers. Please fill out the marketing survey below to be included in our dalabase for a chance o receive FOS
occasionally, regulary (or never again)- depending on marketing preferences of our adverdisers (US retailers anly).

If you wish to receive FOS regularly by subscription, filling out MARKETING SURVEY portion of this form is optional.

SUBSCRIPTION

Send a check/money order ($30 for USA subscribers) along with your address
and contact info to our office. International orders - please contact office for rates.

Advice for a FREE SUBSCRIPTION: Ask our advertisers or your vendors to pay for your subscriplion!
If your business s important to them, they may agree to by pay for your subscription from their marketing funds.

Business Name:

Mailing Address:

City: State: Zip:

Phone: Fax:

Mame: E-Mail:
MAR KETI N G S U RV EY Pleasa fill aut this form completely, answering all questions. Incomplete or inaccurate entries will not be considered.
| certify that | am; O Retailer (signature)/ 1 Not a Retailer

If retailer, please tell about your store:

Specialty: 0 Men O Women O Children =«  Age Group: O Infants And Kids 0 Teens 0 20-30 0 30-45 45+

Retail Price Point: 1 Discount 7 Budget ($20-40) 1 Moderate (540-70) 1 Upper Moderate ($70-120) 0 Lower High End ($120-5200)

7 High End($200-5400) 0 Exclusive ($400+)

Store Type: O Independent O Boutique O Dept. Store 0 Chain Store 1-5 Locations 0 Chain Store 5+ Locations

Merchandise: 0 Shoes Only 0 Apparel Only 0 Accessories Only O Al

Type: 0 Dress O Casual 0 Athletic 1 Comfort/Slippers 0 Special Occasions 0 Western 0 Dance 0 Medical 0 Shoecare/ Footcare 0 Urban
A Ethic O Beach 0 Gothic/Alternative/Other
Best Selling Brands
Notes About Your Store

Your Primary Business Sources (describe):

7 Trade Magazines
T Trade Shows

A Consumer Magazines

O Internet O Catalogs O Just Looking

How Do You Find Mew Merchandise? At Trade Shows 7 Responding To Ads 3 Sellers Contact You
AL Trade Show You: A Know Exaclly What You Meed And Who Sells It 0 Know Exactly What You Need But Don't Know Who Sells It

How Frequently Do You Purchase Merchandise For Your Store? T AL Trade Shows 0 Every Month 0 Every 3 Months 7 Every 6 Months
Your Average Purchase Is: 0 Less Than $1,000 0 $1-5K 0 55-10K 0 310K+

Your Priorities Are (Please RATE, 1 is most important): |_] Price |_| Fashicn 1 Brand 1 Quality |_| Other

RETAILER: Please name your 3 biggest headaches 1.
to which you want to find a solution: 2,

3.

In this issue of FOS, what you liked/disliked the most

What would you like to see in fulure issues?

Any suggestions [ comments o help FOS become mare helpful to your business?




Q: SH"IEIJ!I[I}' SEIIIIL tl'l:ll' I'I.'I..\]II]'}' g{]l’]LIS HH.].L‘H “'HTI'EH “'E"
during bad economy. Is this true?

A: Yes, very high end luxury is not often hurt by a bad econ-
1'””1- (15 :Ir]'E"rL" {.”‘JU"J’E’IL dre nat ufﬁ'ch:{f Ir.'H fh{." l::'t;.['.il”-l'}?]'!'l. ‘r !IF
and downs. But this is a very small market. What hmm
retailers who were aﬂ'errirﬂ pmducfs to upper income but not
I??!E__':.Ir]' ncome custommers are JI”J'E.!”?!E; fhl;” ”rf hlrrl'.lﬂ d”'ﬁ-l! I ”‘]L"
economy is affecting that upper income customer, they are
cutting back and hurting the sales of those retailers.

0: 1 am a boutique owner. Please advice on how to man-
age through this bad

make it a condition of return that the price tickets are still
on the garments. If vou have every customer in your data-
base you can track their return rates. Also make sure that
\HH dare fTIH_.I.“!':-' net returns. ‘.ff.i'“ ”]l:.f‘l ;J'h“l!’." o Yery "tm{f Clls-
tomer who buys ¢ thousands of dollars of product and regular-
ly returns a small percentage that were never worn and you
can put right back into stock. It is the customer who tries to
return worn items or items that they keep for weeks before
retuning them which leads to markdowns.

O: I would like to sell to big deparment stores. What are
the specifics of selling to

economy times and
how long will it last?
This too will pass!
There has never been a
recession in the past 50
vears that lasted longer
than 18 months and |
suspect that the reces-
sion we are now in (and
ves, | believe we are in
one!) will last through
at least this fall and
most  likely we will
hegin to pull out of it by
October ar Navember of
2008 and it eould even
slip into early 2009 but
[ am optimistic about a
late fall recovery. The
key to survival is not to

big t]::')al’lll]t_‘llt stores
buyers, what are their
priorities, requirements?
Please advise. Thank
you!

A: Big department stores
often not only ask for very
special low pricing, they
also want insurance of the
sale of the items. This is
called markdown dollars
that they request if an
item does not sell to their
expectations. They also
will often want co-op
advertising dollars,
training and many other
free give aways. You
?;HJEI:['.F f.lr”i'ht ;I’H’I” t”!d
hard as to uhether it is

panic. Fxamine vour

{’l'fJfrI.‘:t'N. HEE 'H-'l'liﬁf you cdan cut .IrH!L'I.‘ on, b“! Ir}L" I:.':J'J"t'f.!h!l ”f.

cutting advertising, staff and training as these are the three

things that will bring you more sales. Make sure you staff

knows that every customer counts and the J'E:r,'ux has to be on
averdge transaction and items per transaction.

0O: What is your outlook and forecast for fashion retail
for the next five years? Should we be ready for any BIG
SUrprises?

A: No, I do not see any big surprises, but fashion retail will
continue to advance and become more sophisticated. The
days of three to four stock turns a year will be gone and
twelve to eighteen turns will become a prerequisite to being
in the business. | also think that small is the new hig and
that we will see the big get bigger but also many small inde-
pendents surge uhfud and establish substantial fashion
husinesses.

0: Merchandise return- any suggestions to reduce num-
bers?

A: Yes, track, track, track! You must track vour serial return-
ers, those customers who constantly return items. Also make
sure that your price tickets cannot be easily removed and

www.locusonshoes.com

really worth it to sell to a
rfejmrmn:u!' store. {'}Jl'ffrr the n’urﬂer nm’r:r ends up not f}c’nw
as profitable as you originally H!nt:gh!’

James E. Dion is an internationally
known consultant, keynote speaker,
trainer, and author of the best-sellers
Retail Selling Ain't Brain Surgery, It's
Twice As Hard, Start and Run a
Retail Business and The Complete
Idiot's Guide to Starting and Running
a Retail Store. James consulls,
traing and speaks on consumer
trends, retail technology, selling and
service, retail merchandising and operations, marketing and
leadership. With a MS degree in Psychology and a PhD in Indus-
trial Psychology combined with over 30 years of progressive retail
experence working at Sears, Levi Strauss and Gilmore Department
Stores, James is one of the most sought after consultants
and speakers in the US and internationally, He can be reached al
jimdion@dionco.com; www.dionco.com
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Trade S
2008 Cal

FFANY
June 3rd - 5th 2008
1370 Avenue Of The Americas
Suite 1101

Chicago Shoe Expo
June 26th - 27th 2008
Embassy Suites Hotel

Michigan Shoe
June 28th - June 30th 2008
Embassy Suites Hotel
19525 Victor Plwy
Livonia, MI 48152

WSA Show
July 28th - 30th 2008
Las Vegas Convention Center
Central Hall - Booth # 7137

FFANY
Aug 6rd - 8th 2008
1370 Avenue Of The Americas
Suite 1101

Atlanta Shoe Show S 3 LR
August 15 - 17th 2008 Z i e e A St
Cobb Galleria Centre = . B
Two Galleria Parkway
Atlanta, Georgia 30339

WWDMagic
August 25 - 27th 2008
Las Viegas Convention Center

1-800-367-9220
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