Can you create
the ideal store?

With so many other factors at play, itis sometimes easy to
overlook the purpose of retail: the selling, says Craig Ramsay

average effective selling time of a full-time

employee is approximately eight hours per
week. The entire system is far from ideal, and
not conducive to oselling.6 A lot of smaller-scale
retail stores are now coming dangerously close to
department stores in this area.

I n major department stores today, the

Most owners and managers are aware of the
problem but are too busy fire fighting to do
much about it. They are constantly reacting

to each dayis new dilemma. This brings up a
simple truth. There are two basic types of people
in this world: those who are causing things to
happen, and those who are at the effect of what
is happening. Unfortunately, many retail owners
and managers fall into the second category.
Instead of running their stores, their stores

are running them. How do you stop all of this
nonsense and gain more control? How do you
begin taking steps to increase productivity and
profit, and develop the oideal store?6

First of all, you need to know what it is you
are trying to achieve. Then, determine what
is keeping you from achieving it, and make
a commitment to correct or overcome those
obstacles. So, just what is the oideal store?6

The Ideal Store is a retail store with a fully-
trained staff that is free and clear to sell, and is
held accountable for sales performance based on
objective measures. Why are there so few stores
that fit this description? What are the obstacles
standing in the way of becoming an ideal store?
Letis examine some of the biggest barriers to a
storefs success.

1. The store is not in perfect order to do business
by itself. You probably realise that fixtures,
merchandise, displays, and decor are there

for a very specific purpose: to create a buying
atmosphere that people feel comfortable in,

and to make it possible for them to select the

merchandise they want without assistance. Of
course, there are certain obstacles to this; the
nature of your stock means that cameras come
into play, but an inviting and easy-to-buy-from
store is the goal.

Have you ever been in a supermarket where you
couldnit reach the back of the top shelf, and

you couldnit find anyone to help you either?
Aaaaaaah! In a sense, the store should be able to
osellé the merchandise all on its own. Ideally, you
should be striving to set up the store as a perfect
self-service store. It needs to be easy. If this can be
accomplished, the salespeople helping to sell the
merchandise, are icing on the cake.

2. The staff are not fully trained to meet the goal
of turning shoppers into buyers. What we know
about motivation tells us that people will avoid
doing things that they donit feel they will be able
to do well. This includes things like selling, taking
returns, or merchandising a new display. Training
gives salespeople the information they need to do
a good job and eliminates salespeople avoiding
things that they donit know how to do.

If they arenit given any product knowledge
training on the new jewellery ranges and donit
know much about their selling features and
benefits, theyire expected to quickly sell it to their
customers. Neither the buyers nor the salespeople
are contributing to your success in this situation
because of improper training.

This lack of training has a tremendous effect on
the operation of the store. The job descriptions for
each person in your organisation, from the owner
to the salespeople on the floor, must be clearly
defined. If they are not, lines will continually cross
and it will prevent people from doing their jobs.

3. The staff are not ofree and clear to sell6 because
the owner/manager bases accountability on
completion of tasks and conveys mixed messages
to the staff.






