Seven Things You Can Do [
to Increase Your Retail Sales ™
|W|thout Breaking the Bank

Part I: Your Retail Shop

Destination Development
4 Association
N

Part |. Your Retail Shop - Pulling customers in the door
. Effective marketing that will bring customers to you

Both workshops with ideas that won't break the bank!




What comes first.

People downtown on a consistent basis: 250 days a year




HOWTOBRINGYOUR =~ THE RESURGENCE

DOWNTOWN TO LIFE OF DOWNTOWNS:
GETTING PEOPLE DOWNTOWN
b 250 DAYSA YERR

Presented i by Roger Broo
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Point

Two-hour parking dramatically reduces
spending & repeat visits

What to do

If you insist on twe-hour parking, tell'me
WHERE
| can find 4-hour or all-day parking.




Angle N parking | increases Spendmg.by more than 20%
and increases the number of parkmg spaces Dy a third.
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Wider sidewaks, narrower strects

Ingredients of an Outstanding Downtown

Razor sharp focus The Action Plan

Consistent hours
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AnIntimate setting

Give downtown a name

sidewalk cafe dining Curb appeal

BROOKS




AWOId apout bylaws seordinances

We tend to mitigate and litigate our businesses out of business
This is why malls are failing!




1. Activate downtown 250 days a year

2. Parking. Four hours or longer

3. Make downtown about people, not cars

4. Quit hamstringing your businesses! Let them fly!




1he ldea Book

e Great business names

e Facade and trim colors

e Blade signs | sandwich boards
¢ \/\\indow signs & displays

e Exterior displays | display flags
® AWNINGS

e Beautification

e Activating your shops




AS much as 70% of ﬂrst Ume Sales can come from curb appeal
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\/\/hen you can, always promote the outcome or the ‘why”

.Alpena, Michigah e

Gardnerville, Nevada
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Fun casual shoes and accessories
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M\, Kick Up Your Heels _/If

Fair & Square Imports a Fa|r Trade retal ShOD.
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McKinney, Texas




Make sure it's still obwous what |t |s you re sellmg
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Orleans, Indiana

Remember: Oﬁen CLEAR IS more COMPELLING than CLEVER
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Most important: Blade sign :
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Can you tell me what's in any of these shops?
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Orangeville, Ontario



>
z & e
OW abO O
TR

MOLSON

: 1 d ) ~i T=F CANADIA

B RLEE $5.00Tall

/4 o =
Y
\ e
% 0 : E) w.
Pt Ao f o B ~




vy

Grass Valley, California
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- No higher than 9’ | 2.7m
facade 30 to 46cm
B ANTIOUE

- No wider than 42" | 1m
- From facade 12" to 18”

- No lower than 7’ | 2m
- From
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KITCHEN
BOUTIQUE
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Ellicottville, New York
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If the shop sitsu»Bé\ck off the road ,\t_hen this type of sign is perfect

Cabot Jrail, Nova Scotia




Sandwich boards

Helena, Montana




Gourmet Shoppe
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Best pracnce Only for daHy specials, events ald Chalkboard yes"'




Okotoks, Alberta




kak_dale, California 8







Freestanding retall signage
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Walking sandwich board

Mahone Bay, Nova Scotia



CLAY ART
USED BOOKS
CELTIC MUSIC

Yellovv on black \ No more than 14‘vvords \ 8 or fevver IS best | Open

Full Breakfast Lunch Dinner

Snacks 1

icensed

: Oabot Trail, Nova Scotia
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Creative use of a ladder

Restaurant menu boards

Banff, Alberta
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Jackson, Wyoming




Carson City, Nevada







What to do
Get rid of those closed signs!




—_—

BUSINESS HOURS

3 \OPEN Most Days About 9 or 10
ccasionally as Early as 7, But SOME DAYS
As Late As 12 or 1.

WE CLOSE About 5:30 or 6

Occasionally About 4 or 5, But
Sometimes as Late as 11 or 12.
SOME DAYS OR Afternoons, We
Aren’t Here At All, and Lately
o Boen Here Just About All The Time.
 eucept When I'm Someplace Eise,
Butl Should Be Here Then, Too:

By DoorSign B o

MyDoorSign.com

WELCOMT .

Please SORRY
c ome We missed you

We're Here To
Serve You!
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Emporia, Kansas







*v ol VN m a I' i‘\._ \

Nl 7
» P ,\-v‘v

Petite Reviere, Nova Scotia




What to do
Get rid of those “No public restrooms”

or “Restrooms for customers only”
signs!

|“Public Restrooms|

ll |Are located across
the street-Front of]|
‘ Cragoe Building”




Bottom line
No negatives at all!

Including “Closed,” "No restrooms”
“This door closed. Use next door.”

Window fliers & posters




Avoid placing more then four posters and sign ‘

Public

Restrooms

Neon signs
T
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Victoria, British Columbia



f:lantuckét, Massachusetts
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Cedar City, Utah

Cedar City, Utah




Cedar City, @tah
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Alvvays_make sure your window diplays are vv|| lit 24/ .
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KEAFAMLY  KEAL( Business  Cusumer Sevces  Flsancrg o o emal ist Q VU Y Lgwsnto
¢ > . = .
IKEA Products - Wapitation  New  Offers  Services Q 29

5 You can do it yourself- but you don’t have to | Online shipping starting at $9!
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LED walclarp spotight, whie

$11.99
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Helena, Montana
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Cape May, New Jersey.




Boulder, Colorado




VWhat about the séin®

What to do
Never blaek-out your aisplay windows

& Never curtain them

suntuitiveglass.com




What to do
Google “Retall store UV film”

Consider creating a buying co-op locally
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Your shop door




Exeter, California




What to do

Purchase an “air curtain”

Awoco 36" Super Power 1400 CFM 2 Speeds Commercial Indoor Air Curtain with Heavy Duty

Door Switch
ty Awe

New (2} from $275

Bluenose Coast of Nova Scotia
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Ellicottville, New Yo




>~
B

_e”Ch@_‘ ' with pots

Y -

ﬁ




Fort Macleo




Nashville, Indiana




Pugwash, Nova Scotia &




hipshewana, Indiana
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™ Luverne, Minnesota
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Extensions of window d|splays to exterior spaces
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Portland, Maine

Kosciusko, Indiana










Mahone Bay, Nova Scatiai

31 HE




Canmore, Alberta




i

Saleceed)

i
25 s o =D

Beautification

Welconze




The 25 \mmutable Rules of
Successful Tourism

Roger A. Brooks & Mavry Forman

Cambria, California
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Jacobs Ladder Scenic Byway, I\/Tassachukétts
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:Alvvays ||ght up your avvnmgs \ up mto the awning, reflecting light down
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Gorham, New Hampshire
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Lancaster,
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Lake City, Minnesota
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What about th&winter months?
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Southampton, Ontario
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~ Erin, Ontario

St. Jacobs, Ontario
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Color, coler, color - color pulls the eye!
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Lodi, California
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Gold on black always-looks “rieh’ .




 Cheticamp, Nova-Scotia-

Vacaville, California
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Kingman, Arizona




..Decorah, lowa




Twillingate, Newfoundland
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Virginia City,iNevada




Activate your storefront
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magicians | artisans
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Halifax,"Nova Scotia
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Asheville, North Carolina
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Bre{a, California

Stockton, California
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| Madison, Indiana




El Dorado, Arkansas
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Flemington, New Jersey




Nevada City, California
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Gardnerville, Nevada
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Ellicottville, New Yo
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The list to iIncreasing your retail sales

Come up with a great name

Make it obvious what you're selling

Blade signs | window signs | light up your display windows
No negative signs: no restrooms | closed | no food or drink
Extend window displays to exterior spaces

Keep your shop door open, when possible (air curtain)
Color-up your facade. Make it striking

Activate your storefront | motion | vendors

Use and light-up your awnings. Make them noticeable!

10 Beautify your entire storefront (side to side - no blank spaces)

©XXNODO A~ W =

All of this can be done on a minuscule budget



Remember

Marketing will bring customers to you just once. Period.

The ONLY thing that brings them back is:
YOU! And your staff

- The products or services you sell

- The experience: the setting, ambiance, and
atmosphere you provide:

All this adds up to: VALUE
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TREMEMBER
ITHERE ARH -,
NO MISTAKES,|
ONLY LESSONS| -
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Here's to the incredible success

T

For more how-to resources join us at DestinationDevelopment.org



