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SEASON OF IMPRESSIONS

forget how
tioy our eo-
gaged  but
marginal miu-
sic-making
cross section of the population
iz compared to other poofessional
and hobby industries. Cur cus-
tomers are players, students and
people purchasing for players
and students. The perpetual
challenge of effectively adver-
tising and promotiog the stooe
can be daunting for such a small
market The “traditional” media
opportundties of print (newspa-
per, Yellowr Pages, hillboard | 1ocal
magazines) and electrondc [TV
and radio] have been turned on
their ear the last taro decades,
and it's arguably costprohibitee
to embrace these forms en masse
like we did in the past.

The most cost effective sy
to reach out and touch someone
is to dig into our database of fa-
miliar customers and ask them
to retumn through divect mailing,
blogs and special events atmed
at them and (hopefully) their
friends. Your best foot forsmand
is a happy customer that tells
friends and family about happy
expericnces with you

The mest important way to
open up the "family™ is to exploit

cyles of search, seasoms that out-
siders might come info our store
and its resouices. These scasors
are Chiistmas and Back-to-5chool.
The former has muisdcians buying
mode for elther thedr musican
friends or family (or themselves],
and the latter has someone of
influence, a teacher perhaps,
frecly promoting your sioe as 4
rescurce for what they might need
o complete their newfound musi-
cal activity (band or orchestra).

This s a smart time to in-
crease the advertising budget, and
muost of us do, but fadr warning
— vt are about to embark on
what should be called a Season of
First Impoessions, This is when
that new person, maybe with
the whole family, will step into
yorir 5tode for the very Brst time
and experience yous staff, your
stome layout and — for better
Of WOdEE — Four Btore culiume,

Step back and see your
store through aewhie eyes.
Youir staff “lives” there Like a
teenager io her bedroom mess,
native clutter and disorganization
are inwisdble. Boxes on the display
area may always be gone before
day's end, but strange s assume
the mess is perpetual. Mot only
ofder, you need signage that di-
rects and colightens, It needs to
educate. Don't depend on staff
only for these busber times; they
woi't have the chance.

Include everyone in the con-
versatiod., If a family i= renting an
instrument, talk to the kids, If they
feel important during this first
eneounter, they will wank o come
back next time for their stepup
instrument. They will warmly
remember fecling included.

Be a host. We wrant to get
people in and out the door and

move on to the next customer,
bt you sl want everyone fioel-
ing complete. If they are oew
to the stome, this is the perfect
opportunity to point out the
myriad of other activities in
the store, such as lessons and
repairs. Don't assume folks
already koow this! You newer
know when mentioning guitars
while renting a clarioet might
make Dad reminisce about the
garage band he once played in.

Keep the “corners™ clean.
Did you koow health inspectors
never look at the center of the
foor? They check corners whete
the wall meets the foor becase
the only way these stay pristine
iz if cleaning is systematic and
rottine Your testrooms have o
be spotless, carpets stain-free and
counters devoid of seratches, You
can't afford to ignore this.

Lavite them back. Mever as-
sume a customes will retim. Be
overt in your desdre for them to
come back. In the days of podnt
and click, you need to habdtu-
ally register your appeciation
for their presence,

Yot only make a first impres-
glod onee Don't blow it! mi
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