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aters, With more than three decades in newspaper, mdio, and television advertising, he has the know-how and the
to help you set the hook.

Any fisherman knows that one of the best parts of fishing is relaxing with a cold beer and waiting for the
fish to bite. Is hooking customers this easy?

It's never that easy. It takes continual work because you're shooting at a continuously moving target. The guy who wakes
up thiz moming and hiz wife says, “I'm pregnant!” is now for the first time in his life becoming aware of ads for baby
food and diapers. This time next year, he’ll be ignonng those ads and somebody else will be paying attention. Amtime
you decide to sit back with a beer, part of the crowd that’s in the market for what you sell is going to miss the message.
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What is the best way not to scare off the “fish™?

In the book, | say, “stop shouting.” By that | mean don’t yell, “WE WILL
MOT BE UNDERSOLDE" - to a lesser extent anything you do that draws
attertion to yourself that is unnatural, In the animal kingdom you never
sea a gazelle running in front of a group of lions going, “Hey, come and
get me!™ If you spend all your time talking about yourself, it makes
customers wonder what's wrong with you,

In the book, you define relational and transactional customers;
what's the difference?

When you're in the market for something either you think you have all
the information you need to make an intelligent
decision or you don't. If you think you Know
everything, you're probably just shopping price.
If you're scared that you don't know enough,
you're shopping for somebady who will give vou
the answers and not take advantage of you. The
transactional shopper says, “Tell me what it
costs,” and the relational shopper says, “Tell
me what | need.”

Is ona better than the other?

The transactional customer is going to be
a good source of word of mouth for your
business because he's going to be bragging
toall his friends about the great deal he got,
but the relational custom is never going to
grind you for price, and as long as you don't
take advantage of him, he'll keep coming back
again and again. For most small businesses,
refational customers terd to be mare rewarding
and profitable.

Many people talk about “word of mouth”
being the best advertising, but that takes
time to grow; is there a faster way to generate a good reputation?
There are ways you can do it quicker, but there's no way to do it fast,
You've heard it said, if somebody likes you they'll tell three people, and
if they don't they'll tell twenty. That's absolute crap. If people like you
thersa not going to tell anvbody; why would they? To get remarked about
you have to be REMARKAELE.

How can a business “rock the boat™ without tipping it over?

It has to be a surprise. Lets say, a guy comes in and buys six compact
dises and you give him this special little knife that is designed to cut the
cellophane off without damaging the jewel case. That is going to get you
some big positive word of mouth. The rewards should come erratically
because if you do that with everybody, it's no longer special. You still want
to treat everyone really well, but sometimes go above and beyond.

Is it more effective to direct advertising at existing customers or
people who have never heard of your business?

We spend way more money to bring new customers in than we ever do
to retain customers. | used to say, why would you ever have a frequent
shopper card because all that does is give discounts to your existing
customers, but later | came to realize the importance of discounting your
regular customens ard letting them know that you're aware there are other
choices and you're glad they chose you,

You talk about the importance of being a “specialist” in order to
attract the profitable 20 percentile of your customers; does being

a specialist mean only selling one thing?

Ne. It means being known for one thing and it should be something that
your customers feel that they can't get from anybody else. It could be a
product, it could be attitude, it could be knowledge,

How does a retailer, say a smoke shop that sells everything from
rolling papers and pipes to tie<dye t-shirts and black light posters,
make themselves into a specialist?

In the first place, they have the inventory that you can't get anyplace else,
and in the second place, they undarstand the lifestyle. There's a credi-
hility that they offer; if JC Penny decided to start selling tie-dye shirts,
they wouldn't have any credibility. When it
comes to your staff, you need to have people
who can identify with the customers and vise
VETsa.

You say “never waiver from your
specialty”; does that mean never reel in
and check/change your bait?

From time to time, you will have to change the
bait, Lets face it; the economy we have now is
different from what it was 18 months ago, and
you spoke to customers about solving other
problems by buying your products, Your
gpecialty doesn't change, but your reaction to
the world does because it has to.

What do you feel is the best advertising
medium for a small business?

In terms of being least expensive, | would say
outdoor advertising, such as billboards and
hus benches, followed by redio and cable tele-
vision. Most businesses should not be in mass
media, though; they should be distributing door
hangers, postcards and fliers around their
neighborhood — in most suburban neighbarhoods, two to three miles is
about as far as people will go to shop in any particular store.

The Internet has created a much larger “fishing hole”™; how has
the Internet affected the way small businessas relate to
customers?

You need to have an Internet presence just to be considered “real”
arymore, If | do a quick Google search for *Skateboard Shops Bismarck™
and you don't have a website, how good can you be? It doesn't take much;
put up a simple page with pictures of the store and people enjoying the
products, tell me your hours and give me a map, and always include a
picture of yourself to tell people that you're the guy they're going to be
dealing with, and not some faceless conglomerate, Most businesses want
to look bigger than they are, but people want to know that they can pick
up the phone and talk to a “real” person.

Customers like to be appreciated; what's your best idea for
thanking customers for their business and letting them know you
care about their continued patronage?

Hand written thank you notes. Nobody does it anymaore, but 50 years ago
that was the etiquette of business. If there's anything at all that you can
do to remind the customer that they had a pleasant experience in vour
store, you'd be a fool not to do it, @

For more insightul advise from Chuck McKay, visit his website www. fish-
forcustomers.blogsot.com

Tell them you saw it in HO





