. WA

PROJECT CITY MALL - Weekly Business Site Meetings
Cashel Mall - Every Wed 11

Centresta

Keeping you up with the play in Central City

am @ In ltalia Guthrey Centre
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Contact: paul@ccba.co.nz ph: 379 9745 m: 021 2233 963

People walk the way they drive - they keep
left. Not only does signage need to reflect
this, it needs fo work at all angles.

Shelves and racks work better at an angle
also. You don't see road signs at 90 degrees
of the road.

This goes for packaging too! It's usually
designed to work face on; people rarely
look at it that way af first. Packaging needs
to work from-every angle.

One;}ﬁgrg thing: shoppers don't know or
care whdt your original intentions were.
They'l mold a shop and its wares into what

,‘./,;,L:iibey wonf and if you watch them closely

* Like the men wouhng for their porTner sitting=on a dlsploy because

there are no seats.

* Like the drive-thru where customers stop~and eof in the carpark
because the restaurant offers little privacy. >

* Like the people drinking takeaway coffee on a bench opposite the
shop, enjoying the sun.

Quote of ih week

If we are going into a
recession, let’'s not waste it!

1. Are able to relate to people
easily. They can build rapport
quickly; understanding people
are different and each type
requires appropriate approach
and conversation.

2. Let the customer talk most of the
time (preferably 80% of the time)
by asking open ended questions
to discover the needs and require-
ments of the customer.

3. Canrecognise and relate to the
objections and do not get defen-
sive when handling objections.

4. Are able to identify and priori-
tise the requirements of the cus-
tomer; and not just the apparent
ones but possible hidden needs
like status and i
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YOUR gﬂ@tﬁl&@lﬁ
NEEDS TO WOREK

It's useful to fry and create a pinball
effect. People should always be able | o
to see somewhere else they want to
in store, Paul Lonsdale

visit.  That means going

looking at the natural sight lines and Central City Manager

interrupting them.

Business Association

When people walk down an aisle and pick up what they
want, THEY WALK BACK THE WAY THEY CAME. The most
popular gear should be where the majority of people walk

the longest distance.

But in the end, what a shopper wants, the shopper gets.
Maybe in supermarkets there would be more new frial
shoppers if there was a grab and go section at the front, for
milk and bread. You would then have to seduce them like hell!

Different people shop at different times. First thing it's mums.
After 5pm it's workers. Shouldn't you alter displays and

signage to matche

People will not give time to read your
sign unless it's interesting and relevant!

5. Know their products or ser-
vices inside out and are able to
find a good match between
customer requirements and
what the product and/or
service can deliver.

6. Talk about benefits rather
than features. They are able to
express benefits in a simple yet

effective and relevant
fashion.
7. Always look for ways to

improve their skills and knowl-
edge. They attend seminars ,
read books and listen to tapes
and CDs to discover new ways
of increasing their effectiveness
and productivity.

Maximise your sales now by doing it right and faster
Top Retail Salespeople...

8. Are determined to win. They
clearly understand the definition
of success in their environment
and the rewards that are
affached to attaining it. They
like to talk about their major
achievements and look forward
to doing even better.

9. Are self-hconfident and gen-
erally happy people. They don't
necessarily show their burning
desire to win fo the outside
world.

10. Like to help others when they
can afford the time, however
they also clearly understand
that time is the most important
resource they have and the only
one that can not be recovered.

Even in a recession there are opportunities but we have to be prepared to look for them and

adapt what we do to ensure the best chance of our business survival. You can increase your

market share by doing what you do better than your competition.



