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You might have the prettiest store, the best 
displays and the greatest prices, but you can blow 
the whole program if you let a nitwit work the 
counter.  Conversely, you can keep a business 
thriving forever if you have friendly, sincere  
and knowledgeable employees (and owners).  
 
You’re probably sick of hearing about customer 
service, but I’m 100 percent convinced that our 
stores’ futures depend on it. 
 
Recently, we sold a dog that developed pneumonia 
the day after the customer took it home.  Under-
standably, this customer was very upset.  She went 
on and on:  “How can you advertise that you sell 
healthy animals?  How can you advertise that 
customers can trust you?”  
 
I couldn’t get a word in edgewise until I said, “I 
don’t blame you one bit for being upset. Tell me 
what you want me to do.”  She quickly stopped 
yelling. Then I explained that I knew it was our 
fault, that we’d pay the vet bills, and most im-
portantly, that we hadn’t sold her a sick puppy on 
purpose.  She let me talk long enough to say that 
vet bills would bankrupt us if we sold sick dogs on 
purpose. That sunk in. 
 
Then I asked her whether my employees had done 
everything they could to help her.  Here’s the 
important message of this story.  The customer 
calmly told me how nice and understanding Carol, 

my puppy person, had been.  As she did so, her 
whole tone changed from anger to satisfaction.  
 
Because Carol had treated this customer well, she 
helped prevent a bad situation from turning into a 
disaster.  Some people say you are what you eat.  
In our world, I think you are who you hire!  Great 
advertising and marketing campaigns that bring 
customers into your store are worthless if you 
can’t keep them coming back. 

Champion Great Service 
We all like to do business with nice people. 
Customers will accept a mistake from nice 
employees and give them another chance.  They 
won’t necessarily give lousy employees another 
chance. I’m amazed at the number of nitwit bosses 
out there who just don’t get it. 
 
Managing a retail force isn’t always fun.  But if 
you are an owner or manager, please memorize 
this:  Your employees take their cue from you, so 
you must be the champion of great customer 
service.  You set the example for your crew, so  
set your expectations high and fulfill those 
expectations.  
  
Do not hire out of need.  Hire out of want.  When 
an employee quits, don’t be forced to hire the first 
warm body that walks through the door.  After 
only 27 years, it dawned on me to keep signs 
posted in the store and run help-wanted ads even 
when I don’t have openings.  Now I have a pile of 
applications from people I may want to hire. 
“Want” is the keyword. 
 
Managers, treat good employees like gold.  It’s 
your job to make them happy.  Happy employees 
let customers know they’re happy, which in turn,  
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makes for happy customers.  The more happy 
customers you have, the more fun work becomes. 
And a fun place to work quickly becomes the place 
of choice for others, so you’ll start getting 
applications from even more people who want to 
work at your store.  What a concept! 
 
As a manager, you can be tough, even demanding. 
However, you must be consistent.  Set your 
standards and don’t deviate from one day to the 
next.  Don’t let certain employees get away with 
things that others can’t get away with.  We all hate 
that!  A manager’s job is much easier when 
employees are happy. 

Shape Good Impressions 
Let’s say a great advertising campaign brings tons 
of new customers into your store.  These first-time 
customers will be yours for the keeping if you treat 
them right.  
 
This is goofy but cute.  My friend, a famous  
“branding” expert, has a client who refers to 
employees who answer the phones as “directors 

of first impressions.”  Isn’t that great?  We 
shouldn’t call our cashiers “cashiers,” but 
“directors of last impressions.”  Customers  
form an impression of your store at the end  
of their visit, and a cashier’s behavior at this  
time influences customers’ decision to come  
back to your store. 
 
This column is supposed to be about marketing 
and advertising and it is.  The most effective and 
least expensive advertising is word of mouth. 
Some of your customers will become champions 
of your store.  They’ll be walking, talking bill-
boards for the wonderful customer service  
you provide.  Some may even volunteer for testi-
monial ads.   
 
P.S. No, you can’t hire Carol! 
 
 
 
  
  

 
 
 
 
 

 


