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Where do you see your store a year from now? How about five 
years or ten years? Haven’t thought about it? Well, don’t feel 
like the Lone Ranger.

Truth be told, most store owners are so inundated with the man-
agement tasks of today and tomorrow that its hard for them to 
schedule time to simply plan and strategize but that’s unfortu-
nate. Thinking about the future is one of the best ways to con-
tinue the improvement that’s necessary to fuel a healthy 
operation. 

Good sample questions to ponder and plan are:

1. How do we expand our customer base?
2. How do we improve our customer service?
3. How do we enhance our customer’s shopping experi-

ence?
4. How do we facilitate training that will make our crew 

the best crew?
5. Is our store producing at its optimum level and if not, 

how do we change that?
6. Do we expand, relocate or redecorate and how would 

those things effect our profitability?

You can see that this type of question and answer process will 
take some time, but it is time well spent if you wish to continue 
to improve. I have said (and written) many times before that 
“your business is either getting better or its getting worse…it 
will not stay the same”. Don’t wait until you realize its getting 
worse to begin this planning process. It can be fun and energiz-
ing to sit with creative people and banter ideas about. 

If you find that your answers are the same old answers and that 
they do not provide any revelations give me a call and let’s dis-
cuss your position.

We’re not in show business, right? Right! Buuuttttt, it is true 
that a retailer whose store has entertainment value has a leg up 
on the competition nonetheless. Think about it. Cabellas and 
Bass Pro Shops are no longer just sporting good stores, are 
they? They’re an outing…an experience. Theme restaurants like 
Rain Forest Café and Hard Rock Café are not merely places to 
eat, but rather places to eat while being bombarded by entertain-
ment. We live in an age in which we have been conditioned to 
expect to be entertained.

Most of our stores don’t have the budgets to set up theme parks 
and over-the-top entertainment but still, questioning what enter-
tainment value your store provides is a good idea. 

I recently visited with a manager who said that after listening to 
my presentation regarding the entertainment value of a store had 
instituted a monthly cook out at his operation with the proceeds 
going to a different charity each month. He told me that the 
monthly event has gotten bigger and bigger and the the excite-
ment that it has generated has had a profound energizing effect 
on himself and his staff. That’s gratifying  to hear of his suc-
cess. Of course, what works at one location may not work at 
another, but still, Ron gets it. He understands that its not all 
about product, pricing and service. I guess its really true then, 
there is no busine$$ like show busine$$. 
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Jessamyn West

Have you thought about it?

There’s no business like show business!


