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Mark Your Calendars

June 27-30, 2008

NARTS Conference in Indianapolis, Indiana. Visit
their website www.narts.org for complete informa-
tion.

June 2008
Delivery of the first Annual printing of the 7425 Offi-
cial Directory to those S742S who have advertised in it.

August 2008
Next printing of the S742S newsletter. We welcome

news or articles from $7425 members. Contact the Edi-

tor, Pat Swartley, at pswartley@yahoo.com or by phone
281-338-9360.
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It's About Time

We all have the same amount of time—just 24
hours a day-- no matter how smart or rich you
are. How well you use your time will deter-
mine your success in life. Running out of time
is a huge stress builder. Too much time on
your hands is really boring!

Successful time management is all about ar-
ranging priorities and getting your ducks in a
row so your life runs smoothly and you
achieve a sense of accomplishment. If you al-
ready have issues in your life that are driving
you crazy, being disorganized may push you
over the top.

Use one calendar for everything in your life
and get rid of post-it notes stuck all over. One
hour of planning at the beginning of each week
can save hours of wasted time during the week.
Don’t schedule every single minute. Build in
time for emergencies, creative work, and re-
laxation.

List your priorities by using the “ABC”
method. That is, “A” for “must do today,” “B”
for “should do today,” or “C” for “would be
nice to do today, but can wait until tomorrow.”
Cross off each item as it is accomplished. Be-
fore you leave for the day create a new list to
begin on when you arrive in the morning.
Avoid walking in the door in the morning and
saying to yourself, “Gee, what do I need to do
today?”

Managing your time well will give you a tre-
mendous boost of self-esteem and self-
confidence, not to mention reducing stress lev-
els. It’s also about taking care of yourself.
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About S74%S...

The S74#RS Newsletter is published bi-
monthly 6 times a year for Feb/Mar,
April/May, June/July, Aug/Sept, Oct/
Nov and Dec/Jan and is mailed to
S74#RS members, prospective members
and other interested persons.

S74%S was founded in 1991 to promote
education, networking, mentoring and
co-op advertising among member for-
profit resale shops.

Membership in S74#%S is open to for-
profit resale shops in South Texas.
Membership dues are only $50 per year.
New members pay a mandatory one time
listing fee of $50 to be included on the
S74%S website, www.starsresale.com. A
S74%S member may link their shop
website to their S74RS listing at any
time for a one-time fee of $50. Contact
STARS at 713-789-6456.

How to join S7#&S: Go on-line to the
S74%S website and «click on
“Membership.” Follow the directions.
You may pay the required initial fee of
$100 ($150 in you wish to also link your
website to your S74%S listing) on-line
with a credit card or if you prefer,
download the membership form and mail
a check to S74%S, 1922 Fountain View,
Houston, TX 77057

The bi-annual $74%S Official Directory
is distributed through-out Greater Hous-
ton and surrounding areas in March and
September. A member is not required to
participate but is encouraged to do so.
For information about the Directory,
please contact the Publisher, Jacke Ship-
wash at 1-409-771-6393.

S74%S volunteer board members are:
Yolanda Ramirez and Sandra Marin,
Second Childhood on Fountainview, 713
-789-6456.

574%S Newsletter Writer/Editor:
Pat Swartley
281-338-9360

Layout/graphics:
Karen Frerking

Advertising is accepted.
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Letter from the editor...

It is disheartening to see prices go up on everything as our economy
struggles. One place where that doesn’t seen to be true is in the
resale shops. I haven’t seen or heard of resale prices going up. We
must maintain the image of providing fabulous stuff for reasonable
prices. It’s all about what the consumer wants and what they are
willing to pay for it.

I read in the Chronicle recently that more people are flocking to
resale shops. I hope that is true, but I think they may just be repeat-
ing the myth that this is what happens when the economy drops.
That resale shops have the best price/value on many items is still
the best-kept secret in the world.

I’ve spent a couple of decades trying to figure out how to get that
message out to the public. I’ve made speeches to Chamber of Com-
merce audiences and had everyone look at me with expressions of
denial or disbelief! After one speech a woman came up to me and
said, “I never want any of my clients to see me schlepping into a
resale shop.” This is the reality: most people will never get it no
matter what we do. You have to educate them one at a time.

What I do know is, how important it is for each individual store to
identify those products that have the best price/value in your store
and then to identify the customer base to buy those products. Once
you know who your customer is, and where they are--how do you
reach them?

If you sell high-end women’s clothing you want to reach the “ladies
who lunch” crowd. Purchase an ad in a local charity’s program for
the Symphony Ball or the Heart Gala fun-raiser. You will enhance
recognition among the social set. Join the local Chamber of Com-
merce if you want a good selection and/or customers for business
attire. If you sell children’s clothes try to be active in PTA or or-
ganizations where moms meet and mingle. Promote your store at
day care centers, or private schools. Furniture and household acces-
sories stores do well promoting to college students or real-estate
companies. Hook up with some interior designers, if possible, for a
source of merchandise from remodeling jobs.

Word of mouth advertising is still one of the best ways to get new
customers. Find ways to encourage that among your VIP custom-
ers who love you and your store. You can never let up trying to
create ways to promote your business, but remember to focus on
your target market rather than the whole world. Use a consistent
layout in advertising using your logo and tag line, and add a benefit
to lure a customer to want to visit your store.

I have visited a lot of resale shops this past month—S7425 and
non-S74#%S, and I saw a lot of shop owners who were upbeat and
still very much engaged in running their shops.

Pat Swantley
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(This is an excerpt from an article from the October 2005 S74%S Newsletter)

The Future of Resale By Pat Swartley

“One thing is certain: the resale industry is tied to the retail industry. Many economic factors influ-
ence the retail industries growth or lack of it and these factors trickle down to us too. The more suc-
cessful stores tend to be stores who could find a particular niche of product appeal, or were new start-
ups. And for sure, delivering exceptional customer service was an important key.

Without calling anyone I already know that September has to be one of the worst months this year for a
lot of you. Rita took care of that with a week lost in sales. If that wasn’t bad enough the Houston
Chronicle reported that in September consumer confidence dropped a record 19 points for the biggest
fall in 15 years. This translated to fewer shoppers out there during the month to start with. Remember
last year when we got deep concerns over gas prices topping $1.50 a gallon and how that might im-
pacted sales? Gas prices will rise to double that and more. That means less consumer dollars available
for everyone including us.

I haven’t said all this to discourage you but to give you a heads up on what is happening and what you
can do about it. A lot of new store owners I have talked to over the years come into this business all
excited because they love owning their own business and they love resale and they love the product
they are going to sell and they think having an attractive store and being friendly to customers is all it
takes to succeed in business. It takes that as a start, for sure.

It always annoyed me that just having a nice store, a good product priced reasonably, and a good
attitude with customers wasn’t enough to ge
whil e.” (Editor not e: This message i s stfi

Want to Know the Biggest Mistake Stores Make in Customer Service?

Answer: It is lack of customer feedback. If you really want to know how you can deliver the best cus-
tomer service, ask the customer! You may say, “Well, I don’t really need feedback because I don’t
hear that many complaints...” One statistic stated that only one in 26 unhappy customers complains.
You do the math.

Getting complaints is exactly what you want to hear! How else can you improve service unless you
know what the customer wants? Favorable comments are great too and very useful in setting goals for
the business. Develop a consistent and constant customer feedback program to develop true customer
service. Many shop owners assume they already know what the customers want and they fail to do a
serious study of their customer. Perplexed by fewer customers coming in the door? Find out why.
Maybe it is the price of gas and maybe not.
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Things you should do:

@ o9

1. Re-merchandise your store regularly. Activity helps business and gives the impression new things are
arriving daily even if they are not.

2. Spend time and money making stunning window displays. Use props, signs or other items to attract
the eye of the potential customer.

3. Ifyou don’t want to sell it, don’t display it!
4. Post only professional-looking positive signs. Negative signage sounds so whiney.
5. Clear the sales counter. If a customer has to move things around to lay their purchase down it is a bad

sign and a invitation to make a mistake in ringing up the sale.

6. Find a way to avoid packing the merchandise on the racks or crowding together. Do more clean-outs,
buy more racks, make some hard decisions on dropping some types of merchandise---whatever it
takes! Customers will not spend time looking through the stuff if they can’t move around easily.

7. Keep the store clean looking, fresh smelling and don’t put tape on the windows.

8. You and your staff are a reflection of your store and you all should look the part by creating the store’s
image at all times. It is all about attitude—you look good, you feel good and the customer sees profes-
sionalism.

N2 [A)
Did You Know..... & Ej] P
- Y/

All this time you have just been putting those Bounce sheets in the dryer. ..Here are
some other valuable uses around your store and at home. Used sheets work, too.

1. Put a Bounce sheet in the vacuum cleaner, in the bottom of wastebaskets, and tuck some
around the store on top of racks hidden in displays to freshen the air.

2. Freshen the smell of musty books, and photo albums

3. Put a sheet in sneakers or shoes to eliminate odor.

4. Put a sheet in the bottom of a clothing donation bag, and maybe one on top.

5. Add a sheet to the suitcase before storing.

6. Got cat hair on clothes or furniture? Rub the area with a sheet of Bounce to magnetically at-
tract the hairs.

7. To freshen the air in your car, keep a sheet of Bounce under the front seats.

8. Chase ants away by laying a sheet of Bounce near them. Keep a sheet of Bounce in a belt
loop while out of doors to repel mosquitoes!
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On The Go --Resale Shopping News
Around the Galaxy.....

I visited several resale shop owners trying to sell out: their biggest mistake:

Pricing their store too high and turning away potential buyers. Iremember one S74% years ago
that said to me, “I wish I had taken the last offer instead of closing down the store. It is so much easier to
walk out with a check in your hand than to close down, give all the stuff back to consignors and try to sell
off the fixtures and business property, even if the amount you settle on is far less than you wanted,” she told
me.

What is a resale shop really worth and how do you determine the value? If you consult a lawyer
he will tell you that your business is only worth the “tangible” property. Intangible things such as name rec-
ognition, good location, customer lists, etc have little or no actual value—only what the buyer is willing to
pay for it. One owner looking to sell told me she only wanted to get back her “investment.” That was the
bottom line for her. A buyer will not care about that—she will only want to know what she is getting for her
money, and you cannot expect her/him to pay for the 10,000 flyers you printed and distributed to promote
the store.

One of the most popular marketing ideas to get repeat customers is the frequent buyer card.
These cards are punched or stamped whenever the customer achieves a certain purchase goal, and when the
card is filled out there is a reward.

Here are some ideas to think about when using such a promotion: Clearly define the rules for using the
cards such as, “no cash value” or “not valid for purchase of gift certificates” (or other items you choose to
exclude) or “one stamp, or punch for each pre-tax purchase of $20 or more” (or whatever amount you de-
cide on). What reward is offered when the card is filled up? One card I received recently had 16 slots to
punch or stamp and when all the slots were filled the customer got $20 off a purchase of $20 or more. An-
other tip: find a unique stamp or hole puncher that would be difficult to duplicate!

Advantages: customers love this promotion. You will see them given out every where at car
washes, restaurants, retail stores and other businesses. Even my dog groomer gives them out. It is a great
marketing idea in that it helps keep you in contact with the customer. Just the other day I found a frequent
buyer card to a store in my wallet and it reminded me to shop there. It caused me to remember the great
stuff I bought there and that I was close to getting my reward!

My biggest gripe when shopping resale: listening to squeaky hangers scraping on the fixtures.

PLEASE—get some wax paper, wad it up so the waxy side is outside and rub your racks down. Then watch
the silent hangers glide easily as your customers move them. Your customers can’t move the hangers any-
way? THAT is my next biggest gripe.

Biggest thrill recently while shopping: Listening to an employee give the ultimate customer service:
bending the rules to accommodate a really good customer (who was not trying to take advantage of the
store). I promise you that customers like to shop in a store where they can be confident of getting good ser-
vice, which means all their questions are answered and their problems are solved. Require your employees
to call you only on the rarest of occasions.
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