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Preface 
 
Once Upon a Time… 
 
...There were two feed dealerships in a small town near a growing city.  One day, construction 
began on a new mall with a discount store, a drugstore, and a 4-screen cinema.  Soon after it 
opened, the smaller retailers began to notice its effects.  The first to go was the old theater.  Its 
year-old shows couldn’t out pull the new ones at the 4-screen cinema.  A sign went up in the 
window of the old furniture store advertising a “Going Out Of Business” sale.  The rumor was 
the drugstore was for sale, but they couldn’t find a buyer.   
 
Now, the two feed dealers enjoyed a friendly relationship, but they had very different 
personalities.  One was what you might call a “shopkeeper”.  He enjoyed sitting at the cash 
register, greeting customers as they came in.  When there were no customers, he busied himself 
with the routine of store keeping, which he enjoyed.  He felt that waiting on customers was part 
of that routine. 
 
The other feed dealer was what you might call a “merchant”.  He was seldom behind the cash 
register, and he didn’t spend much time waiting on customers, unless he was short on help.  
However, he was on the phone a great deal, soliciting new business.  He turned his attention 
toward promotions, trying new ways to bring in new customers, and to bring in current 
customers more often.  He always measured his sales results…his successes as well as the 
others… and he repeated his winners.   
 
When his business increased, he enlarged and modernized his store.  He invested in new allied 
lines, based on the needs of his expanding customer base.  Then he bought a computer system to 
get his inventory further under control, to help increase sales turnover and improve gross margin.   
 
In the meantime, our shopkeeper continued happily along, but he noticed his sales were down 
compared to the previous year.  He wasn’t concerned…after all, his business has been around for 
more than half a century.  He knew everyone in town, and many had been his customers for 
years.   
 
Very recently, one of the dealerships closed its doors.   
 

~With thanks to Jim Cory, Hardware Age.
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Introduction 
 
This merchandising manual is designed to help you, the feed dealer, do a better job of selling pet 
food and specialty feeds through improved merchandising techniques.  Although the manual is 
not all- inclusive, it does cover the essentials and will serve as an excellent start to successful 
merchandising and sales growth. 
 
If you haven’t read the Preface, “Once Upon A Time…”, please do so now.  The short story 
helps to clarify one main point: A business strategy of “business as usual” will no longer be 
successful in today’s competitive business climate.  There is not only more competition, but the 
competition is better.  Veterinarians, pet super stores, warehouse clubs, Wal-Mart, Farm Fleet 
and other feed companies are increasing their efforts to sell more pet food and specialty feeds.  
You, as a feed dealer, must rise to the competition and capitalize on your strengths.  Your 
personal relationship with customers, high level of service and knowledge about your 
products are strengths that you can promote and use to increase your business.   
 
Step away from your dealership.  Take a look at it as if you were a potential customer.   
 
♦ Does your business have easy access? 
♦ Is clear, attractive signage marking the entrance and loading zones? 
♦ Is the building clean and free of clutter? 
♦ Walk into your business.  Are the steps sturdy? 
♦ Is the facility clean and bright? 
♦ Are products displayed, are the prices visible, are the products clean and fresh? 
♦ Does your business have product information available? 
♦ Is the information up-to-date? 
♦ Are the brochures clean? 
♦ The list could go on and on, but if you were a potential customer, would you have stopped in?   
♦ Would you come back? 
 
I challenge you now to go to a competitive store, perhaps in a different town.  Compare their 
cleanliness and merchandising techniques with yours.  How do you stack up?  If your business 
does not compare favorably, why should people shop there?  What can you do about it? 
 
Hopefully, this manual can give you encouragement, motivation and the ideas that can help to 
improve your business.   
 
 

“You may delay, but time will not.” 
  

  ~ Benjamin Franklin
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Know Your Market 
 
You can have the best merchandising ideas and practices, but if they do not match your 
customers’ wants and needs, your business could fail.  Ask yourself these questions as an 
exercise to help you match your merchandising techniques to your market.  
 
♦ What products do your customers and prospects want/need? 

♦ What services do your customers and prospects want/need?  (i.e. number of products, order 
time, delivery, etc.) 

♦ What promotions have worked in the past? 

♦ What type of promotions does your competition conduct? 

♦ What products does your competition carry? 

♦ What type of pricing and discounts does your competition offer? 

♦ What are your business’ strengths? 

♦ How can you promote your business’ strengths?  

♦ What are your business’ weaknesses? 

♦ What can you do to improve upon those weaknesses? 

♦ What are your competitors’ strengths? 

♦ What can you do in your business to lessen the competitors’ strengths? 

♦ What are your competitors’ weaknesses? 

♦ What can you do to take advantage of those weaknesses?
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Dollars & Sense Of Merchandising 
 
Why Does Merchandising Make You Money? 
 
Merchandising can help your business meet your customers’ needs and your need for a 
prosperous business.  Merchandising can help a business in three main ways: 
 

1. Make more money by increasing sales. 

2. Save more money by helping business owners learn what works and what does not work. 

3. Take full advantage of good buys and volume discounts and by moving more 
merchandise faster. 

Merchandising can specifically help your business make more money by: 

1. Customers buy what they see.  When customers see what they came in to purchase, they 
will buy it. 

 
2. Add-on Sales – when customers see additional products they need, they will buy them.   
 
3. Special “Deals” – when customers perceive a special price or “deal” on products they 

need, they may stock up. 
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Percent Sales Increase From Selected Merchandising Techniques 
 
Just how much improvement in sales is possible from merchandising techniques?  The National 
Hardware Association completed a study in 1989 which compares ten different merchandising 
techniques to in- line merchandising on a gondola or peg hooks.  The results speak for 
themselves.   
 

 
 
 
This graph shows that displays with a “special” price sign will sell 25% more that a product 
displayed simply on a peg and hook.  A counter display will sell 40% more that a peg hook 
display.  A full end-cap with price signs and a sign listing benefits will out-sell a plain peg hook 
display by 540%!  Are there differences in merchandising techniques?  The results speak for 
themselves.  
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Measuring Merchandising Effectiveness 
 
In order to improve our merchandising techniques, we must be able to measure the various 
merchandising techniques employed in order to repeat successful techniques and discontinue or 
improve upon less successful merchandising techniques. 
 
Below are some “tools” managers can use to evaluate their merchandising techniques.   
  

♦ Gross Margin is a tool to measure your pricing by department, product or entire store.   
 

Price – Cost of Goods = Gross Margin 
  
  $15.00 Price – Cost of $10.00 = $5.00 or 33% Gross Margin 
 
      % Gross Margin = Gross Margin 
               Price X 100% 
 
Your gross margin must be high enough to cover your variable costs and to contribute some 
dollars from each sale toward fixed costs or overhead. 
 
   Gross Margin – Expenses = Operating Profit 
 
  33% Gross Margin – 25% Expenses = 8% Operating Profit 
 

♦ Total Gross Margin is an important figure also.  Gross margin is the percent you gain 
from each sale to cover costs, how much you sell determines your overall income.  Many 
expenses such as lights and equipment stay the same regardless of sales volume, so… 

 
Gross Margin X Sales Volume = Total Gross Margin Dollars 
 

♦ Stock Turns show the actual turnover of inventory, how fast or slow it is moving 
through your business.  A low stock turn would indicate obsolete, or slow-moving 
inventory.  High stock turns could indicate a fast moving item.   

 
Stock Turns (Inventory Turnover)     =         Cost of Goods Sold   
           Average Inventory at Cost 

 
♦ Sales To Inventory can tell you how much inventory you have had to carry to achieve 

your sales.  The higher the ratio, the more efficiently you’re turning inventory.  Fast 
turning inventory is an indication of an effective merchandising technique.   

 
Sales to Inventory =      Net Sales   
        Average Inventory at Cost 
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♦ Sales Per Square Foot Selling Area can indicate the productivity of each specific 
merchandising effort and your sales potential of different selling areas in your store.   

 
Sales Per Square Foot Selling Area  =          Sales   
        Square Footage Selling Area 

 
♦ Sales Per Person can help to measure your employees’ productivity and the 

effectiveness of employee incentive programs.   
 

Sales Per Employee  =         Net Sales   
             Number of Employees 

 
♦ Sales Per Customer can help to measure how well displays increase add-on sales.   

 
Sales Per Customer  =                      Net Sales  

           Total Transactions 
 
 
Inventory Management 
 
Inventory management involves two key factors: 

♦ Do you have enough product to make the sale? 

♦ Do you own so much inventory that net profits are hurt? 

Each product line has its own desirable inventory turn rate.  The list below gives you some 
industry examples.   
 
 

 Inventory Turns/Year 
 Desirable Good 

Desirable 
Turnover in Days 

Grain (60%) Feed (40%) 23 30 12-15 days 
Grain (40%) Feed (60%) 18 25 15-20 days 
Grind & Mix Feed 12 19 18-25 days 
Bag/Bulk Feed 12 15 20-30 days 

 
You can calculate your inventory need with the formula below: 
 
 Average Inventory = Estimated Sales X Cost of Goods (as a % of Sales) 
           Inventory Turnover Per Year 
 
Example: 
 
  $1,500,000 Est. Sales X 85%    =    $106,250 Average Inventory 
   12 Turns/Year
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Credit 
 
Managing credit (accounts receivable) is an important part of managing any business.  
Mismanagement of accounts receivable has led to more business failures than probably any other 
mistake.  Correct management of credit can allow a business to grow, prosper and secure new 
customers.   
 
Customers “help themselves” to credit for a variety of reasons.  Some are poor managers with 
cash flow problems.  Others want to push you, their supplier, to the limit.  Some customers are 
just plain dishonest.  In any case, a good credit policy that spells out price, delivery rate, cash 
discount date, payment date and the finance charge rate and date it begins is essential.  A sound 
credit policy can help you gain financial control over your business, generate profit, and protect 
the profit you have already accumulated.   
 
The following chart may help prompt you to a) develop a credit policy, or b) follow the one you 
have.   
 

Account Status  Value 
Current 100¢ on the dollar 
2 months past due 90¢ on the dollar 
6 months past due 67¢ on the dollar 
1 year past due 45¢ on the dollar 
2 years past due  23¢ on the dollar 
3 years past due 15¢ on the dollar 
5 years past due 1¢ on the dollar 

 
 
“A dollar today is worth more than a dollar tomorrow.” 
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Image 
 
What Does Image Mean? 
 
All retailers should be concerned with the image of their store.  The reaction and impression 
customers have when they are in your store is important, but the image or mental picture a 
person has of your store when they aren’t actually in the store is probably more important.   
 
People have an image of your store, whether they have been in your business or not.  If they 
walked in your store for the first time, would their prior mental image (clean, well stocked, 
friendly employees) be reinforced, or shattered (dirty, empty shelves, old inventory, employees 
that don’t care)?  To summarize, when we think about image, we must be concerned with the 
perceived image (off-site), the actual image when in the store and making sure the two images 
match.  When a person thinks of your store, or is in your store, we should always strive to build 
thoughts of a pleasant experience, helpful employees, good value and quality products.   
 
How to Develop & Maintain an Image 
 
Every store has its own personality.  Think of your favorite place to shop.  What do you think of 
when you hear their name?  What do you want people to think of when they hear your business 
name?  
 
An image is made up of several things.  They include the store’s overall physical appearance, 
cleanliness, selection, service and employees to name a few.  You can use these factors to build 
your store’s image.  Do you want to be known for a high level of service, convenient location 
and knowledgeable employees?  Or do you want a warehouse image, low service with a low 
price. 
 
Below are items that can help you develop the type of image you want.   
 
♦ Access – Is your entrance well marked?  Are the parking areas marked and free of clutter?  

Do you have a store sign that is clearly visible from the road?  Does your store need 
directional signs to help people find it? 

♦ Driveway and Parking Lot – Is the parking lot in good repair with no ruts, chuckholes or 
mud?  Are the customer delivery and entrance areas marked?  Is the entrance and parking 
lot free of clutter?  Do you have any flowers or shrubs, and if you do, are they maintained?  
Are your grassy areas mowed and free of weeds?  Do you need to remove snow or apply 
sand or salt to ice patches? 

♦ Outside Storage – Is it clean and free of clutter with weeds under control?  Is merchandise 
displayed or piled in a heap?  Do you have broken equipment and tools in sight? 

♦ Entry – Are the floors, windows and displays clean?  Is it well lighted?  Is there signage 
indicating the entrance? 
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♦ Display Area – Are your displays neat, clean and free of dust?  Are your displays well 
stocked?  Are there damaged products in sight?  Do all of the lights work?  Are the floors 
clean? 

♦ Products – Are there any old, out of date or expired products on the shelves?  Do you rotate 
stock?  Do you remove damaged products? 

♦ Storage/Warehouse – Is the warehouse and dock clean and professional in appearance?  If 
the warehouse doubles as a showroom, are items clearly marked?  Are there customer or 
employee safety hazards? 

♦ Counter – Is the counter area apparent and clearly marked?  Is the counter neat, clean and 
well organized?  Do you have impulse items stocked near the counter? 

♦ Personnel – Are your employees clean and well groomed?  Are they pleasant and quick to 
offer customer assistance?  Are they familiar with products?  Do your employees 
understand store policies and procedures? 
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Store Layout 
 
A store’s layout and design can significantly contribute to your overall success and profitability.  
A good store layout can help to make it easy for customers to find the items they are looking for, 
increase impulse purchases, keep people interested in your store and encourage browsing.  The 
more merchandise you expose to a customer, the more they buy.  The longer a customer is in 
your store, the more they buy.  Studies by the National Retail Hardware Association have shown 
that 50% of customers make a purchase just because they remember they need it after seeing it 
displayed.  The research also showed that 48% of all customers purchase one or more impulse 
items.  Impulse buyers also visit with sales people more.  They respond to displays.  Impulse 
items usually carry a lower price that the regular or planned purchase and are often in the same 
area as the planned purchase.  Total store purchases (including impulse buying) can be affected 
by store layout. 
 
There are several “text book” store layouts, grid, free form, boutique or diagonal layout.  There 
are sketches of store layouts on the next page.  You may be limited due to your building’s 
physical shape, but try to consider the following when making store layout decisions: 
 
♦ Does the layout waste or make efficient use of your available space? 
♦ Does the layout allow for sales people and customers to have a good view of the aisles?   
♦ Does the layout create blind spots? 
♦ Is it easy for customers to browse? 
♦ Does the layout allow for related items to be displayed together? 
♦ Does the layout guide people through the store, encouraging more shopping time and 

impulse purchases? 
♦ Do the departments stand out from each other? 
♦ Is the merchandise readily visible and accessible to customers? 
♦ Does the layout make effective use of dump bins, end-caps, seasonal displays and other “hot 

spots”?
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Example Store Layouts 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Note:  Floor displays can be dump bins, stacked bins, special displays of seasonal impulse items, 
or free standing racks.
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Counter Placement 
 
The location of the counter is an important part of your overall store layout.  There is not one 
best counter location.  Each particular store may want their counter in a different location for 
good reasons.  Here are some things to consider when planning your counter location. 
 
♦ Counters near the front door allow you to greet customers and offer immediate 

assistance.  It also allows you to have a supply of impulse items near the door and cash 
register for last minute purchases.  A front door counter placement can also help you 
prevent shoplifting.   

♦ Counters located in the center of the store are more accessible from all parts of the store 
and can help to avoid “losing” customers shopping in back sections of the store.  A location 
near the center of the store can sometimes allow for more counter space with no wall 
limitations. 

♦ Counters near the rear of the store  can help bring people through the store but also 
requires a more alert salesperson to notice customers who enter the front door.  Counters in 
the back of the store are usually closer to the warehouse making it easier to help customers 
with large items.   

 
No matter where the counter is placed, make sure: 
 
♦ There is a large sign pointing out the counter. 
♦ The counter is clean and professional in appearance. 
♦ The counter is well stocked with impulse and “add-on” items.   

 
Merchandise Presentation 
 
There are several ways to present merchandise effectively; shelves, dump bins, end-caps, 
warehouse and even outside displays.  Let’s examine each: 
 
Merchandise presented on shelves typically works best if related items are shelved vertically so 
customers can see the complete section without moving to another spot.  The smallest items 
should go on the top shelf, graduating down with the largest items on the bottom shelf.  If 
possible, do not make people walk around to the other side of the shelf to see related items.  Try 
to locate related items across the aisle from each other.  Try to keep displays looking full, pulling 
merchandise forward on the shelves or hooks.  It is a good idea, if possible, to put your best 
selling, high margin items between eye and waist level for easy customer accessibility.  Shelf 
talkers and price bursts can be used to draw attention to particular items.   
 
Dump bins are displays (such as a barrel) that can hold several items such as small bags 
(rodenticides), items that are hard to shelve or stack such as brooms or shovels.  Dump bins can 
also be an effective merchandising technique for closeout items such as garden seeds when out 
of season.  Dump bins should be located along the edge of aisles or near the counter.  Bright 
colors and signs can help customers notice them. 
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End-caps are displays located at the end of shelving.  End-caps should be located in high 
visibility areas and, for maximum sales, carry only one or two items.  The items should be 
related such as 25 lb bags of rabbit feed and salt spools.  End-caps should be changed regularly 
to give your store an interesting, different look every time customers come in your store.  
Seasonal items such as lamb milk replacer and lamb nipples during lambing season can make 
great products to promote with end-caps. 
 
The warehouse can be an effective display if the items are clearly marked, the bags are clean and 
without dust or tears and if the area is safe.  Loose boards, exposed wiring and other safety 
hazards should be repaired prior to allowing customers into any area. 
 
Outside displays can be a super way to make people want to stop at your store.  Sidewalk sales, 
truckload savings, promotions and other selling activities can be powerful merchandising tools.  
Outside displays should use balloons, banners or signs to catch people’s attention and attract 
them to shop. 
 
Special displays such as promotional premium displays, large stacks of single items, live 
animals, bulk bin displays (self service, scoop your own) and special seasonal displays can be 
used quite effectively.  The displays can be used to feature a “loss- leader” or a new, high margin 
item.  Seasonal displays are effective if used in a timely manner.  Most “special” displays must 
be cleaned and “spruced up” regularly and removed within two to three weeks or when the 
special season is over. 
 
Special displays of high demand or seasonal items can be used to pull customers through a store.  
(Why are milk and bread always in the back or last aisle of a grocery store?) 
 
Other display tips include: 
 
♦ Displays that are too formal can intimidate people.  Always remove a couple of items 

(starter gap) so people get the impression the item is popular. 

♦ Coordinate displays with advertising and promotions for maximum impact and 
effectiveness.   

♦ Original displays stimulate interest among the employees as well as customers.   

♦ Experiment with different display locations within the store. 

♦ Window displays should be kept simple and easy to read for better impact. 
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Signs 
 
Good signs are important to your merchandising efforts.  An effective sign can help customers 
find what they need, make buying decisions and inform on a product’s special features and 
benefits. 
 
Department signs should be used to help guide shoppers to find the products they want.  
Department signs should be large and easy to read. 
 
Shelf signs or she lf- talkers help customers find products on shelves once they are in the right 
department.  Shelf-talkers can also help to point out special buys, discounted items or seasonal 
items with special features.   
 
Sales posters or tackers can help to increase sales of promotional items.  Tackers can be used as 
part of the promotion display or near the counter to let customers know about the promotion.   
 
Regardless of the location and use, signs should include the following information: product 
name, size, price and a user benefit or attention grabber.  When designing signs, remember that 
the “optical center”, the first place where the eye usually looks, is just above the center point of 
the sign.   Signs should be balanced, keeping in mind that the reader usually travels from left to 
right, top to bottom.  The signs should be designed so as to give emphasis to the most important 
information.  All signs should be clear and easy to read.  There are several computer programs 
that can “create” signs including Freelance Graphics, MacDraw, Corel Draw, Page Maker, 
Microsoft Publisher or Ventura.   
 
Sign color is also important.  Bright colors can develop a sense of urgency.  Contrasting colors 
(yellow words on a black background) will jump out at the eye and attract attent ion.   
 
Signs should also be legible from a minimum of four feet.  Lighting can help make the signs 
more legible.   
 
Signs can help to “answer” the following questions: 
 
♦ How much is it? 
♦ What is it? 
♦ Why should I buy it? 
♦ Why should I buy it here? 
♦ Why should I buy it now? 

 
No matter if you make signs by hand or by computer, remember to prioritize the information and 
keep ‘em simple!  Do not waste space telling what is obvious. 
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Pricing 
 
Individually pricing items is highly recommended to help customers make buying decisions, to 
help prevent customers waiting on a sales person and to help make checkout faster and easier.  
Price tags should be easy to read and located in the upper corner of an item, if possible.  Some 
items sell best if priced in units or price per pound.  If items cannot be priced individually, you 
should give the price on a highly visible sign near the product.  An “un-priced” product often 
goes “un-sold”, if the customer doesn’t want to bother anyone or take the time to ask the price.   
 
Here are some pricing tips: 
 

♦ Use odd-ending numbers for products costing less than $10.00 
♦ Use numbers ending in .50 or .00 for items costing from $10.00 to $100.00 (Ex. $89.00). 
♦ For items between $100.00 and $1,000.00, end prices in 0, 5 or 9.  (Ex. $489.00 or 

$925.00) 
♦ Generally, items over $1,000.00 sound better to the customer if they end in 5 (Ex. 

$3,125.00). 
♦ Use whole dollars for services and fees to help prevent ideas of price gouging.  (Ex. 

Grinding and mixing - $6.00/ton.) 
♦ Offer group buy or bundle discounts in numbers instead of percentages.  For example, buy 

2 get 1 free tends to sell more than 33% off. 
♦ A sign stating, “Sale Ends October 31st” will usually sell more than a sign stating “Fall 

Clearance Sale”.   
♦ “Buy Now, Supplies Are Limited” sounds better than “We’re Overstocked”. 
♦ A sign that says “Special Price!  Limit – One Per Customer”, sells much better than just a 

price sign. 
♦ A sign that features a sale price should also show the regular price for comparison.
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Color 
 
Color can have a strong influence on us without our realization.   
 
Red is so exciting that it can make people feel uneasy when used too much.  A red tag or ribbon 
tied to a display will often catch the eye. 
 
Blue, violet and green tend to relax people.  You might consider light greens or blues in areas 
where you want customers to relax and linger.   
 
Yellow is a good merchandising color.  It has a high visibility and can be used with other colors 
for a noticeable combination (yellow and black, yellow and green).  Light yellow can be a good 
background color for fewer glares. 
 
Black absorbs light and tends to “shrink” areas.  Black can enhance whatever color it 
accompanies and can make a nice background for brilliantly colored merchandise.   
 
Grey is a neutral color that can work well in areas where the merchandise is changing.  Grey can 
also help to focus attention on the products and not the background.   
 
White is a poor background color because it tends to promote glare and has little attraction 
power. 
 
Color Facts: 
 
♦ These colors are most visible from a distance:  red, green, yellow and white.   
♦ These colors are most visible up close:  yellow, orange, red and green. 
♦ These colors are least visible from any distance:  deep red, blue and violet. 
♦ These color combinations are legible (in descending order): 
 

§ Black on yellow 
§ Green on white 
§ Red on white 
§ Blue on white 
§ White on blue 
§ Black on white 

 
♦ These color combinations have poor legibility (in descending order): 
 

§ Red on yellow 
§ Green on red 
§ Red on green

 



18 

Lighting 
 
A brightly lit store tends to create a better image of the store.  Obviously, the lighting must be 
bright enough to let you and your customers see the products, displays, signs, prices and labels.  
Good lighting can also show dust, damaged displays, dirty floors, flaking paint and other less 
than desirable image-makers – so be sure to keep your store clean and kept-up!   
 
Regular light bulbs (incandescent lighting) give off a warm light but can also cast shadows.  
They should be used only in combination with other types of lighting.   
 
Fluorescent lighting is often cheaper and brighter than incandescent lighting.  Fluorescent bulbs 
can give off a soft light that may need additional lighting to help feature merchandise.   
 
Accent lighting such as valance, spotlights or track lighting can help to highlight special areas in 
the store.  Spotlights can be used to call attention to special displays and can help to provide a 
more “upscale” image to the store.   
 
Here are some other lighting facts and tips: 
 
♦ Merchandise displayed under yellow lighting has a high incidence of returns. 
♦ Blue lighting is flattering for white merchandise and lends a wintry air. 
♦ Orange-yellow or red-yellow lighting simulates summer light. 
♦ Cool green lighting is often used to successfully illuminate sporty merchandise.  
♦ Children and youth prefer (in descending order) yellow, white, pink, red, orange, blue, green 

and violet. 
♦ Adults prefer (in descending order) blue, red, green, violet, orange and yellow. 
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Customer Relations 
 
“Customers are the only ones putting money in the till, we are the ones taking it out!” 
 
   ~ Howard Heyden 
 
Customers are the most important people in your business.  Customers do us a favor by giving us 
the opportunity to serve them.  Good customer relations help develop repeat business which is 
vital to the success of any business.  The following are examples of good customer relations.   
 
♦ They acknowledge you. 
♦ They pay attention to you. 
♦ They make you feel good about doing business with them. 
♦ They are friendly. 
♦ They follow through on promises. 
♦ If you have a problem, they solve it quickly and satisfactorily. 
♦ They go beyond the call of duty, beyond your expectations. 

 
 
Listening is an important part of good customer relations.  There is a difference between 
listening and waiting for your turn to talk.  Listening can be difficult; you must keep your mind 
open, resist distractions, be interested and show it.  Try not to assume you know what the other 
person is going to say.  It is important to write down what you hear.  If you disagree with what 
the person is saying, react to the ideas, not the person. 
 
Customer relations also involve handling customer complaints.  Customers who feel the business 
doesn’t care about them are the most likely to stop being your customer.  Try to imagine that 
every customer who enters your store has a sign hanging in front of him or her.  On that sign are 
the letters MMFI!  What do the letters stand for?  Make Me Feel Important!  Can you imagine 
having only one customer?  If we had only one customer, we would probably treat that customer 
with respect, listen to them, make sure every situation is a win/win event and even try to form a 
relationship with your one customer.  We should treat every customer as if they were our only 
customer.  There are only two types of relationships with customers, a win/win relationship, or a 
lose/lose relationship. 
 
Here are some additional customer relations tips: 

 
♦ The sweetest music to anyone’s ear is hearing his or her own name.  Learn how to 

pronounce it, spell it correctly and use it! 
♦ Power words ~  

• Please. 
• Thank You. 
• Appreciate. 
• What a good idea. 
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♦ Non-power words ~ 
• Never. 
• It’s not the way we do it here. 
• It’s company policy. 
• It’s not my job. 

 
♦ Sales Killer ~ 

• May I help you? 
 
♦ Sales Builder ~ 

• How may I help you? 
 
The Ten Deadly Sins of Customer Service 
 
The following list is from “Delivering Knock Your Socks Off Service” by Ron Zemke and 
Kristen Anderson.  Although you may not actually say these things to a customer, they may think 
you did. 
 

1. “I don’t know.”  A better reply would be “That’s a good question.  Let me check and 
find out.” 

2. “I don’t care.”  If your attitude shows you wish you were somewhere else, your 
customers will soon wish the same thing. 

3. “I can’t be bothered.”  If you ignore customers to talk to a colleague or to complete a 
personal phone call, they will become annoyed – and rightfully so. 

4. “I don’t like you.”  If customers think you see them as a nuisance, they will remember it 
– for all the wrong reasons.   

5. “I know it all.”  Use your knowledge as a tool to help customers, not as a club to beat 
them into submission.  Hear them out, and don’t try to force them to buy. 

6. “You don’t know anything.”  Don’t ask, “Do you understand?” in a tone that suggests 
you’re sure they don’t.  And don’t talk to adults as though they’re children.  When you’re 
rude, you slam the door in their faces.  Next time, they will find a different door. 

7. “We don’t want your kind here.”  If age or the way people dress affects the way you 
treat them, your prejudice is showing.  Every customer, regardless of class or category, 
wants – and deserves – to be treated with courtesy and respect. 

8. “Don’t come back.”  You must treat customers in a way that will make them come back 
again and again.  But they won’t return if your words and actions make them think 
they’re a bother. 

9. “I’m right and you’re wrong.”  Customers are not always right, but they’re always your 
customers.  It probably won’t cost you anything to give them the benefit of the doubt.  
But if you don’t, you could lose them.  

10. “Hurry up” and “Wait.”  No one wants to waste time.  Respect your customers’ time 
and you’ll fine they respect you in return. 
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Occasionally customers will have complaints.  When mistakes occur, customers do not care who 
made the mistake.  They are interested in acknowledgement of the problem and getting the 
problem solved.  Keep the following in mind as you work with unhappy or angry customers: 
 

♦ Keep an open mind. 

♦ Let them let off steam. 

♦ Listen; write it down; thank them for bringing it to your attention. 

♦ Make sure you have all the facts. 

♦ Stay calm and objective. 

♦ Do not say “Calm down”. 

♦ Give them more than an apology.  Make it a win/win situation. 

♦ Communicate the solution to all concerned. 

 
“A complaint is a golden opportunity to create a satisfied customer!” 
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Effective Use of the Telephone 
 

“Sampson slew thousands with the jawbone of an ass… 

 Customers are lost every day using the same weapon.” 

  ~Howard Heyden 

It has been said that the telephone is the most important five feet in the distribution channel.  
Listed below are some tips for positive telephone results. 

♦ Try not to let it ring more than three times. 

♦ Put on your telephone voice (smile as you speak). 

♦ Be alert, pleasant and enthusiastic.  Try to enunciate carefully. 

♦ Listen carefully; give them your full attention. 

♦ Take appropriate notes and do not make promises you can’t keep. 

♦ When finished with a call, show genuine pleasure in talking to the person, and make sure 
you mean it!  In other words, “Thank you for your order.  We appreciate the business”. 

♦ What do I do when the phone rings and I am working with an in-store customer? 

• In most cases, the in-store customer has priority. 

• Excuse yourself to the in-store customer, tell him or her you will take a message 
and be right back. 

• Take a message from the phone caller; say you will call back in X minutes (and 
follow through). 

♦ How should I place a call on hold? 

• Ask permission!  “Do you mind if I put you on hold?” 

• If there is a hold button, use it!  Do no simply lay the receiver down. 

• If you have to keep the caller on hold for an extended period, check back at least 
every minute; “George is still on the other line, do you mind staying on hold?” 

♦ How can I interrupt a caller without being rude? 

• Make it a benefit to them, “Sam, in order to save you time…” 

♦ How do I handle situations where the person being called is unavailable? 

• Simply state, “Sue is unavailable, may I help you?” 

• There is no need to say where the person is or what they are doing. 

• Take a message (write it down). 
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♦ How can I save time on my phone calls? 

• Try to “batch” your calls. 

• Be prepared.  Have all the information handy that you might need. 

• Speak to the right person and stick to the reason for the call. 

♦ What if the caller asks a question I can’t answer? 

• State, “I’ll need to gather more information and will call you back in X minutes.”  

OR 

• State, “Our Feed Manager, Jim, can best help you, do you mind if I transfer your 
call?” 

♦ What is the best way to transfer a call? 

• Transfer phones carefully, do not yell across the room. 

♦ What should be included in a phone message? 

• Name, phone number and location of caller. 

• Date and time. 

• Message. 

• Action requested . 

§ Please return call. 

§ Will call again. 

§ Wants to see you. 

§ Rush. 

§ Other. 

• The name of the person who took the message. 
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30 Ideas for Growing Your Business 
 

1. Always Something Extra:  Shopping should be fun and exciting.  There is nothing made 
that someone down the street can’t sell cheaper than you do.  But if you convey the idea 
that shopping is fun, people will gladly pay for personal service and the personal touch.  
To help make shopping fun, try giving something of low cost away with every 
transaction.  A token item that says your store is special and puts out extra effort to 
satisfy customers.   

 
Example of give-away items:   
 

a) A single dog biscuit with a dog food purchase.  
b) A small pack of “Hungry Cat” rodenticide with a horse or farm flock purchase.   
c) A small cat toy with a cat food purchase.   
d) A small sample of McCauley’s “Bonus Bites” with a horse feed product.  

 
2. Punch Cards:  Give your customers a punch card that offers, “Buy 12 bags, get the 13th 

bag free.”  This is actually a 7.7% discount, however, the majority of people fail to use 
the card.  Studies have shown that the average annual cost of punch cards is less that 2 
percent.  Punch cards can make your customers feel unique and special when doing 
business at your store.  (See example A at the end of this section.) 

 
3. Pet Birthday Cards:  Almost everyone trading in a feed store has a pet.  It’s very easy to 

send a postcard annually offering a discount on pet foods on their pets birthday just to get 
a customer back in your store.  This is a service that helps to set you apart from the 
grocery stores and     Wal-Marts and is a small price to pay to help strengthen customer 
relations.  (See example B at the end of this section.) 

 
4. “Invitation Only” Sale:  An “Invitation Only” sale for current customers is a unique 

way to help cement your base of business and to increase volume.  Everyone who does 
business at your store should have their first ticket made out with complete name and 
address for your customer mailing list.  Send them a letter announcing the special one or 
two day sale.  A week or two later, run the same sale to the public but reduce the 
incentive.  This follow-up creates additional credibility with your current customers. (See 
example C at the end of this section.) 

 
5. Add-Ons:  Employees should be trained to sell items, not dollar amounts.  After 

someone has asked for a bag of Puppy & Performance, the sales person should ask, 
“Have you tried Hubbard’s dog biscuits?  They are a real treat for your hard working 
dog.” 
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6. Stop saying “May I help you?”:  “May I help you?” is a standard opening question sales 
people tend to use all of the time.  Stop it!  The answer to the question is too easy, 
customers simply state, “No.”  What do you, as a sales person say then?  Instead of 
asking “May I help you?”, try “How may I help you?” or better yet, ask them what kind 
of an animal they have or what they do with their animals.  These questions are mush 
more likely to get the customer talking about their needs. 

 
7. Telephone Follow-Up:  This is a low cost idea that can pay big dividends.  Simply 

telephone a week or so after the sale and ask how the customer’s purchase is working and 
to thank them for their purchase.  This shows that you are interested, you care and that 
the customer is important to you.  It makes the customer feel special. 

 
8. Call people by their name:  Learn names and use names.  It adds warmth and helps to 

develop a personal relationship that makes customers feel special.   
 

9. Send a Neighbor Promotion:  Give your current customers a card that says “Hi!  I’m a 
friend of [customer’s name], and I’m your new customer.  This card entitles me to XX% 
off my first purchase.”  After receiving the card, you not only give a discount to the new 
customer, but to your current customer that gave them the card.  (See example D at the 
end of this section.) 

 
10. Art Contest:  Children can play a major influence on the buying decisions of many 

households.  Offer a contest to elementary schools in your area.  Ask the children to draw 
a picture of their favorite animal.  Entries should be displayed in your store, all customers 
can vote on their favorite drawing.  A U.S. Savings Bond can be offered as a prize.  Be 
sure to put a picture of the child, winning drawing and you in your local paper for 
additional advertising. 

 
11. School Tours:  Elementary teachers often like to take their students on tours of 

businesses related to a classroom subject.  Offer tours of your business to the teachers 
during their lessons on agriculture or animals.  Make sure your business is clean and in 
tiptop shape for the tour.  It is an excellent idea to have live animals present.  Baby 
chicks, rabbits or even a barnyard zoo makes the tour memorable for the students.  Make 
sure you pass out coupons and product samples to the students and invite the local paper 
to your business during the tour for a feature article and a great photo opportunity of 
animals and kids. 

 
12. Door Stuffers/Windshield Flyers: A door-to-door or car-to-car campaign can have 

dramatic results if the offer is timely and significant.  Keep the message simple and to the 
point.  You can use a local organization such as a 4-H or FFA club to help with the 
campaign.  Doing so helps to make you a community supporter. 

 
13. Free Fair Bucket:  A great way to get your name out at fairs is to offer a free bucket to 

every 4-H or FFA member exhibiting livestock.  A Hubbard decal on the bucket along 
with your business name will serve as a long lasting advertisement.  To make the bucket 
even more special, letter the 4-H or FFA member’s name on the bucket to personalize it. 
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14. Guest Speaker:  Send a letter to your local 4-H club leaders, vocational agriculture 

instructor, Lions Club, Rotary, Kiwanis or other local community groups offering to 
speak to their group or class on basic livestock nutrition or feeds.  You could point out 
basic but important messages such as following label instructions, including drug 
withdrawal times.  Our brochures and product information sheets could serve as handouts 
for your talk. 

 
15. Roadside Reader Boards:  Roadside board signs are most often used to advertise a 

special.  Try using them from time to time as an attention grabber with trivia questions 
such as “Guess the average weight of dogs in the U.S. and receive $5.00 off any 
Tradition Pet Food Purchase.”  (Answer:  37.4 lbs).  

 
16. You Scratch My Back, I’ll Scratch Yours:  Develop an alliance with a local non-

competitive business.  For example, you offer a free car wash with the purchase of a large 
bag of Tradition Pet Food.  The car wash offers a $2.00 discount coupon on Tradition Pet 
Foods with every car wash.  Another example could be with your local Humane Society.  
You refer people looking for pets to the animal shelter/pet adoption agency, they give a 
coupon good for $5.00 off any Tradition Pet Foods with every pet adopted.  Other 
examples include free horse feed with saddle purchase or free dog biscuits with meal at a 
restaurant, etc., etc. (See example E at the end of this section.) 

 
17. Biscuit Bonanza:  Have a local bank or fast food restaurant hand out free dog biscuits to 

every vehicle going through the drive-up with a pet in it.  Put the biscuit in a small plastic 
bag along with a little card saying “Compliments of [Dealership name].  We sell 
Tradition Pet Food and Tradition Specialty Feeds and would like to have you as a 
customer.”  (See example F at the end of this section.) 

 
18. Community Sponsorship Promotion Deal:  You may get local community groups 

coming in asking for a donation or sponsorship.  For example, your community may be in 
need of a new park, church steeple, community center, etc.  Instead of just giving the 
money straight out, tell the inquirer you would be glad to donate $.50 or $1.00 for every 
bag of Tradition Pet or Specialty Feed sold.  Make up a flyer with that information stating 
the purpose of the promotion – showing community involvement – and have a small ad 
run in the local newspaper.  That way the group still gets their donation – but you get 
some promotion out of the deal too and it becomes a win/win situation. 

 
19. Nursing Homes:  Help arrange a trip to the nursing home with a few of your customers 

and their pets.  National Pet Week (early May) would be an ideal time to help promote 
the special bond between people and animals as well as your business.  Be sure to work 
out details of your visit with the facility before making the visit.  Encourage your local 
paper to attend for a feature story and super photo opportunity of people and pets. 
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20. Pet Portrait Days:  Hold a pet portrait day in your dealership to give your customers and 
prospects an opportunity to show their animals off.  Have a local photographer take the 
pictures.  Make sure you get a bag of Tradition Pet Food and a small sign with your 
business name in the background of the picture to serve as a constant advertising 
reminder.  Order two sets of prints, one to give to the customer and the second to use in 
the Favorite Pet Portrait Contest.  Arrange and number the prints on a poster board 
displayed in your dealership.  Encourage everyone that comes in your business to vote for 
his or her favorite portrait.  The winner wins a free bag of Tradition Pet Food.  Make sure 
you put the winning portrait in your local paper along with a short article explaining the 
contest. 

 
21. Sales Message in Invoices:  Stuff a simple sales message on a new product, promotion 

or special service you offer in every monthly invoice mailing.  Make the mailings unique 
such as a packet of giant pole bean seeds along with the message “We want to grow with 
you!”  (See example G at the end of this section.) 

 
22. Cash In On Payday:  A good time to conduct an advertising campaign is just before 

payday of any large local industry. 
 

23. Teamwork, Teamwork, Teamwork:  Invite your local pet adoption agency to your next 
open house or special savings days to display animals for adoption and to inform 
interested people about their services.  You will be developing an important alliance with 
a business related organization and help your business to be perceived as a “community 
supporter”. 

 
24. “Show-Off Sheet”:  Put up a “Show-Off” poster board in your dealership.  Invite 

customers to bring in pictures of their pets to “show-off”.  When the poster board is full, 
conduct a favorite pet picture contest, inviting everyone that comes into your store to vote 
on their favorite picture.  The winner can receive a free bag of Tradition Pet or Specialty 
Feed for their animal.  Make sure you submit the winning picture along with an article to 
your local paper.  Free, positive advertising never can hurt.  After the contest, clear the 
poster board and start a new contest. 

 
25. “I’ve Tried It & It Works”:  How would you like it, as the owner of a business, if your 

employees could truthfully state to prospects that they have personally used the products 
being sold and that they are more than satisfied with the product’s performance?  How 
can you get your employees to use this powerful selling tool?  It’s easy.  Give each 
employee one bag of product every month or quarter to take home and use themselves.  
The cost is low compared to the increased value of a confident employee.  Belief in a 
product shows and sells! 
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26. Live Radio?  Who Me?:  Yes, you!  Invite your local radio station to your store at least 
once per year to do a live-remote broadcast show.  Conduct an on-the-air promotion 
offering free product to every tenth person that comes to your business and says, “I want 
to start my own Tradition!”  Give all of the people that stop in discounts.  Live radio 
broadcasts can help promote your promotions.  If you are having an open house, why 
keep it a secret?  Have local radio come over and do a live broadcast from your 
dealership.  It will make the open house and your dealership more special and visible to 
the community. 

 
27. Gotcha Cards: Gotcha cards can be a terrific way to motivate employees.  When you see 

or hear an employee do something extra or self-correct an undesired behavior (i.e. “How 
may I help you?” instead of “May I help you?”), present him or her with a “Gotcha 
Card”.  The Gotcha Card recognizes and rewards the employee by offering, for example, 
a free lunch at a local restaurant or a free hour off early from work.  Be careful, use cards 
sparingly, and remember positive reinforcement is highly contagious!  (See example H at 
the end of this section.) 

 
28. Customer of the Month:  Why keep positive happenings a secret?  Develop a 

“Customer of the Month” program to help you spread the word about success with 
Hubbard (Tradition) products and programs.  Examples could be a picture of Tradition 
Rabbit Familyettes, your customer and the champion rabbit from the county fair.   Post 
the picture along with a little story in your dealership.  Be sure to submit the picture and 
article to your local newspaper for publication.  Your “Customer of the Month” will feel 
great and you will reap the benefits of the publicity. 

 
29.  Meet the Expert Day:  People often want information related to the pet as much as they 

want the pet food.  You can help provide that information.  Invite a local veterinarian, 
breeder or kennel owner, pet trainer, pet groomer, Ferrier, or other “expert” to your 
dealership for a “Meet the Expert Day”.  The expert can give advice, demonstrations or 
talks on pertinent subjects.  Your customers will appreciate the information and will 
remember where they received the help.  The “Meet the Expert Day” also can create a 
positive relationship between you and an influential business related person or business. 

 
30. In-Store Demonstrations:  An in-store demonstration with live animals can be a real 

people pleaser.  What better way to show the performance and value of Tradition Pet 
Foods and Specialty Feeds than with an actual in-store feeding demonstration?  Tradition 
brand farm flock feed and chicks or Tradition brand rabbit feed and bunnies could make 
an effective live in-store demonstration along with dates, weights and even a contest for 
names.  Your customers and their children will enjoy seeing the animals grow and 
develop and they will remember the Tradition products that made it happen!  Seeing is  
believing! 
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It’s your pet’s birthday!  We care about you 
and your pet! To help you celebrate, present 

 This card and receive $_____ discount on 
any Tradition Pet Food. 

Good only at: 
_______________________ 
_______________________ 
_______________________ 

Example B – Pet Birthday Card 

You’re special!  And because you are a 
customer, we are inviting you to our 
“Customer Only” sale.  Present this 
invitation on _____(date) and earn _____ 
discounts on Tradition Pet Foods 

Good only at: 
_______________________ 
_______________________ 
_______________________ 

Example C – “Invitation Only” Sale 

Hi!  I’m a friend of __________________ , 
and I’m your new customer.  This card 
entitles me to ____% off my first purchase! 

 
Good only at: 

_______________________ 
_______________________ 
_______________________ 

Example D – Send a Neighbor Card 

 
 
I have purchased 
_____________________________ at 
___________________________.  This 
card entitles me to a free car wash at 
_______________________________ 
 

Example E – Non-Competitive Alliance 

 
 
I washed my vehicle at 
_____________________________.  
This card entitles me to ______% 
discount at ______________________ 
 

Example E – Non-Competitive Alliance 

 

VIP CARD 
You are a regular customer and we appreciate 
your business.  Buy 12 bags of Tradition Pet 

Food and receive a 13th bag FREE! 
Good only at: 

_______________________ 
_______________________ 
_______________________ 
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Example A – Customer Punch Card 

10 11 12 8 7 6 5 4 3 2 1 
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Free Dog Biscuit courtesy of 
_____________________________, your 
Hubbard Pet Nutrition Center!  For 
service, quality products and fair prices, 
see us at: 
_______________________________ 
_______________________________ 
_______________________________ 

 

Example F – Biscuit Bonanza 

 
We appreciate your business and  
“Want to Grow with You!” 
_______________________________ 
_______________________________ 
_______________________________ 
 
“Your Hubbard Pet Nutrition Center!” 

 
 

Example G – Invoice Sales Message  

 
Gotcha Card 

I “Gotcha” doing something that I believe 
deserves a reward!  This card entitles  

 
___________________________________ 

 
to a free lunch at ____________________. 

 
 

Example H – Gotcha Card 
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Get Started! 
 
Hopefully this booklet has given you some ideas that can help you merchandise your products 
more successfully!  In order to make the best use of this booklet, I would suggest that you first 
become will acquainted with it.  Ask your sales representative for assistance if you have any 
questions.  Spend some time measuring the effectiveness of your current merchandising 
techniques.  Look over your store through the eyes of a customer, going over the items and areas 
listed in the image section.  Try to develop a general plan or desired direction for your store’s 
future merchandising programs. 
 
The next step should be an employee meeting, involving every employee in the store.  Go over 
the merchandising manual with your employees and, with their input, develop an action plan to 
improve the merchandising program for your business.  It is critical that each employee 
understands and believes in the action plan, understands his or her role in the plan and sincerely 
feels that he or she is part of the team.  Try to get employees to take responsibility for parts of the 
plan, i.e. the grinder/mixer person will handle the warehouse and, with the truck driver, will 
work on the outside and dock of the building.  Perhaps a contest for the “Most Improved” area 
(using an impartial judge) would help get the job done. 
 
In any event, the best way to finish a job is to get started.  Perhaps the following quotes and 
quips can provide some motivation. 
 
♦ “The first ten seconds a person is in your store is more important than the next then 

minutes.” 

♦ “Customers go where they are invited, they stay were they are well treated, they buy more 
when cultivated.” 

♦ “Only 5% of the customers that switch ever tell you why.  Thank Them!  Who do you 
suppose the other 95% tell?” 

♦ “Urgent versus Important:  It takes effort to work on important things.  Urgent things will 
come to us.” 

♦ “The secret of getting ahead is getting started.” 

♦ “On time is late for a leader.” 

♦ “There’s nothing more permanent that change.” 

♦ “If you think you can, or, if you think you can’t, either way, you’re right!”  ~Jack Buck 

♦ “Don’t confuse activity with productivity.”  ~B.W. Luschen 

♦ “Blaming your faults on your nature does not change the nature of your faults.”  ~Thomas 
Harris 

♦ “When you’re receiving flak, you’re probably over the target.”  ~George Hurley 
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♦ “The Seven Steps to Stagnation” 

1. “We’re not ready for that.” 
2. “We’ve never done it that way before.” 
3. “We’re doing all right without it.” 
4. “We’ve tried it that way and it didn’t work.” 
5. “It costs too much.” 
6. “That’s not our responsibility.” 
7. “It will never work.”    

 
~Larry Tillemans 

 
♦ “Says Who?” 

• The world is flat. 
• The sun circles the earth. 
• Man will never fly. 
• It’ll never replace the horse. 
• The sound barrier will never be broken. 
• The Third Reich is invincible. 
• No one can run a four-minute mile. 
• Television is just a passing fancy.  

 
Many simply accept what others say…. 

  Thank goodness there are some who question it! 
 
♦ “Seven Rules for Losing” 

1. Quit taking risks. 
2. Be content. 
3. Be inflexible. 
4. Concentrate on your competitor, instead of your customer. 
5. Put yourself first. 
6. Look to someone else to do your thinking for you. 
7. Memorize:     TGE – That’s Good Enough. 

TNMJ – That’s Not My Job. 
 
 ~Donald R. Keogh 
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Information for this manual was taken in part from the following sources: 
 

1. Agri Business Group, Indianapolis, Indiana. 

2. Farm Store Merchandising – including articles: 

• “4 Steps to Better POP Displays”, by Jerry Zerg 

• “Dress Up Your Displays”, by Michael Jackson 

• “Color Your Displays”, by Susan Winsor 

• “Window Displays Not a Mysterious Art”, by Craig Sabatka 

• “How to Speak Sign Language”, by Jerry Zerg 

3. American Management Association, New York City, New York 

4. Customer Vision, Howard Heyden 

5. Advanced Management Journal 

6. Hubbard Market Research Department 

7. Hubbard Training & Dealer Development Department 
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today! 


