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p-TIPS Retail therapy 
(Top 10 ways to turn off customers)

Retail stores, especially SMEs, cannot afford to lose even a single customer 
in this era of stiff competition. It doesn’t take a lot of cash or high-tech giz-
mos to create a pleasant atmosphere in which shoppers are happy to spend 
time and their hard-earned money. Shari Waters, consultant at http://www.
retail.about.com/, suggests that retailers look around their stores and see if 
any of the following may be turning customers off and pushing them into 
the doors of competitors or onto ultraconvenient Web e-tailer sites.

1) Dirty bathrooms. Restrooms, even if not for public use, must be 
sparkling and well supplied with soap, trash bins, and paper products. 
Daily cleaning is a must.

2) Messy dressing rooms. Tidy away hangers, tags, and packaging after 
each customer’s use.

3) Loud music. Relaxing music contributes to a good retail atmosphere, 
but when too loud or inappropriate can ruin it.

4) Handwritten signs. Printed signs are easier to read and look much 
more professional. Use or borrow a computer and experiment with 
fonts and sizes that complement your store.

5) Stained floor or ceiling tiles. Regular cleaning, by the owner/employ-
ees or a contracted service, keeps stores looking fresh and attractive. 

Replace stained carpets or tiles as soon as possible.

6) Burned-out or poor lighting. Replaced burned-out bulbs immediately 
and ensure that customer areas have sufficient light. Some customers’ 
eyes may be aging or less than perfect. It’s certain that what they can’t 
see, they won’t buy.

7) Offensive odors. If you’re operating a feed store or garden center, 
shoppers accept the smell of fertilizers. Some odors even invite pur-
chases. But avoid strong smells (even of perfume) that may offend 
and use natural neutralizers if necessary.

8) Crowded aisles. Allow adequate space for customers to move and 
keep walkways clear. Being cramped is a turn-off; so is not being able 
to spot a wanted item hidden under others or the fear of injury from 
falling merchandise.

9) Disorganized checkout counters. Keeping the checkout area neat in-
creases customer confidence and discourages theft.

10) Lack of shopping carts/baskets. Your store may be too small for carts, 
but every retailer needs baskets with handles that leave hands free to 
examine more items and encourage multiple purchases. Make sure 
that enough are available.

by Richard Barton...............................................

data analysis. Obtaining timely and accurate data is vital to managing and im-
proving processes. The use of statistical process control to assist in benchmark-
ing exercises and improve system organization was considered essential.

A human resources focus was evident in the enterprises visited in Australia. 
The importance of knowledge and experience, and the commitment to “experi-
ence excellence” and build on creativity and innovation were seen as the key to 
excellence. An emphasis on work-life balance for better workforce morale was 
evident. Most organizations expressed the importance of internal harmony, of 
winning the hearts and minds of the workforce, and the utilization of imagina-
tion instead of memory. Building the skills and competence of all staff and 
encouraging teamwork showed how people are valued. Many representatives 
of the enterprises visited pointed out that it was essential to recognize different 
perspectives but to have a common vision.

The importance of business process management in breaking down silos and 
managing the business better was highlighted, because quality improvement is 
a moving target driven by increasingly higher customer expectations. Several 
noted the reality that the journey to business excellence and continuous improve-
ment never ends. Benchmarking as an essential learning tool for continuous 
process improvement was pointed out consistently throughout the visit. Business 

results should be seen as the outputs and they demonstrate whether an enterprise 
is being managed effectively. Practical productivity improvement starts at the 
enterprise level and should be encouraged to “spread like a virus” throughout the 
whole organization and to suppliers, vendors, and customers.

By utilizing the business excellence framework in a systematic way, enterprises 
can take advantage of a proven set of criteria to identify strengths and opportuni-
ties for improvement in a way that is understood by both management and the 
workforce. The aim of the business excellence framework and the application 
process is to create an environment for sustainable continuous improvement. 
Winning an award or being recognized is not the key driver for most enterprises. 
Increased productivity is.

Richard Barton is the Managing Director of Business Improvement Advisory 
Services. Previously he was the Business Process & Quality Management 
Executive for IBM in Australia and New Zealand. Prior to that he was 
General Manager of the Australian Quality Council. He is a Senior Member 
of the American Society for Quality, and a Fellow of World Confederation of 
Productivity Science. He has had a long and close association with the APO 
since 1992.
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