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Each year billions of dollars are
spent advertising businesses
and products. A great example

of this process is the 30 second com-
mercials played during the Super
Bowl each year that cost millions of
dollars. While few of you reading this
magazine have advertising budgets
that large the logic behind advertis-
ing at any budget is the same. Get
the biggest bang for your buck in
your efforts to tell people about your
business and the products you offer
in order to get them into your store.
However the need to advertise and
inform does not stop at your door, it
simply changes its form inside where
your in-store displays and signage
take over. 

I like to think of in-store displays
and signage as silent salesmen. If
done properly they can inform, edu-
cate and help your customers make
purchasing decisions as well as
encourage add-on sales, all without
increasing your overhead cost. The
only thing required is a little thought
and planning to get these silent
salesmen working for you.

To better understand how and
why in-store displays and signage
works lets take a closer look at the
relationship between advertising, in-
store signage, displays and the cus-
tomer.

“For the most part people don’t
really like to shop; they like to buy,”
said Suzanne Egan, owner of a suc-
cessful advertising agency located in
Altoona, Pennsylvania. “Everyone
today is pressed for time and

although advertising is designed to
introduce people to businesses and
products and to stimulate the desire
to buy, people do not have the time
to roam aimlessly around a store
searching for product. Advertising
focuses on both the visual and audi-
ble media with a combination of TV
and radio ads plus billboards and
direct mail. To be totally effective
this same theme must be carried
over inside the store as well in the
form of directional and informative
signage, VHS closed loop or DVD
product informational video dis-
plays and attractive physical product
displays and grouping of associated
products.”

“Any store owner that does not
take full advantage of what I call in-
store advertising is missing a great
opportunity to not only make the

shopping experience pleasurable for
their customers but to improve their
bottom line as well,” Egan contin-
ued. “In-store selling aids should be
specifically designed to direct the
customer to the products in which
they are interested, provide informa-
tion about the products available
and inform them about related
products in which they may also be
interested. It is important to remem-
ber that the easier we make it for a
customer to buy a product the more
likely they are to make the pur-
chase.”

By John Kasun

In-store signs such as this identify specific segments of the store and assist customers in
locating products in which they are interested. (Note: Each bow is also tagged with not
only the price but the specific components included in the bow package.) This informa-
tion helps the customer narrow his choice while acting as a “silent salesman”.

Manufacturers’ displays such as this one
from Buck Bomb help put the maximum
amount of product in the minimum
amount of space. The attractive display
also carries through with the national
advertising theme which in turn triggers
customer recognition.
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National retail chains do an
excellent job with in-store signage
and there is an important free lesson
to learn from all the money they
have spent to get it right. As an
example go into any Home Depot or
Lowe’s building supply center and
your first reaction is to automatically
look at the large signage that directs
you to the various departments.
Within those departments are addi-
tional signs breaking down the
department into sub-sections. While
it would be impossible to have signs
that would direct the customer to
the exact item for which they may be
looking at least if they need an elec-
trical outlet they don’t wind up in the
lumber section. 

“We work hard on our marketing
and advertising programs to get the
customer into our store and it makes
no sense to drop the ball at the
door,” stressed Rob Kaufhold, owner
of Lancaster Archery Supply, in
Lancaster, Pennsylvania. “Our in-
house signage not only helps guide
the customer to the items in which
they are interested, it also allows our
sales staff to spend their time help-
ing customers who need specific
assistance with a purchase.”

Go into any Dick’s Sporting
Goods, Bass Pro Shop, Cabela’s or
Gander Mountain and you will see
the effective use of signage directing

customers to the vari-
ous sections of the
store. For a little test
take notice of how
many people come
into your store and ask
directions such as;
“Where are your arrow
rests?” or, “Do you have
any deer calls?”  While
that may not sound like
a big deal, think of it
this way. If in-store
signs had directed the
customer to his area of
interest then when you
approached him the
conversation might
have gone something
like this, “Which of
these rests do you rec-
ommend for hunting?”
or, “Can you tell me
what the advantages of
this 20 dollar deer call
are over this one for 10
dollars?”  In which
example is your time
being better spent and
which situation is clos-
er to a potential sale?  

You can never have enough signs
to eliminate all the questions and
that is not the intended purpose but
the proper signage can give you
more time to work with the customer

and close the sale. The
difference boils down to
being a traffic cop or a
banker; the choice is
yours.

Although people
don’t normally think of
it as signage having
items properly marked
with price tags is very
important. One of the
leading causes of frus-
tration listed by con-
sumers in a national
survey is merchandise
that is not priced. Most
people are working with
a budget and having
items priced allows the
customer to narrow his
choices to those that fit
within that budget
when selecting an item.

No one likes to be embarrassed and
there is nothing more awkward for a
customer than to spend time making
a selection only to find the item is
out of their price range. Priced items
make it easier for your customers,
eliminate unnecessary questions
and reduce errors made at check-
out.

There is an old saying that goes,
“Don’t hide your light under a bushel
basket.”  That saying applies directly
to the retail business. As Rob
Kaufhold said earlier, “Don’t drop the
ball at the door.”  The atmosphere in
any shop should be one that is invit-
ing, informative, attractive and one
that makes the customer feel com-
fortable and relaxed. Good product
displays not only play a key role in
creating this atmosphere but they
can have a direct impact on sales.

Grouping like products together
accomplishes several things. First it
creates the impression, real or per-
ceived of a large selection. Second it
allows the customer to not only find
items in his price range, (if properly

Taking this Glen Del Buck out of the box and placing it on
display will definitely increase sales. Not only is it an
attractive addition to the shops displays but the informa-
tional poster shows how easily the target can be set up
and used. This is a perfect example of how a display can
“make a sale” without the involvement of a salesman.

Debbie Gervasio, Sporting Goods Manager for
Rockingham Cooperative, restocks this attractive Buck
Wear display. This manufacturer’s display is not only neat
and attractive but it stimulates impulse sales without tying
up sales staff.
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marked with prices), but it also
allows the customer to sell himself
“up”. Looking over the entire selec-
tion of arrow rests, blackpowder
rifles, or whatever, the customer may
decide to exceed his budget because
for only a few dollars more he can
buy what he sees as a more desirable
item. Displays should also be
arranged with add-on or impulse
sales in mind. As an example, keep
the extra broadhead blades next to
the broadheads they match, the bat-
teries next to the flashlights, scent
dispensers next to the buck lure dis-
play, etc.

Many manufacturers offer in-
store signage and displays designed
specifically for their products. The
displays are engineered to stock the
maximum amount of product in the
minimum amount of space and are
normally coordinated in color and
design to match their nationally
advertised image and brand with
which the customer is already famil-
iar.

Expensive items such as optics,
rangefinders and GPS units and
small items such as collectable
knives are best kept in glass display
cases. However all such items should

be clearly marked with
the selling price and at
least one of every item
should be out of the
box where it can be
easily seen by the cus-
tomer. This also saves
the sales staff from
unpacking and repack-
ing any item that a
customer might want
to examine more
closely. 

Displays and end
caps should be
changed according to
season to maximize
sales and should be
neat, uncluttered and
clean at all times.
“Although the majority
of our customers in the
sporting goods depart-
ment are men that
doesn’t mean that they
don’t want things to be
clean,” said Debbie

Gervasio, Sporting Goods Manager
for Rockingham Cooperative located
in Harrisonburg, Virginia. “I insist on
clean glass in all of the showcases
and dust free product displays
throughout the department.”

There is no argument that the
suggestions outlined in this business
brief are common sense but that
does not mean they are not impor-
tant or should be dismissed without
serious consideration. Simply get-
ting a customer through your door
does not guarantee a sale. However
making it easy for him to find the
products he desires while exposing
him to add-on sales can make for a
happy customer and a fatter bottom
line. Proper signage and effective
product displays can make the dif-
ference; make them work for you.

Editor’s Note: In addition to his
writing duties, John Kasun is an out-
door seminar speaker and a business
consultant with experience in corpo-
rations large and small. He can be
reached at 126 Hickory Lane,
Duncansville, PA 16635, by phone at
(814) 695-5784 or by email at
kasun@atlanticbb.net.

Circle 11 on Response Card

These two customers are in the process of selecting new
broadheads. This display groups all the heads in one section
making comparison shopping easy. The display also con-
tains extra blades and broadhead wrenches increasing the
opportunity for add-on sales.
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