
LOOK & FEEL
As with most things in life, first impressions count.  If you do business out of an office as opposed to a storefront, there is little that can be done to demonstrate to a client that you are smart and capable. The client is forced to assume such qualities from the clues you give them in terms of your office and waiting room. How much confidence would you have if you walked into an office that was dirty, cluttered, with trash on the floor, paint peeling, outdated magazines, and Salvation Army furniture that was torn and worn. 

A professional office should radiate confidence, cleanliness, and competence.  It should say “I know what I’m doing and how to get it done.” Computers, libraries, diplomas on the wall are props that have been used for so long that they are almost necessities. Often, if you want to send a signal of humanness, a collection of props (antique medical paraphernalia) or pictures of the family work.

A store should do pretty much the same thing.  Unless you are an antique store that is trying to give the impression that somewhere, in the jumble of merchandise that the customer is confronted with as they plow their way through your store, is a real bargain, your store should radiate quality.  If the merchandise doesn’t differentiate the store from others selling similar merchandise, then the layout of the store and its ambiance will have to help the customer feel that your store is something special. 

For service businesses, the staff will radiate the “feel” of the business. For most people who sell services, it is difficult to demonstrate that you even exist in Solana Beach, no less trying to prove that you are the best in your trade. For service businesses, the customer often settles for the fact that the person is licensed and therefore meets at least some minimum standards. Beyond that, your staff needs to fill the room with professionalism, openness, warmth and customer service.

All the above holds true for retail establishments, but the quality of your merchandise will likewise play a huge role in establishing the “feel” of the store and its long-term success. 

Beyond all this, it is ultimately your business reputation that determines the lasting image of your business.  (Please also see other closely related articles in this series, “Marketing & Market Research” and “Choosing Your Location, Location, Location.”)

ADDITIONAL SOURCES OF INFORMATION
· www.entrepreneur.com/management/index.html
· www.bizmove.com/
· www.sba.gov/smallbusinessplanner/manage/index.html

PROFESSIONAL HELP FROM SOLANA BEACH BUSINESSES 
& OTHER CHAMBER MEMBERS
· The Solana Business Forum (click on “Business Services”, then on “Accountants”) Chamber Members are noted as are those who give discounts to other chamber members.

· Stuart Schreiber; Small Business Co. Inc; (858) 481-5600.
· www.EdwardBalian.com  
Local marketing, branding and market research services; (760) 809-9778.
· www.Excoveries.com 
Local marketing, branding and web-based services.
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