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Proactive 
Showrooms 

Upcoming Live Webinars 
 

June 17  11 a.m. Central 
 

Are Incandescent and Halogen 
Lighting Going Away?  
How to Prepare for an  

Energy-Efficient Future. 
 

SPONSORED BY: 

 
Upcoming Recorded Webinars 

 

May 31 – June 4 
 

Sizing Techniques for  
Decorative Fixtures in Large 

Vaulted Spaces 
Recorded June 2009 

 
SPONSORED BY: 
 

 
Webinar Instructor: Joe Rey-Barreau 

 
Download registration forms from 
www.americanlightingassoc.com/

members. 

 Connect With Your Customers: Using Surveys to 
Gain Important Feedback 

By Barbara Crowhurst 
Retail Makeover Specialist 

 
Recently I read an article that stated  

67 percent of consumers polled left or  
didn't return to a store because of  
perceived apathy — stores seemingly  
or actually not caring about them as  
customers. 

That got me thinking about the whole 
customer experience and the importance 
of the real connection between you the 
retail owner and your customers. 

Service quality is your number one 
concern. It's part of the whole customer 
experience. Retail consumers measure 
you in the market place and against  
your competition. 

In my daily practice as a retail  
business coach, I'm often asked the  
question, "How does a retailer find out 
what the customer experience is in  
my store?" 

The best and easiest way is to ask. 
Surveys get you in front of your customer. 
You get to hear what they think. 

So what do you ask your customers? 
Here are key ideas you may want to know: 
 Where do they live? 
 How often do they come to your area  

to shop? 
 How often do they come to your store? 
 Do they like your store set up? 
 Is it easy to find things and to move 

from one place to another? 
 Do you carry the products they like? 
 Would they like to see something added 

to your product mix? 
 How is your staff? Friendly, knowledge-

able, available to help? 
 How is your store appearance? 
 How is your customer care? 
 How are your product displays? 
 How would they rate their overall  

shopping experience? 
 How are your price points? 
 Would they recommend your store to 

friends and family? 
 Would they like to receive your monthly 

newsletter? 
  

Consider using a one to 10 rating  
system for some of the questions, with  
10 being exceptional and one being  
very poor. 

I believe in regular surveys; once a 
year is a must. You should be able to  
handle this yourself. Create the form and 
do the leg work. 

Surveys can be administered in many 
different ways: in store, online, through 
your monthly newsletter, mailed to your 
customers’ homes and places of business 
or by phone. There are lots of different 
approaches. 

I recently went into different retail 
stores to pick up their customer care 
cards. They ranged from formats that just 
ask, “How are we doing?” — leaving me 
endless lines to write my opinion — to sur-
veys that were full of questions with boxes 
to tick off. 

There were online surveys with a  
contest attached to them and “mail me 
back” surveys with a coupon attached to 
them. In one mall, people were hired to 
ask survey questions. That was a nice 
touch because it was personal. 

You choose what works best  
for you. 

As a thank you, you may want to give 
an in-store coupon for, let's say, $5 or $10. 
It's a nice gesture, and the customer gets 
to spend the coupon in your store. 

So what do you do with the info you 
get? You react to it and act on it to im-
prove the customer experience in your 
store. When you keep your customers 
amazed, they’ll come back time after time. 

 
Barbara Crowhurst, a featured speaker 

at the 2010 ALA Annual Conference, is a 
retail specialist, business coach, speaker 
and trainer whose retail makeovers have 
helped thousands of retailers avoid  
common mistakes and find ways to keep 
customers coming back.  

She can be reached through her  
website at www.BarbaraCrowhurst.com. 

A limited number of manufacturer-

sponsored Annual Conference 

scholarships covering the registra-

tion fee and hotel for one delegate 

are available to ALA member  

showrooms, with preference given 

to showrooms that have not recently 

sent a delegate to Conference. 

 

This year’s conference will be held 

at the Encore at Wynn Las Vegas 

Sept. 20-22.  

 

To obtain an application, visit 

www.ALAConference.com or  

contact Eric Jacobson or Beth  

Bentley at 800-605-4448. 

 


