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Connecting the dots  
within the district businesses 

 
 
Advertising: 
 
 
 
Consists of _________________ 
 
 
 
Advertising challenges: 
 
 
 
Media challenges: 
 
 
 
CAVE dwellers are: 
 
 
 
C    A    V    E    
 
 
 
Can a business stop advertising? 
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Retail promotions (currently) 
 
 
 
Is there a disconnect? 
 
 
 
Advertising is: 

 
1 
 
2 
 
 
Promoting is: 
 
1 
 
2 

 
Advertising costs: 
 
 
 
Promoting costs: 
 
 
 
Power promoting costs, shows, is, builds: 
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Power promoting is building, creating and getting: 
 
 
 
How we learned how to Power Promote: 
 
 
 
Which of your merchants would be an immediate success story 

with a power promotion? 
 
 
 
Creativity 
 
 
 
Budget 
 
 

 
Complexity 
 
 
 
Potential results 
 
 
 
Merchants’ reception attitude (watch out for CAVE people) 
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Snipe hunting 
 
 
 
Magic Santa 
 
 
 
Aiken’s Makin 
 

 
 
Local service organizations 
 
 
 
Seasonal lighting 
 
 
 

Small-business holidays:  
 
 
March 29 
 
 
 
May 10 
 
 
 

July 20-26 
 
 
Chase’s calendar of events 
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Successful results require: 
 

 
Budget –  
 
 
Plan – 
 
 
Follow-through -  
 
 
Documentation – 
 
 
A.M.P.  
 
 
Advertising 
 
 
Marketing 
 
 
Promoting 
 
 
Don’t forget to send me a request!  tomshay@profitsplus.org 
 
 
The idea: Connect the dots 
 
 

The story of Tom Shay’s small town 
 
 
It’s a Wonderful Life! 
 
 
Are you a       ? 



 

Connecting the Dots Within the District Businesses 
Page 7 of 10  
 

 
P.O. Box 128 

Dardanelle, AR 72834 
www.profitsplus.org 

 

Resources Order Form 
Today's prices reflect a 20-percent savings off regular prices! 

 

 

 

Filled with 251 strategies 

for increasing business 

with retailers. Also a 

great read for retailers. 

 

$15 

 

 

  

 

 

Create and see each of 

your next 12 financial 

statements (includes a 

disk for computer 
installation). 

 

$25 

 

 

 

 
 

Ideas Book #1 

 
Advertising and 

promotion ideas that 

have been proven to 

work at little or no cost.  

 
$8 

 

 

  

 
 

Ideas Book #3 

 
Advertising and promotion 

ideas that have been 

proven to work at little or 

no cost.  

 
$8 

 

 

 

 
 

Ideas Book #2 

 

Business-building and 

managing ideas to 

increase profits and 

reduce expenses. 

 

$8 

 

 

  

 
 

Ideas Book #4 

 

Business-building and 

managing ideas to 

increase profits and 

reduce expenses. 
  

 

$8 

 

 

 

 

 

A collection of 50 of the best 
of Tom Shay’s columns from 
65+ trade journals and 
magazines. (PDF format on 
CD) 

 

$15 

 

 

  

 

 

A second collection of 50 

of the best of Tom Shay’s 

columns from 65+ trade 

journals and magazines. 

(PDF format on CD) 

 

$15 

 

 

 

 

 

29 posters providing 

inspiration, education 

and motivation.  

 

$15 

 

 

  

 

 

This deck of cards creates 

an interactive event for 

employees to learn how to 

work better with 

customers. 

 

$15 

 

 

AMP 

 
Calculator 

 

Make your annual 

advertising, marketing 
and promotional plans – 

guaranteed to keep you 

on budget and on task! 

 

$30 

 

 

  

 

 

Screen savers for your PC 

containing photos of store 
displays and the best 

ideas from the Power 

Promoting books. 

 

$15 

 

 

VALUE PACKAGE 

 

 

 

 

 

 

 

Get the complete 12-piece set of Profits+Plus Tools which includes: 
 

EZ Cashflow™ How to become the Powers Posters Collection 

All 4 Idea Books   Preferred Vendor Power Promoting PC 

Big Deal Cards What Does Tom Say? Screen Savors 

AMP Calculator What else Tom Say?   

 

$175 

 

 
 

EACH ITEM SOLD WITH A GUARANTEE TO MAKE YOU MONEY! 

Name: Business Name: 

Address: City, State, Zip: 

Phone #: e-mail Address: 

Credit Card #: Expiration date: 

Signature: Today’s Date: 

Please send me the monthly e-retailer via 
e-mail FREE! 
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Mission Impossible: 

Possible Mission 

 
By Tom Shay 

Looking at businesses in your district, you 

will find they fall into one of two groups. 

The first group will be those with 

businesses located in communi- ties that 

are small. Most likely, these businesses 

haves the benefit of drawing from a 

customer base that is too small for the 

chain-store competition to attempt to 

reach. The answer given by these 

businesses will probably explain how they 

have lost some customers to catalogs or 

the Internet, as well as losing some to the 

business that is located at the county seat 

or over in the next big town. 

 

Let's move to the second group. Ask these 

businesses who is the competition, and the 

names will include every mass merchant 

you have ever heard. Each of these 

businesses is a "category killer," able to 

dominate the market for the products they 

sell. 

 

Then ask these businesses to tell you how 

business has been since one of the 

competitors have arrived in their town. 

Their answers usually fall into three 

groups, one of which will tell you about 

their desire to sell their business to 

someone or how they are considering 

closing their business. 

 

The second group of businesses will tell 

you that after the competition arrived, 

they managed to survive with fewer sales 

by cutting expenses and doing with less—

both as a business and as the owner. 
 

It is the third group that has the answer 

we want to hear. This is the group that 

contains the true merchant. These are 

the people who have the experience, the 

answers, and who are thriving in the 

face of competition. You will find most of 

these businesses felt the initial impact of 

competition and now have sales that are 

equal to or more than their sales of 

previous years. What is it they have 

done to counteract this competition? 

From their comments, we offer their 

experiences and a collection of SIX 

suggestions. 

 

IDENTIFY THE COMPETITION AND THEIR 

TACTICS.  Many will tell you when they 

first heard there would be a new 

competitor on the scene, they made a 

point to visit one of these stores and see 

how they operate. They watched the 

category killer's advertising, 

merchandising, hiring practices and 

pricing. They also located their 

counterparts who were already 

competing against these businesses and 

asked what their experiences had been. 

When the competition finally came to 

their market, they already had a year or 

more experience available to them. 

BONUS ARTICLE 

 
SOUND ADVICE FOR BUSINESS 
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Mission Impossible: 

Possible Mission  
(continued) 

By Tom Shay 

Most of these businesses stated 

that one of the advantages of the 

competitor was location. What can 

you do to counteract this? 

 

Promoting services and goods that 

will be exclusive to your business, 

and make your business a 

community center of activity. One 

business accomplished this by 

frequently hosting the bloodmobile, 

allowing the antique auto club to 

utilize his parking lot, and inviting 

other charitable groups to have a 

sidewalk sale in front of his 

business. 

 

GIVE YOUR BUSINESS A CLEAN 

IMAGE. Several of the businesses 

in our "thriving" group redesigned 

their stores. If your business has 

not had a facelift in three or more 

years, it is time for at least a fresh 

coat of paint, some changes in 

lighting, and moving some of the 

inventory to new locations. 

 

PROMOTE YOUR PEOPLE 

ADVANTAGE. One business 

outfitted her entire staff with shirts 

that had their names embroidered 

above the pockets. This touch 

added a degree of professionalism 

the competition cannot match. Hold 

1-hour bi-weekly meetings with all 

of your staff. 

Whether you have the advantage 

these businesses had by preparing 

for a coming competitor, or are at 

the point where you simply need to 

hear the experiences of the 

successful businesses, you can act 

now to make a difference. 

 

IDENTIFY THE DIFFERENCES AND 

TAKE ADVANTAGE OF THEM. One 

business owner performed an 

exercise of listing 20 advantages 

the competitor had over his 

business. Then he listed 20 

advantages he had over the new 

category killer. Utilizing the two 

lists, he promoted all of the 

advantages he was able to offer. At 

the same time, he began looking for 

ways to counteract the advantages 

the category killer had. 

 

For example, if your competition is 

open 12 hours a day (or worse yet, 

24 hours a day), you probably can't 

match their hours. However, a 

business having hours of 8:30 a.m. 

to 5:30 p.m. is available to only 

four groups of people: those 

working second- and third-shift 

jobs, retirees, the unemployed, and 

the sick person who is missing a 

day from work. Expanding your 

hours—and even offering after 

hours delivery—can go a long way 

to negating this advantage. 

BONUS ARTICLE 

 
SOUND ADVICE FOR BUSINESS 
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Using your store records, as well as 

the driver's licenses you may use 

for check-identification purposes, 

begin to create a mailing list of all 

your customers. One business has 

weekly door prizes as a means to 

gather this information about his 

customers. 

 

Creating a monthly newsletter that 

is sent to all those who have 

shopped in your business is an 

ideal way to maintain this contact.  

Financially, it is not only affordable, 

but it adds credence to the formula 

that states it costs $20 to gain a 

new customer, but only $4 to keep 

a current customer. 

 

Your newsletter should include 

information about new products 

and services, your employees, as 

well as information that ties your 

store to your community; talk 

about the Little League team you 

sponsor, remind your customers 

about the bake sale by the ladies 

club or the pancake breakfast at 

the Kiwanis club. 

 

Competing with the category-killer 

competition is not easy. They are, 

however, here to stay. Let's work 

to make sure you are, too. 
 

Mission Impossible: 

Possible Mission  
(continued) 

By Tom Shay 

As your staff can eliminate the "I 

don't know" phrases and add the 

"Let me tell you about this new…" 

statements, you have tremendously 

differentiated your business from 

the category-killer competition. 

 

HAVE A PRICING STRATEGY.  Most 

businesses made a point to review 

their pricing of products and 

services. They found the 

competition had a list of about 100 

items they advertised on a regular 

basis. There are three ways to 

respond to this competitively priced 

image. 

 

One is to go head to head with 

these 100 items. You will make little 

to no money in this situation, but 

you can make up for this elsewhere.  

The second strategy is to change 

brands so as to eliminate the direct 

comparison. And the third strategy 

is to eliminate the product 

completely. There is no advantage 

here to having products and 

services that your competition has 

priced so low that your prices look 

out of line—especially as the 

competition has advertised the item 

so frequently. 

 

IDENTIFY YOUR CUSTOMERS.  

Noted business speaker Jack Rice 

stated, "Never forget a customer; 

never let a customer forget you."   

BONUS ARTICLE 

 
SOUND ADVICE FOR BUSINESS 

 


