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' Almont Egg-stravaganza (March) and Almont Spring Fing (May) i




ABC Signs

Charlie Browns

BUILDING A STONG DOWNTOWN
ALMONT DDA

We are looking for individuals to serve g
the DDA Board of Directors.

Are you interested in planning special

events, infrastructure improvements, foster

ing a positive business climate and serv

your community? This may be just the
thing for you!

Call the DDA office for more information
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Almont District Library
Almont Hideaway Lanes

Country Smokehouse

Huddle Bar and Grill

LaBaron’s Powersports
Novak’s Supply and Equipment
The Mill and Brewhouse
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Almont Area Chamber of Commerce
Almont Dollar Store

American Tree

Country Corner

Downtown Almont

K & R Garage Doors

Mike's Antiquary

Oasis Hair Salon

....add your business name here!

Almont Area Chamber Board of Directors

President
Vice-President
Secretary
Member
Member
Member
Member

Johanna Nuculovic—CSB Bank

Dennis Brown—Better Health 2

Patty Cleghorn—Promotional Solutions

Terri Rogulski—Century 21—AAA North

Susan Gainer—Four County Community Foundation
Dr. Jay Vanderest, DDS

Jim Ligon

WAKE UP WITH ALMONT !

held at the Almont Lions Hall at 222 Water
Street. Admission is $5/person.

March Speaker: Dave Eckman—Country 92.5

Join us on the second Thursday of each month for
a breakfast filled with informative speakers, dgor

prizes and unlimited networking opportunities.
This event takes place from 7:30 —8:30 am an

dis

Please visit www.AlmontChamber.com Your Community Chamber is working hard for you!




. 1 would like to give my store a “facelift” but | don’t hémg laudget. Do you have any tips?

: “Compelling visual presentation can be a mmvarfybur selling arsenal,” says retaibobbsnise Schroeder,
of Image Accomplice. Effective visual merghafidisistory to your customer—about a spduaific geason, sale
event or simply about a lifestyle you wislgtut higdhy given moment.

Your retail environment—from your fagade ttingtloseto your back walls—should offestpouerca sensory
experience. Whether it is through sights, soamas o8 a combination of all of three, yoshepteell a story
about your store’s image and merchandise offer.

Whether you are selling budget widgets or aidigegstbere is a common denominator wheprgseating your
merchandise offer: set it to sell it. That & therahandise is “set” (laid out, presentgddaiias a large impact
on how that merchandise will sell. The betbeit,ytbe dhore you'll sell.

First, walk through your store and see theffipmr ase the customer. See what they will 3es-cemfzelling, what
is captivating?

Think of your customer as a guest in your stostoridéhaan you tell about a specific pratact, seent or simply
about a lifestyle?

Consider these general principles of effective visual mersingndi

 Entryway Invite your guest into your space. Set yooeicsistioying agenda by featuring the latesatast mes-
chandise offer at the front of the store. Spendking it look special, because perceptioreaditybe

* Lead your guest into and through your strem your entryway, your guest should feal tendancy to walk to
the back of your store. Create “pausing” ppinisdoest to touch, feel and experience yioamdrssroffer, but you
want your guest to see your entire offer. ®tméngia reason to stop midway through your store.

* Create “shops” within a sho@roup products associated with a similartbfestdte a related merchandise sto
increase opportunities to sell multiple items.

* Color is kingdand queen and prince and princess). Use wiadidestaalatable color stories that speak &sdine se
or event. Less is definitely more—don’t usey/toolonswvithin a story.

» What about my “one-of-a-kind€eate a sense of urgency regarding yourGGiegtesa merchandise story that
conveys a sense of unigueness—these aren’bgargriceverywhere!

*How far is too far?ou want to compel your guest, not repel thego. ‘Doer the top” with
your visual statement simply to be “over thectyi.for a very specific and narrow clientele, it
will not translate into increased sales.

Denise Schroeder of Image Accomplice is recognized as one dctthalnadble strate-
gic assets in visual merchandising, with over 20 yearsaftie-level retail experience.
Her business is located in Harrison Township, MI. Find out moreeatzdut
www.imageaccomplice.com.
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www.AlmontDDA.com

134 N. Main Street
P.O. Box 226
Almont, Ml 48003




