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—==m EDITOR’S MEMO ms————

The “P” word

hip Bell, as it ourns out, was the
Cp-r:rﬁ:{t kewynote speaker for the

Mutional Convenience Store
Advisory Group's Spring Conlersnge
last month. He thundered into his
timne slot, first thing in the maming.
with both barrels blazing, Woke us
all up. Todd a few good storics. Then
kit us right between the cyes,

The secret to attracting and keep-
ing loyval Customers is not necessarily
meking them say “Wosw!”™ every time
they come in your stores, he said,
MNor is it found in constantly exceed-
ing their expectations. That's a great
goal, Bell says, bur the fact @5, vou
simply can't do that continuously,

Instead, Bell said, make your cus-
tomer g pariner in your business and
yvou'll hook "em [or e, How do you
go about doing that? By treating
them like vour wife. Pav attention o
thie licele cletails thar are important o
them. Listen—rea@lfy lsten—when
they 1alk o you. Be carcful not to
hetray thelr trust. Don't kecp score,
and don't feel like you always have
toy have the upper hand. MNever stop
courting them, And abowve all, don't
neglect them,

The “F° word—"partnership” —is
perhaps one of the most abused ancd
misused in all of business, But in this
context, Bell, who heads a company
called Performance Research ASsoc:
iates, was right on the money,

Bt for mne anl the rese ol the staff
of The Contvertienoe Grongf, Bell's
message had a different kind of

urgency—hecause we were sitting in
a room full of anr new Customers,

As the new owners of the
sational Convenience Store Advisory
Group, we view the retailers and
supphcers who attend the conference
45 SF Customiers —ind we wWant
partner with vou in that business,
just like woe do with 42,000 of vou
who read €50 every month,

If woe buy into what Chip says—
and we do—rthat means we have to
treat our relationship like 2 marriage,
W have to listen when VuLL el us
what you want in a conference. We
have 1o pay attention to the detiils
thar will create an cxprience Wi
thy of your time and investment. We
have to continually court you with 2
provocative program, great network-
ing opportunities and 3 chance w
have some fun in the process.

As “hopeymoons” go, the Sprng
Conference in Dallas cerainly
seemted 1o per ws off on the right

foot. Chip Bell wasn't the only speak-

er to hit us between the eves;
*“Professor” 1dick Meyer's present:
tion on the dymamics of cigaretle
reporting was a real wake-up call in
terms ol how we measuee the
growvth not anby of our l[argest prosd-
uct catcgory, but our entire offer,

*Swapshops” such as the ones
conducted by Loufe Sheetz and Jim
Beck of Gate Petroleum on fleer (el
ing amd Bill Andrews on recruitmg
amd sereeening mothods were worh
the price of admission by them-

By Jay Gordon, Editor
{215} 245-4555
jgordan@penton.com

selvies, James Farhat did a great job
of explaining the next generation of
cstore echnologics, including the
wWeb, in liyman’s terms, and retailers
wire inteoduced ro potential new
profit centers such as phato process-
ing. check-cashing and (helieve it or
nol) inSUrAnce.

A highlight of the store lour wasa
new QuikTrip, and the networking
opportunitics, cspecially the new
Eaple's Nest hospitality suite, were
wellrecelved. A% for the golf—well,
vou know wiat they say about golfiz
“A b day on the golf course....”

But what's impartant is whether
vou, the customer, got 1 good retum
on your invesiment. IF you were
there for the meeting, tell us what
vou thought about it; what vou liked
and didn’t like and how we can
improve it going forward.

If vou weren't there, read through
our coverage bepinning on page 50
andd give us your thoughts about how
our conferenee mright b able to
seTve visur necds. You can contict
me at the number or comail address
listexd above. Also, you oy it 1o
yourself to check out what's happen-
ing with the National Convenicnoe
Store Advisory Group. Your next
chance is coming up S¢ptember 7-10
in Pomte Vedr Beach, Fl. where the
theme for the Fall Conference will
be “Best Practices" and the golf will
be spectacular,

We ook forwand (o sceing you
theTe — rirner,
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