
What is your brand? 

Who are you, and why? 

What is the image or personality of
your dealership?

Are your branding claims
authentic or merely clever tag lines? 

Whether intentional or not, your
company already has a brand. It is what
your market says it is, regardless of
what you say. It is how your market
experiences you. Wonderful logos,
beautiful business cards and expensive
brochures do not create a brand. These

tools help your market associate their
experience with you.
In the context of a dealer showroom, it
is important to keep this in mind. You
are trying to sell products and so is
everyone else. But ultimately, that is not
what people are buying. What is being
sold is the experience of doing
business with your company and the
people who work there. Their talents,
dedication, and attitudes and the
quality of the tools they use ultimately
constitute the making of your brand.
When thinking of your showroom as a
tool to enhance your brand, it is
important to address the physical
appearance as well as the experience a
customer will have. Here are some
points to consider:
Employees should understand the
significance and contribution of their
roles to the dealer beyond just their job

description. They are the voice of the
company. Their enthusiasm and en-
gagement will naturally have a positive
impact on their interactions with
customers.
Instead of scripting a corporate
“presentation,” work with your em-
ployees to build an authentic message
based on shared company values and
ideals. This will allow you to reaffirm the
important aspects of your dealer’s
essence which is far more authentic
and sustainable than a canned pitch.
Be aware of your corporate culture. An
unhappy employee is bound to create
an unhappy customer.
What you say must be in alignment with
what you do. Your customer’s
experience inside as well as outside

continued page 19

AUGUST 2007 INDEPENDENT DEALER PAGE 18

Using Your Showroom to Build Your 
By Trish Brock

Partners for retailing excellence with independent dealers throughout North America, the Caribbean and Worldwide for over 35 years

Competition is getting tougher every day!
Get REAL advice from the experts and
discover how you can face it head on
and succeed!

Superstores a problem? We have
proven methods you can use to leverage
your customer service edge and product
mix to compete successfully.

Whether it’s a brand new store, a
simple remodel or just some ‘tweaking’ –
Larson and his team of professionals will
be there to help you maximize your retail
investment quickly. WE DO NOT SELL
OR REP ANY PRODUCTS. We’ve been
advising independent retail dealers on
EVERY aspect of their operation for over
35 years, to GUARANTEE your success!

FixMyStore.com!

NEW STORE • REMODEL • MERCHANDISING • INVENTORY
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EXTREME MAKEOVER.
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e-mail: info@fixmystore.com • Orlando, FL USA!
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The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com
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your showroom will hinge on this. For

example, it is difficult to claim great

customer service if deliveries are

consistently late and incomplete.

Your showroom should serve to inspire,

motivate and generate new ideas for

your customers. They may come to buy

routine and standard products, but they

should leave with information on new

trends and innovative ideas.

Make sure the layout of your showroom

is interesting, welcoming and fresh. Too

many showrooms look like warehouses

with carpeting. Accessorize with live

plants and/or flowers, and be sure the

showroom is well lit and clean.

Rotate products, so the showroom

doesn’t become stagnant. Customers

should see something new or different

when visiting.

Re-read your promotional literature. Do

your showroom and the people inter-

acting with your customers reflect the

image portrayed in your materials?

Because you are in your showroom

every day, it’s easy to not see how it

affects someone coming in for the first

time. In reality, your showroom and the

experience customers and prospective

customers have will have as much to do

with your brand effectiveness as any

other marketing effort. With careful

attention to the details of your physical

space as well as the culture supporting

your message, your showroom could

well be your most valuable branding

vehicle. Make it work for you!

Trish Brock is a well-known industry consultant, with
over 25 years of “real world” sales, marketing and
management experience. Her cross-functional con-
sulting group, Trish Brock & Associates, specializes in
helping dealer principals and their management teams
solve identity, branding, sales support materials and web
site challenges. For more information, contact her at
720.277.3035 or  tbrock@trishbrockassoc.com.
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The reception area at Allsteel
dealer Spaces in Denver makes

an effective statement about
innovation and design.
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