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The New Breed
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aretailer since your business, and h
you addressed it? '

RP: It's always been what to keep and what not to
keep in stock. | am always curious to know what my
customers are looking for and | am always asking what
they need or what they would like to see in the store.
There is nothing worse for a retailer than to try and

sell something that nobody wants or needs.

CMT: What'’s a recent initiative or promotion you’'ve
launched in the last year or two to better engage
your customer base and how has it fared?

RP: Bonuses or free giveaways always seem to work —
in other words, customer paybacks. Everyone likes to
get a bit of a break once in a while, and it doesn’t need
to be huge; it’s just letting your customers know that
you appreciate their business, and a little bonus for
shopping at the store seems to be a good incentive

to come back.
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embodies the reason why. In August 2011, a tornado hitting F3

on the Fuijita scale tore through the centre of town. “In addition to
heavily impacting the lives of the residents, it drastically changed
the retail landscape in town,”Wallace shares. “Even though many of
the businesses affected have reopened, there was a considerable
amount of time before many stores, including mine, were able to
rebuildand reopen. Any time your customer base needs to find
someone else to serve their needs, it can be a challenge to win them
back! Fortunately, Ernie King Music has been able to do just that,
and continues its efforts to make the store a place that people want
to visit, not just one they need to.

LOOKING FORWARD

Having seen where we've come from and where the industry’s
trajectory has led us up to now, the big question is, where are we
headed? Instead of looking into a non-existent crystal ball and
hypothesizing about peripheral influences that could affect the
business in the short and long terms, we instead asked about ac-
tions we, as an industry, can be taking now that will affect positive
change. The popular answer? Uniting under a shared banner and
working together to create and engage new music makers.

Morris goesinto great detail to champion theidea, noting how
the musicindustry has the advantage of selling products with which
people can create a close connection, and that making musicin
itselfis an artistic and deeply personal endeavour. He believes the
industry should be leveraging these facts to draw people in and
create potential customers.

The Ml industry’s presence in the media - at least national
or provincial media - is virtually non-existent. Because of the
temperamental nature of today’s retail climate, so many dealers
are focused solely on their own success — and understandably so;
however, as the adage goes, a high tide floats all boats. By banding
together and presenting a unified front in the form of national
outreachand awareness campaigns, there is plenty of opportunity
to foster a new and reignited interest in music making for the
newest generation.

“It's that connection with our customers that keeps the busi-
ness interesting and exciting for me, regardless of the changes in
the retail landscape,” Wallace says, and so any means of creating
that initial connection opens doors to great potential and oppor-
tunities for both the musician and music store. “Whether it's the
new customer that wants to get started, or growing with a long-
standing customer’s changing musical needs, there is always





