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Reaching Outside Your Walls

Advice sure isn't short these days on how to
survive or grow business in a challenging
economy. It seems like everyone has an

opinion on what you could do better or differently
to attract business.

One common suggestion that makes me wince
every time I read it is the suggestion to add new lines
of merchandise to your gallery. The reasons this is
recommended include things like taking advantage
of the traffic in your shop, appealing to a market
outside custom framing, and becoming a more inter-

esting place to shop.
As a former retailer who

once carried over 200,000
SKUs and half a million dol-
lars in inventory, I'd like to
say that carrying new lines of
merchandise is not that easy.
It is not a quick fix to grow-
ing a profitable business. It
requires a skill set and man-
agement tools that many cus-
tom framers have not stud-

ied. Knowing how and when to reorder to keep lines
fresh and inviting is not easy. Knowing how to be
aggressive in marking down slow-selling items to
keep things turning is an art. Developing marketing
plans that support these investments is expensive and
can be confusing to your client base. Making sizable
investments in new items during times of tight cash
flow could be a devastating mistake.

Instead of expanding and investing your valuable
time and money into an area that requires lots of
practice and hard work to learn, why not invest in
what you do best instead of what you may not know
enough about? And that is custom framing. It seems
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much more likely that you'll find success in doing
more of what you know than something you
haven't spent years learning. The idea is to expand
your custom framing market because you are
already good at it. 

This concept has one drawback. You will need
to leave the four walls of your gallery to go out
and find more business. It means you will no
longer just wait for business to come through the
doors; instead, you will take custom framing to
potential clients.

There are several ways of doing this. Each
one, however, needs to be planned out and studied
before leaving your shop's walls. Planning means
conducting some research on good local opportu-
nities for additional business and then building a
very simple plan to make it easy for this source to
purchase custom framing from you.

For example, if you began asking some basic
questions of your clients every time you entered
them on your list as new customers, you could
gain a world of insight into where to find more
people just like them. Ask things like what their
favorite restaurant is, where they shop, who their
favorite local photographer is, and what subdivi-
sion they live in. With the answers to just these
few questions recorded in a spreadsheet, you can
begin to find an opportunity to expand what you
do best.

Let's say a high percentage of your clients
answer the restaurant question by naming a little
upscale place in town. You could approach the
owner of this business, letting him know that you
share the same clients and that they love his busi-
ness. Volunteer to place creatively framed art in his
restaurant. Commit to making it look really spe-
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he can sell immediately to
his clients. Pre-frame sev-
eral of his best selling
sizes or package deals.
Create special prices based
on an anticipated volume
that will allow him to
mark up your framing
and add it to his package
pricing. This works great
because his customers are
sold framing while they
are excited about the pic-
tures. They never have to
make a special trip to
you, and sales are imme-
diate. 

Create invoice and
order forms for the pho-
tographer so that ordering
is standardized and easy
and so he can take com-
mission every time he
makes a sale. Make it pos-
sible for the sales form to
be e-mailed to you as an
order and an invoice so
you can charge his credit
card when he e-mails his

order form. Offer to pick
up his orders and return

them framed as part of the service. You can also offer to
do this anonymously so that the photographer can intro-
duce it as a new service to his clients.    

Those are two ways to increase business by doing
more of what you do best—custom framing. More
aggressive methods include actually setting up a kiosk
gallery inside large home decor galleries that sell
unframed art. Offer to place a selection of frame corners
and mat samples in a spot adjacent to the art. Schedule a
couple meetings with gallery design consultants to
instruct them how to measure and select mats and
frames for their art. It is not necessary to do a lot of
training because you should keep the options very basic. 

The key is to supply an easy-to-understand order
form that will require the designers to correctly address
all the necessary aspects of a basic sale (see order form

cial. In return, ask him
if you can place 3"x5"
signs below each piece
listing what it is, how
much it is, and that it
is for sale immediately.
Increase the chance of
making sales by giving
his wait staff a portion
of every sale they make.
You'll be amazed at
how they will push the
art. 

This can work very
well. While people eat
their favorite foods,
have a couple of cock-
tails, and admire your
art in a setting they
love, they will often
add the art to their tab
when they finish. Make
it even easier for them
by offering free deliv-
ery. This will allow you
to sell large pieces with-
out burdening clients
or the restaurant. When
you deliver art to
clients, bring packets of
information about your
gallery and get them to sign up for your e-mail list.
Don't attempt to duplicate the program with another
restaurant in the same town, however. Instead, travel to
nearby towns and offer the same deal. Be sure to let
them know how well it has been working in other loca-
tions.

Next, tabulate the responses on photographers your
clients use. Instead of placing your art in a photograph-
er's studio, offer to frame several of his pieces of work. In
return, ask if the studio would be interested in making
money by referring clients to you for framing other pho-
tographs. Point out that your studies have shown that
you already share many of the same clients. Offer to
rebate 15 percent on every client he sends to you who
purchases framing. 

Even better, create a simplified framing program that
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Supply outside locations with an order form that will require the designers to
correctly address all the necessary aspects of a basic sale. 
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above). This form can be faxed or
e-mailed to your gallery, and you
can then provide a quote for their
client. Offer a 15 percent commis-
sion on all sales made in the
gallery, and deliver the completed
pieces to them. Be sure to supply a
couple of framed mirrors as sam-
ples. These kinds of outlets are a
fantastic source for custom 
mirrors.

Finally, consider using the sub-
division information you collected
to offer seminars to homeowner
association meetings. These are
fantastic ways to reach potential
clients who live in the same neigh-
borhoods as a large number of
your current clients. Because of
this, you are probably going to
hear some great testimonials dur-
ing your presentations. Be sure to
bring along some coupons for a
small dollar amount off a frame
along with lots of information for
these potential clients to take
home. A small gift with your logo
on it is also a great touch.

Yes, it's a challenging market.
You need to do more than just
wait for business to find you. Min-
imize the risks you take by expand-
ing what you do best. Find more
ways to get framing customers.
Doing so will expand your client
base and make your company
more dominant in your market—
something that will pay huge divi-
dends when the economy
improves.  ■


