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ONE THING MOST RETAILERS would agree with is you never know where business will take you. In 1950, I helped my mother set up a small gift and
china shop in the tiny New Jersey shore town of Brielle and it grew to a $6 million business with clients around the globe well before the Internet made that
easy to do. I’ve met well-known figures like Tony Randall and the Cousteau and Kennedy families and presented a gift of state to then Israeli president
Zalman Shazar. I worked with a former White House curator and Theo Faberge on the 200th anniversary commemoration of The White House. This is the
beauty of what we do; we never know who our next customer will be or whose attention our business will attract. I’ve always followed my instincts even if
that meant breaking the rules. I broke many of the so-called rules of retailing: we opened our doors less than a month before Christmas; we started out in an
unattractive location with no foot traffic; we used unconventional methods to attract customers and went to great lengths to ensure they were happy.
However, there are some rules that retailers shouldn’t break. In my new book, A Quest for Excellence, I’ve detailed a few of those rules. Herein, excerpts
from the book:
 

Be an original. In today’s world, there are many retailers who play it safe, simply repeating the formulae
they’ve seen others successfully use. Sometimes it’s hard to tell which store you’ve entered because they all
look the same. Originality is one of the most basic tenets of retail success. Set yourself apart by offering
something no one else has, whether it’s merchandise selection, exceptional service and knowledge, or
convenience. I scoured every trade show and industry publication to find unique offerings for Brielle
Galleries. I strived to consistently surprise my customers; they never knew what they’d find in the store
next, whether it was a museum-quality crystal table or a dozen long-stemmed chocolate roses (which we
offered well before they became ubiquitous). Our customers were delighted with their finds which often
couldn’t be purchased anywhere else in the area. 
 
Pay attention to details. Some people think that little things - like cleanliness and packaging - are so small
that no one notices if they’re not done right. I don’t believe that. Work on merchandising your products and
changing their location regularly to keep things fresh. Keep every inch of your store clean and attractive.
Train your employees to be pleasant and helpful. These little details create a wonderful experience for
customers. We became known for our lavish boxes and handmade bows. It was expensive, of course, but in
the long run it paid off. Customers loved our beautiful wrap - a signature just like Tiffany’s blue box - and it
became one of the hallmarks of our business. 
 
Educate and entertain. A gold brick is just a brick unless you tell people why it’s special. I’ve always
believed people need to understand the benefits and features of what they’re buying. It’s easy for customers
who don’t know the time, talent, and craftsmanship that’s poured into our merchandise to dismiss them as
too expensive. We had a practice of giving entertaining guided tours - including a 20-minute video which I
narrated - explaining each step of the processes that create pieces of art. Find ways to teach your customers
about the products you sell and you’ll cultivate greater loyalty.

Make your store an event. If Brielle Galleries was known for just one thing it was our lavish semiannual events held in the spring and fall in our parking lot.
Housed in elaborate tents, we set themed displays that highlighted various product lines. The events featured live entertainment ranging from musical
ensembles to Spanish flamenco dancers to a live sumo wrestling match as well as free food and drinks. We invited our best customers and collectors, often
attracting 3,000 people, and it wasn’t unusual to ring up sales well into the six figures for a one-day event. These events did two things: they created an
exclusive element for our customers who clamored for invitations and they created highly effective word-of-mouth marketing. Even though it’s been well
over a decade since our last show, people still talk about and remember them. 
 
The most important retail rule is treat everyone with respect, whether they wear designer clothes or ripped blue jeans. From our customers to our employees
to our vendors, we did everything possible to foster goodwill and build relationships that stood the test of time. For more than 50 years, it was those

relationships that sustained us and helped us make our own quest for excellence a reality. 
 
For more information about Ira Jacobson and his new book, “A Quest For Excellence” read our book review on page 16 or visit
www.themostbeautifulstoreintheworld.com
  


