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Introduction 

Shameful Secrets of Comics Retailing:   

The Lingerie Connection by Neil Gaiman 
Several years ago, I wrote a scene in a comic (it was Sandman 37, the last chapter of the book A Game of 
You) in which a young lady went into a comic shop for the first time to buy a comic.  Here are the panel 
descriptions I wrote back then: 

Page 20 Panel 2 

Black and white flashback panel.  Barbie’s standing in a comic-book store.  It’s a really small, dirty one.  
She’s standing looking slightly scared.  On the stand behind her is a typical assortment of Eros-style 
porno comics covers, showing women with titanic breasts in bondage and so forth; and, below that, we’ve 
got a whole shelf of just the same comic with the same cover -- or maybe a whole set of the same comic 
with different covers.  It’s got to be called something like Thrust Force #1, and it’s your opportunity to 
pastiche -- not parody -- a set of X-Men type covers.  Muscular men and women with towering boobs and 
not much covering them.  Maybe in the background or at the side we can see two or three fourteen year 
old boys, just sort of staring at her.  This is not a nice comic store -- it’s the kind of place that makes you 
feel oily and greasy, and makes you wish you were somewhere else. 

Barbie cap:  “In order to buy it I had to go into this bizarre little store.  I mean, I don’t think they’d swept 
the floor in a decade, and I bet the staff had to have taken unhelpfulness lessons.” 

Page 20 Panel 3 

Black and white:  We’re looking at Barbie, from behind or the side, standing at the counter.  She looks 
very small, physically, and very vulnerable and scared.  We can see a fat, unshaven guy in a sweat-
stained shirt, leering at her as he takes her dollars.  More unsavory comics and displays around; it’s all 
sex or superheroes. 

Barbie cap:  “And there was a big greasy guy behind the counter who seemed really amused that I was 
like, female, and asking for this comic.  He said it wasn’t very collectable.  Then he said they didn’t 
normally see breasts as small as mine in his store, and all these guys laughed.” 

The scene was ably and accurately drawn by Shawn McManus, who depicted the comics shop in question 
as a claustrophobic, rather dirty place, with a leering and unwashed gentleman behind the counter 
staring at the discomfited heroine.  We got two different kinds of reaction from that scene, in readers’ 
letters, and afterwards.  Three (male) readers wrote in to complain that nothing like this every happens in 
life, that the comic shop we had depicted was purely and only the product of Shawn and my fevered 
brains, all-too-obviously corrupted by some kind of strange bleeding-heart feminist urge to blacken the 
public face of comics retailers.  And dozens of (female) readers wrote in to say, all of them in more or less 
the same way, and at the same volume, “That’s exactly what it’s like.” 

 

How Did You Know? 

The point that the male correspondents seemed to miss was not that all comics stores are like that, but 
that some are.  Some subtly, many not-so-subtly. 
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There are comics stores out there which are simply boys’ clubs, owned or run by people who’ve never 
been much good at talking to or being in the presence of women, and for that matter, have never quite 
mastered basic women-friendly skills, like washing, changing their tee-shirts, or sweeping the floor.  
Women feel as uncomfortable in these places as most men do when inexorable circumstances cause them, 
blushing, coughing and staring nervously at the floor, to spend any amount of time in the lingerie 
department of a large department store. 

 

This is not good. 

Lingerie departments exist to serve only half the human race (and a small handful of fetishists).  The 
other half of us will only stumble in there more or less at gunpoint, looking for birthday presents (or, 
worse, accompanying a grandmother on the scent of a pre-war foundation garment), and stare around us 
desperately, then, unable to meet the eyes of the saleslady, will sidle out, embarrassed, somehow 
managing to convince ourselves that our wives or girlfriends will be just as happy with a power tool (or 
we sit, drumming our feet and wishing we were elsewhere until elderly female relations have made their 
purchases). 

Comics, unlike lingerie, are not a gender-specific product. 

Women, after all, buy more of the books than men do.  They like to read.  And there is no X-chromosome-
linked inability to read comics, either.  When I was a boy, in England, I tended to prefer my cousin’s and 
sisters’ girls’ comics to the blander fare that boys got, because the stories were better.  (They may have 
tended to be about virtuous young ladies being ill-treated by vicious step-families, their only friend the 
cheerful young stable-boy, but they were stories, dammit.  They were going somewhere.)  But there were 
two points that I was making in the Sandman panels I mentioned above.  One was that, often, the stores 
themselves were less than women-friendly.  The other was that the material on sale often has as little 
interest for women as the aforementioned lingerie, when not actually being worn by an object of desire, 
has for most men.  Sometimes comics retailers come over to me, and grin.  “I want to thank you for 
bringing women into my store!” they say happily.  Sandman was in the minority of comics whose readers, 
based on whatever unscientific measures one can use to measure these things (in this case, readers’ letters 
and the genders of people turning up for signings), seemed, after the first year or so, pretty much evenly 
divided between men and women.  When interviewers would ask me why that was, I used to tell them it 
was because women liked real stories about people, and that undoubtedly was part of it.  The other part 
of it was probably that the women in Sandman  (and there were a lot of them) were there neither for 
decoration nor to appeal to the glandular needs of pubertal readers; they didn’t get tied to chairs wearing 
nothing but their lingerie (“If I were a female comic character,” wrote Alan Moore in his 1982 essay 
“Invisible Girls and Phantom Ladies,” talking about this tendency, “I think I’d be inclined to dress up 
warm, wear three pullovers at once and never go anywhere without a pair of scissors.”); neither were 
they six-gun wielding huge-breasted gals who were, in effect, guys in unconvincing drag.  I’m not 
claiming here that Sandman was perfect, or alone in the world of comics in its depiction of women.  
Obviously neither statement is true.  My point is that, given a comic with a story, that was not actually 
offensive, and comics stores that did not actually drive women away, we soon had a significant, word-of-
mouth driven, female readership.  And comics retailers were selling comics to an expanded customer 
base.  Which is good for everyone.  At the time I write this, the world of comics is in the kind of 
depression that tends to provoke comments like, “Well, at least it can’t get any worse” from people in all 
branches of the industry, just before it goes and does just that.  This volume, compiled and published by 
Friends of Lulu, is here to help all of you sell more comics.  You are selling people dreams and stories and 
pictures, and there’s never been anything gender-specific about them.  You have, after all, nothing to lose 
but fifty percent of the human race. 

Neil Gaiman 
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June 11, 1997 

(Quotations from the script of Sandman 37 are copyright © DC Comics.) 
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Chapter 1 

Why Sell to Women, Parents, and Children? by Ann 
Goetz 
 

My mother owned an Action Comics #1.  It was 1938, and many 10-year-old girls like my mom read 
comics.  She and her friend would round up whatever spare pennies they could find, buy a bunch of 
comics, and share them around the neighborhood.  Hence, after my mom owned Action Comics #1, so did 
her next door neighbor and the kids down the street.  Collectively the children of her neighborhood 
owned many of the now-rare comics of the Depression Era.  However, my mother’s favorite, she says, 
was Mutt & Jeff. 

The point here is that girls did indeed read comics at one time.  In fact, during the golden age of comics 
they were a burgeoning audience for the publishers of this newest popular art form, giving rise to 
romance comics as well as movie actor tie-ins (Bob Hope, Jerry Lewis, etc.) and other comical cartoon 
creations (Little Lulu, Fox & Crow). 

In the fifties, however, there was a decided change of mood in the country exemplified by the publishing 
of Seduction of the Innocent.  Television became widespread and there were political changes happening 
across the country that were reflected in the attitudes about what was “proper reading for children.”  
Between 1946 and 1956 comic book readership as a whole dropped significantly, and many of the first 
titles to be cut from the publishing schedules were titles for girls or women.  With the emergence of 
superhero comics as a dominant genre, promising stable sales to a mostly-male audience, comics for girls 
almost disappeared, with the exception of a few romance titles and scattered “girl titles” such as 
Superman’s Girlfriend, Lois Lane. 

As a result of this wave of change in published material, the bulk of the remaining comic readers were 
boys.  Struggling for survival, the industry gave up on the audience it lost, and through the end of the 
fifties and into the sixties it focused most of its attention on the audience it still had.  Publishers were 
pumping all of their energy into horror, cowboys, war stories and the tried-and-true superheroes.  So, 
with the death of the romance comic in the late sixties, the female reader was all but forgotten. 

The early 1970s was a dark time for the American comic book industry.  It seemed that no one was 
buying comic books except for those who purchased the tie-ins to television shows and movies, and die-
hard collectors.  Even the industry’s powerhouse -- Marvel Comics -- was just barely clawing its way out 
of the red. 

Then, out of the bleak landscape of comics sales came a change.  Phil Seuling, a clever retailer in New 
York, cut a deal with Marvel for distribution of comics directly from the publishers, spawning the direct 
market -- and the industry was revitalized.  This new breed of retailers knew what their patrons wanted.  
They were not newsstand vendors or managers of local drugstores, but were themselves (mostly male) 
comic readers.  Retailers being primarily resellers of collectibles that included comics, it’s not surprising 
that they bought what they knew their audience was eager to buy.  They capitalized on an established 
market base that they had been part of:  young males who wanted to read comics. 

The idea worked, and in the 1980s business boomed.  There were some minor bumps in its upward rise, 
but by the 1990s comic books had reached their sales peak.  The established audience had been flooded 
with more titles than it could handle.  Finally, as we all know, what goes up must come down.  And it 
came down hard.  But was this final downward drop necessary? 
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No.  What many comic book retailers failed to realize was a rule that is basic to retailing.  To sell more 
product you must always be looking for new buyers.  Customers who enter a comic store today are 
established readers.  They know what the new titles are before they hit the stands.  Many subscribe to 
either The Comics Buyer’s Guide or Wizard – or borrow their local retailer’s copy to peruse. 

What’s wrong with this?  Absolutely nothing.  Having loyal buyers is a godsend, especially in these dark 
times.  But could you do better?  We bet you can! 

 

YOUR CLIENTELE 

According to market research done this decade by the two major comic book publishers, comics sell to 
boys aged somewhere between 10 and 25.  They come from nominally affluent households where the 
primary income is about $45,000 a year.  The interesting thing about these market surveys, however, is 
that they were focused only on the male comic book readers and their interests -- the readership that 
already exists.  Publishers produce evidence of who is already buying their comics in order to sell ad 
space to potential advertisers.  Nowhere in the research was female readership of comics mentioned.  
Nor, for that matter, has any formal research been done to test the female population as a potential source 
for readers. 

However, you as a retailer know who your customers are, and you know what they buy.  In most cases, 
your market population probably matches the research cited above.  Despite this, you also know that 
your customers’ buying habits are not very reliable -- despite what publishers want their advertisers to 
think.  Many comic buyers are collectors, and so they follow popular trends that quickly die, often after 
being over-exploited.  They rush in to buy those books they anticipate will go up in value, and rarely buy 
titles simply for the reading pleasure.  As a result, every time you fill out your next month’s order sheet, 
you put your career on the line.  You could get stuck with a huge, non-returnable quantity of a predicted 
“hot seller.” 

Mimi Carroll of Night Flight Comics in Salt Lake City, Utah says, “Selling to collectors is difficult because 
all they want to know is if the book will go up in value.  We always tell people like that to only buy what 
they read, because there is no sure way to tell what will be valuable in the future.” 

What can you do?  Build a more stable readership that buys comics to read and enjoy and who continue 
to buy them over long periods of time.  This is a readership that is not swayed by “collector’s gimmicks.”  
Building this readership is not easy, but it is possible.  And when you do it, you will be more confident in 
your business despite our ever-more-unpredictable economic world. 

 

ENCOURAGING NEW CUSTOMERS 

As we said previously, your average customers right now are 10-to-20-year-old males.  If that’s true, that 
you’re not reaching more than half of the population!  Who should you also be selling to?  Children (both 
boys and girls), adolescent girls, and women -- all of whom have been all but ignored by the comic book 
industry for the past 40 years. 

So, the next question is -- why sell to women and girls?  In a marketplace that is seeing a rapid shrinking 
of its core audience, due to everything from the emergence of video games to the growth of illiteracy, you 
the retailer need to grow your customer base to include a wider segment of the general population.  If 
women and girls once read comics, and still read books, why aren’t they now reading comics?  They 
don’t inherently dislike the medium.  If that were true, they wouldn’t be buying comics in such large 
numbers in other countries.  And we are seeing today a wider variety of subject matter than was seen 
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before -- with everything from little girls with pet dragons (Leave it to Chance) to small round white fairy-
tale like creatures having adventures in strange forests (Bone), to mystical retellings of Celtic folk tales 
(Book of Ballads and Sagas) to fantastical science fiction tales of knights from another world (A Distant Soil).  
The material exists and the audiences that would enjoy them are out there.  How to bring these two 
together is the million-dollar question. 

We are living now in a new golden age of comics -- and the opportunity is here before us to find a way to 
make these books accessible to anyone who walks into a comic shop.  Not just the 12-year-old boy why 
wants the latest issue of Spider-Man, but anyone.  In an era of graphic dominance (look at MTV), where 
the written word is being superseded by the visual representation, we have the perfect medium to sell to 
the world. 

How do you reach these new customers?  Well -- that’s the purpose of this book, to help YOU, the 
retailer, find ways to reach out to a readership we know is out there, to grow your market so that in turn 
we can all grow the industry. 

We will go into detail in the chapters that follow, but first let me give you an idea of what basic steps you 
will need to take.  As when approaching any new market, you first need to find out what subject matter 
and genres these potential buyers enjoy.  Next you stock this material, and you let these potential 
customers know you have it in a way that encourages them to buy. 

It all sounds simple, but as you know there are some catches.  For instance, how can you know what 
these audiences want?  Friends of Lulu has conducted a survey for just this purpose.  The survey results 
are in the Appendix at the end of this book (and are referred to in the chapter on what to stock), and they 
should help you get a sense of what to look for.  But there are other sources of information, too. 

You can do your own customer survey (formal or informal), read consumer reports, and get educated 
about the world outside comics, because that is where your new readers are.  Buy a copy of Publisher’s 
Weekly.  Romance, science fiction, mystery, suspense and fantasy have an extremely high female 
readership.  You can use this to your advantage! 

Mary Alice Wilson of Dark Star Books and Comics in Yellow Springs, Ohio says that she searches for new 
product in catalogs.  “We get catalogs from everybody in the world.  Pick and choose.  We also have a 
few reps who have branched out into repping dozens of products.  Spoontiques crystals and figures sell 
primarily to women or to men as gifts for women.  We went ahead and got a Spoontiques standing 
lighted fixture -- worth every penny.” 

The other problem is getting what they want in stock.  At the present time, while there is relatively little 
material aimed directly at female audiences, there is quite a bit of stuff out there that should appeal to 
them.  Archie, Disney, Elfquest, X-Files, Star Wars, Batman Adventures, Leave it to Chance, A Distant Soil . . . 
The list goes on. 

However, comic book publishers are STILL not making enough of the right material -- even the dozens of 
titles we could list pale in comparison to the hundreds of superhero titles that flood the shelves every 
month.  “Vampires.  Goosebumps,” Mary Alice Wilson says.  “To sell to young girls, we need 
Goosebumps the Comic . . . We haven’t gotten it.  Aeon Flux comics are needed.  Goddess knows, XENA: 
Warrior Princess comics are needed -- they’re asked for daily!  We’re selling back issues of Anne Rice 
comics whenever they can be found.  We need contemporary romance comics.”  The potential is there, 
but the product isn’t . . . yet. 

But that’s where you as a retailer come in.  Because you’re the last link in the chain of comic book creation 
(from conception to sale), you are in the ideal position to tell publishers what your customers want, and 
what you think you can sell.  Collectively, the direct market is 80 percent of their business.  If you talk, 
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talk in numbers, and talk loud, they will listen.  It’s the old theory of supply and demand.  (See our final 
chapter, “Share Your Experience,” for how you, as a retailer, can get a publisher’s attention.) 

Then there’s the presentation -- catching a new customer’s eye.  You’re not likely to snag a mother, child 
in tow, with “bad girl” posters in your window.  You may wish to have these titles available for those 
people who want them, of course, but making your stores open, airy, fun, appetizing, organized, user-
friendly, welcoming and community-focused will do wonders for attracting new customers. 

“We try to keep the front of the store clean and attractive,” says Bob Smoot of Stand-Up Comics in El 
Cerrito, California.  “We use promotional posters in the front window to let people know what’s new, but 
we don’t overdo it.  We want prospective customers to be able to see into the store.” 

Jim Hanley of Jim Hanley’s Universe in New York City agrees.  “A clean, well-lighted place for books is 
what we want to be.  Our merchandise is colorful enough by itself.”  He then adds, “Art Spiegelman once 
compared comic shops to porn shops.  They’re dark and grungy places where men are comfortable and 
women aren’t.  When he said this, many retailers were upset and insulted.  But he really wasn’t far off.” 

Alan Zimmerman of Science Fiction Mysteries and More, also in New York City, lures in potential 
customers through promotional events.  He says, “Author signings and special event parties often pique 
the interest of new comic customers.  Special events like these catch the eye of the community, and put 
your store in a positive spotlight.  It will let people know that ‘things are happening’ at your store that are 
exciting, interesting and educational.  The press will notice in some cases, and in that case, more news is 
great news.” 

Signage and merchandise placement are important factors in the success of many good retailers.  Mary 
Alice Wilson says, “We have changed our racking (to the tune of 1200 bucks) and now all the Vertigo 
books look lovely and appealing.  Vertigo has one fourth of the new good space.  [Trade paperbacks] are 
right there with the regular issues instead of elsewhere, as in the past.”  In agreement with her is Mike 
Raub of Flamingo Street Comics in Fairfield, Connecticut.  “In addition to comics, we are also a 
mainstream bookstore and full newsstand.  The walk-in traffic that portion of the store attracts gives us a 
constant supply of new people to introduce to comics.  Comics take up the front 55 percent of the store, so 
there is no way they can miss getting exposed to something.  We also carry a wide selection of oddball 
and indy titles, and we use bright colored signage (e.g. ‘Remember how much fun it was to read a good 
comic book?’) to point them out.” 

Keeping the needs and comfort of your new clientele in mind is also important.  Naomi Basner, comics 
writer and long-time aficionado, pointed out, “I recently noticed titles like Leave it to Chance and other 
women and children’s books on high shelves.  I know that I couldn’t reach them.  What are other women 
and kids going to do?” 

Getting involved in your customers’ decision making is also a good policy.  Most successful retailers feel 
you should recommend items to women, parents and children.  “We enjoy ‘matching up’ book customers 
with comics we think they might like,” says Mike Raub.  “For example, turning on Stephen King readers 
to the Vertigo titles, mystery fans to Tekno comics, etc.”  Bob Smoot concurs, “The secret is to know your 
product and to ‘sell’ it.  This product doesn’t ‘sell itself’ like superhero comics do.  It’s a more active 
process.” 

But one must be careful to listen to the customer and make recommendations that match their interests.  
Jim Hanley tells this story: “A young woman who was working at Macy’s came into the store and asked 
if we had any Archies.  She had read them as a child and loved them -- and was looking to read some 
more.  My employee gave her some books and she came back later, thrilled.  She asked if we had 
anything else that she might like.  My employee gave her Wimmen’s Comix.  She later returned, 
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embarrassed, asking for her money back.  Seeing a story about a man with two penises really turned her 
off.  I think he learned something from that.  You have to know your product.” 

This is the formula, then.  Set up attractive, community-friendly displays in your store windows to catch 
the eyes of the people you want to attract.  Learn more about the material you supply, invest in 
professional-looking signage, and organize and shelve your product so new customers can get what they 
want.  Be open to trying new things, even on a limited basis.  Talk to your customers and learn their 
preferences.  Make recommendations based on their interests.  By concentrating on these points, you can 
provide the right variety of entertainment for your entire community -- and you will be more successful 
in the process.  You’ll be opening your doors to a whole new level of retailing -- a more rewarding one. 

 



 11 

CHAPTER 2 

Doesn’t She Know This is a Comics Shop? or How to 
Treat the Customer by Liz Schiller 
 

First, let’s get one thing out of the way. 

 

Q: What are the differences between male and female customers? 

A: There aren’t any. 

 

So why did we write this book, anyway?  Because many people assume that there ARE differences, and 
act accordingly.  For example: 

 

Q: When a woman walks into your store, does the clerk 

* Ignore her? 

* Assume that she doesn’t read comics and wouldn’t be interested in anything on your shelves? 

* Surreptitiously - or not so surreptitiously -- look her up and down and wonder if she has a boyfriend? 

* Tell her that the shoe store is two doors down? 

 

Of course they don’t.  At least, you should hope they don’t.  I mean, they’d better not. 

There is an appropriate way to categorize the people who walk into your store.  The first group already 
reads comics.  Let’s call them veterans.  The second group doesn’t.  Call them new readers.  There are 
things you can do to appeal to each group, and there are things you can do that will appeal to both. 

 

ALL-PURPOSE SALES TECHNIQUES 

Employees should treat all customers in a courteous, respectful and friendly manner.  It doesn’t matter 
whether they are male or female, older or younger, thin or fat, dressed up or dressed down, or if they’re 
black, white, blue or green.  Employees should say “hello” to everyone who walks into the store, thank 
each customer after a purchase, and say goodbye to everyone leaving.  Also -- they should use the same 
friendly, helpful tone of voice and manner with every person, whether they buy something or not. 

Employees need to know they’re there to work, not hang out.  That’s why there’s a paycheck associated 
with the one activity and not the other.  In a retail business, the customer is the first priority.  A 
conversation with the friend who just dropped by or the personal phone call must take second place.  
Even in an extreme situation, such as if you’re the only one in the shop and you’re on an important phone 
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call, you can still acknowledge a customer who’s just walked into the store by making eye contact and 
giving them a nod and a smile. 

Included in the concepts of courtesy and respect is appropriate language.  Profanity, personal comments, 
and ethnic slurs are not appropriate.  In our modern world, people say all kinds of things, seriously or 
not.  However, that attitude doesn’t apply in a retail business.  Tell this to your employees when they first 
start working for you, and repeat it as often as necessary. 

Respect also means business is not mixed with personal life.  People go to a comics shop to buy comics, 
not to get a date.  In the recent survey of Friends of Lulu members, it was surprising how frequently this 
was a complaint.  Almost ALL of the women surveyed reported they were made uncomfortable by other 
customers or store staff trying to pick them up!  And they reported not only friendly “pickup” lines, but 
also leering and other rude sexual behavior.  It is most definitely not appropriate for employees to flirt 
with or proposition customers. 

Your customers probably will not feel comfortable getting that kind of treatment from other customers.  If 
a customer is bothering other shoppers, and your customers are pointing the behavior out or in some 
other way are letting you know they do not want this behavior, take the offensive customer aside and ask 
them politely to cease and desist.  If they don’t, you have a perfect right to ask them to leave. 

If rude people spend a lot of money, can they continue to be rude?  Every person who’s worked in a retail 
store knows that you get the occasional shopper who got up on the wrong side of the bed.  It’s a fact of 
life for employees.  It’s in their job description to respond politely to the best of their ability.  However -- 
if someone is harassing other customers, it’s a different story.  If you’re not sure what to do, ask yourself 
what kind of atmosphere you want in your store.  Do you want a place where everyone who walks in 
feels safe and comfortable shopping?  That bozo of the day may drop a lot of cash, but you don’t know 
how many other customers are going to leave and not ever come back because of his behavior. 

Always ask customers if you can help them find something or if they need any special assistance.  If they 
say no, don’t hover -- give them space to wander around.  But don’t forget about them!  Pay attention -- if 
they’re looking confused, ask again. 

Staff should be familiar with the store and the stock.  Not everyone reads everything that comes out -- it’s 
probably not humanly possible -- but each staff person should have a general idea about genres they’re 
not specifically familiar with, and they should know who else on the staff has greater knowledge of a 
particular subject or genre.  A board or sign posted in the shop with recommendations of titles from each 
of the staff members has proven to be an effective sales tool in many shops Friends of Lulu has talked to. 

 

TIPS FOR SELLING TO NEW READERS 

How do you help the new comics reader?  Or the person who has come into the store with her friend or 
child or parent, who doesn’t even realize that she’s about to become a New Reader? 

Knowledge of the merchandise doesn’t end with knowing where to find Superman (or any other title) on 
the shelf.  Every staff member should know what comics appeal to a broad audience.  Knowing which 
titles fall into which genre allows you to put a similar comic book into the hands of someone who already 
enjoys reading mystery books or fantasy books, for example.  How do you know if she reads those kinds 
of books?  Ask her! 

Be familiar with what comics, or even what issues, are good starting points for a new reader because they 
contain stories told in a single issue, or are anthologies of short, complete stories.  Staff should share their 
ideas with each other.  One retailer has several titles which she knows fit these specifications.  She simply 
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puts one of them into the hands of a person who’s just waiting  around for her companion to do his or her 
shopping.  “Here’s something to read while you’re waiting,” she says, giving the person a one-sentence 
description of the book. 

Have you ever been in an unfamiliar hospital or airport?  It can be difficult to find your way around the 
first few times.  The same is true of a comic book shop.  Use the same simple technique found in better 
airports:  signs. 

Signs are easiest to create when your merchandise is already in a coherent order.  The best guide to use 
here is the bookstore.  The local Borders Books doesn’t put everything from one publisher together.  They 
organize by category.  Genre racking can make it a lot easier to point someone toward the kind of book he 
already reads.  (You can read more about genre racking in Chapter Three.)  Try using flyers on how to 
read comics or publicity material on the books with outreach appeal.  Use catalogs like Previews or the 
Diamond “Friends of Lulu Suggests” catalog, or special targeted catalogs. 
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HOW TO KEEP ‘EM COMING BACK 

Make a point of remembering the names of the customers who frequent your store.  Give service that 
personal touch.  Courtesy is not limited to the moments when a person is physically in your store.  If a 
customer asks for something that you don’t have in stock, write down their name, address or phone 
number, and their request, and follow up.  It will help you if you keep all these requests in one place, for 
example a loose-leaf notebook, and if a single person is responsible for following up.  If you make a form 
for these sorts of requests, make sure it has space for writing information such as when the distributor or 
publisher was called, who called them, and when you expect to receive the merchandise.  It’s very 
important to call the customer promptly, both when you’ve ordered the item and when it comes into the 
shop.  If you can’t get it, you also owe them a phone call.  No excuses. 

Why go to all that trouble for what may be only a $3 or $4 sale?  For one thing, it’s a virtually guaranteed 
$3 or $4.  And for another, if a customer gets high-quality service in this area, they’re very likely to be 
back to buy other items in the future.  That first small sale can be the start of a beautiful relationship. 

If a title sells out, you might want to order an extra copy or three next time.  Help a book build its 
readership, and you may find you also help build your own ales.  Your customers will appreciate this as 
well. 

Not everyone likes every kind of music.  If you play music in your store, make sure that it’s a kind that 
has a wider rather than a narrower appeal.  I know this sounds pretty simplistic, but the music in your 
store sets the mood of your customers.  We may all deplore “muzak” (and you don’t have to necessarily 
play something that bland) but research has shown that soothing music in a store slows down your 
customers so they take their time, and possibly see a purchase they might otherwise have missed! 

How would you feel if you walked into a store for the first time and every clerk was twice your age?  Or 
half your age?  You might feel a little uncomfortable.  You might wonder if you were in the right place.  
You might walk out and never come back.  Right?  It’s important to have a staff that reflects the diversity 
of the customer base you want to attract.  One way auto dealerships have increased their car sales to 
women is by hiring female salespeople.  (Another way is by training their male sales staff to be respectful 
rather than condescending to women customers.  Sound familiar?)  A 1994 survey by J.D. Powers and 
Associates found that not only were women more likely to want to buy a car from a woman salesperson, 
female sales staff members got high ratings from both male and female customers.  Our own Friends of 
Lulu survey of members had female staff listed as a high priority for improving the service of their local 
comics shop.  Diversity doesn’t just mean gender.  It includes age, ethnic background, and whatever else 
you can think of. 

A diverse staff, of course, isn’t an excuse for a staff that doesn’t know anything about comics.  As we note 
below, you should train all new staff.  But don’t let lack of familiarity with comics stop you from hiring 
someone if the person has a genuine interest in learning.  There was a time when you didn’t know 
anything about comics.  And you learned, didn’t you?  You are also very  likely to find new staff who are 
both “diverse” and who already read comics.  Keep your eyes and ears open and don’t make 
assumptions about people when you’re looking for a new hire. 

Listen to your customers.  Sometimes they will tell you what they think you’re doing wrong.  Even if you 
disagree with their complaint, run it by others whose opinions you respect.  Listen to your fellow 
retailers.  They may have some good ideas.  By the same token, don’t be shy about sharing your own 
ideas (see our last chapter for ideas on this).  Don’t keep them to yourself for fear others will steal your 
customers.  If you run a good store, your customers will reward you with their continued business and 
even their loyalty. 
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A NOTE ABOUT BEING THE BOSS 

Most people are not born knowing how to be part of a sales staff.  Even if they’ve worked in retail stores 
before, they may not know how.  Here are four secrets of good management: 

* Take the time to make sure every employee knows how to do her or his job properly. 

* Once you’ve trained someone, let them do their job without you looking over their shoulder all the time. 

* Set a good example with your own behavior.  Just because you’re the boss doesn’t mean the rules you 
set don’t apply to you, too. 

* Let employees know exactly what they’re doing wrong, if they make a mistake, and give them a chance 
to correct it.  Tell them clearly what the consequences are of letting you down.  At the same time, don’t 
criticize or threaten unnecessarily.  If you’re always complaining to your employees, they won’t take you 
seriously when something really important needs correcting. 

If you maintain high standards for your employees and expect the best from them, in most cases they will 
fulfill your expectations.  In the rare cases when they don’t, it’s important to follow through with real 
consequences. 

 

THE LAST WORD 

Remember how we said that there are no differences between male and female customers?  We lied.  
There are a few differences that market research has revealed.  Many (though of course not all) women 
like a clean, well-organized place to shop that is well lit.  They like music volume to be set quieter rather 
than louder.  And they would like to feel safe, which includes being able to see in through the windows.  
Many traditionally male-customer-oriented businesses like hardware stores and auto dealerships have 
used this knowledge to dramatically increase the diversity of their customer base.  YOU CAN TOO. 

So clean up, get organized, and smile when those customers walk in your shop!  And then turn to the 
chapters on store display and marketing for more ideas about how to arrange your stock, and how to 
bring more people in to see -- and buy -- it. 

Note:  Material in this chapter was drawn in large part from information provided by Ilia Carson of Meltdown 
Comics in Los Angeles, and has been used with her permission. 
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CHAPTER 3: 

Presenting the Product by Deni Loubert 
 

Okay -- so now you’ve read this far and you know that you want to sell more to women.  I am assuming 
that you are an intelligent individual who has given all of this some thought.  You agree that it might just 
be a good idea for both your shop and the industry as a whole to make a few changes in this direction, 
but you are now faced with yet another question: How do you make the jump from an idea to actual 
changes in your shop? 

 

CHOOSING THE PRODUCT ITSELF 

Perhaps the best place to start is by looking at what you now stock and how it is presented in your shop.  
Part of this will include thinking about broadening your line into new areas that your customers will 
enjoy (see the next chapter for ideas on what to stock) and ways to show off this new product that will 
bring new customers into your shop. 

Start by asking your customers why they like titles you don’t follow and what television shows or movies 
they also enjoy.  Talk to friends about their interests, especially female friends who don’t buy comics.  Be 
willing to ask and ready to learn. 

Read something other than comics and the related industry magazines.  All industries have trade 
magazines -- including the toy and hobby industry.  They list trade shows in them that will help you 
connect with the distributors and manufacturers, as well as acquaint you with what might work for your 
customers and your community’s other potential customers.  There is a list of trade magazines in the 
Appendix.  Give a few of them a try. 

There are several obvious recommendations on buying product for a larger customer base, as well as a 
few you may not have heard of before.  The next chapter will give you some ideas on what these options 
are, and how they can help you expand your customer base and keep them coming to your shop. 

As has been mentioned in previous chapters, not all comics about women and children are for women 
and children.  However, do not discount the fact that young women (and girls) are always looking for 
role models in a world that gives them so few.  Diamond Comics’ “Friends of Lulu Suggests” catalog has 
a good listing of titles to check out for a “general interest” section.  Also, you can take a look in the 
Appendix of this book for our survey results of top titles enjoyed by female readers. 

Not surprisingly, in this industry which still maintains a high proportion of male retailers, many simply 
may not know of or have an interest in areas outside of mainstream comics.  Which doesn’t mean your 
potential customers don’t.  And after all -- those new customers are the ones who will make your shop 
successful. 

 

THE HOLLYWOOD CONNECTION 

As previously mentioned, displaying and selling comics and related items that are connected with 
television shows, movies and books is a good way to get new customers into your shop.  These 
recognizable characters will help you to bring in new customers better than the latest hot collectibles -- 



 17 

particularly the genre-related items such as science fiction and Japanese animation that have a wide 
following among female audiences. 

There are many titles already out there that fall into this category.  Think of The Simpsons, Sabrina the 
Teenage Witch, The Tick, The X-Files, etc.  Companies such as Dark Horse have built a good reputation 
on turning out top-rated movie tie-in comics.  But don’t stop with just a rack of tie-in comics.  You can do 
more with just a bit of effort and thought.  Star Wars is a good example of this.  Begin by displaying Star 
Wars models, action figures and collectible cards together in one place near the front of the store -- or 
better yet, in the window.  Then create a path through the shop that makes customers see other science 
fiction related items before they get to the Star Wars items advertised by your window display.  The push 
for Star Wars is just heating up, why not position your store as THE place to get all the Star Wars stuff?  I 
think you get the idea. 

 

BOOKS AND OTHER CLOSE RELATIONS TO COMICS 

Collected volumes, including most trade paperbacks, are something that should add to the value of your 
shop simply because they are a product type that a non-comics buyer will recognize.  Many women cited 
graphic novels as their primary source for comics in the recent Friends of Lulu survey.  Placing graphic 
novels near the front of your shop, and racked with most of the spines out, will give your shop a look and 
feel that will be familiar to most bookstore browsers.  You can also make use of the technique of 
spotlighting a select few books by having them face-out in a rack full of spine-out books. 

Don’t crowd books in with other comics, and don’t necessarily put all of one company’s titles together.  
Mainstream bookstores don’t have a Ballentine section and a Harper’s section, but rather they have 
content-based sections where books from a variety of publishers will naturally fit.  The same should be 
true of your store.  Genre racking (more on this later) your trade paperbacks, collected reprints and other 
similar titles will allow the “drag-alongs” (read: potential customers) to perhaps find something they 
would be willing to purchase.  Check out the list of graphic novels by genre in the Appendix to help you 
sort out what goes where. 

And while you are at it, label those genres clearly so your casual customer waiting for her boyfriend to 
pick up the latest Spider-Man will know what she is looking at.  Most trade paperbacks cost somewhat 
less than a current bestselling hardbound book, so price resistance should not be an issue. 

 

VISIBILITY 

Do they even know you are there?  I am not talking about advertising in the Yellow Pages.  What does 
your shop look like from across the street?  Would someone walking by know who you are and what you 
sell?  Worse: would they think they know what you sell, and assume you have nothing to interest them?  
Most people choose whether to walk into a store or not by what is in their window -- what is in yours?  If 
all you have is old yellowing posters advertising superhero comics, what does this say about your shop? 

The boys who come in for the latest Spawn, X-Men or Spider-Man don’t need much.  They are there every 
week and would come even if you were in a basement without any windows or signs.  It takes little or no 
effort to maintain the status quo: few or no women customers, and the same dwindling base of teenage 
boys.  But what will happen when your present clients get jobs and trade in your dark “boys club” for the 
local bar?  After all, at least there they have girls. 

So, clean up that window, put in it something that actually will bring customers off the street and into 
your shop.  Sailor Moon, The Simpsons, Magic the Gathering, X-Files, Star Wars, Star Trek -- the list is 
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long and obvious once you start thinking of it.  Include plenty of non-comics material, and change your 
display regularly (meaning monthly, not yearly). 

You might want to try putting related items in your window to make a statement other than “look at all 
the Star Wars stuff we have.”  Perhaps you can gather books about comics, or a collection of “art books” 
that show the influences of a particular artist.  (Look at Muth or Sienkiewicz, and then think about the 
painters they are obviously influenced by.)  Use your knowledge of comics -- let others know that comics 
is more than Superman.  Alternately, try using themes that tie into what “the real world” is doing.  Do a 
window that features Back to School, Christmas, Halloween, Valentine’s Day, Mother’s Day, Father’s Day 
-- heck, maybe even Arbor Day!  Sounds like a lot of work?  Have a window display contest and award 
the winner with the chore of actually doing the window for you that month!  Or get a local artist to 
donate some art to show off in your window -- and then get them to come in and do a signing for the 
book the art is from.  (See Chapter Five for how to use this idea to generate interest and sales.) 
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SIGNAGE 

Of course, all this doesn’t help if no one can find your shop because you don’t have a sign.  This sounds 
obvious, but there are plenty of shops that don’t have any kind of sign.  Do you?  Does it say who you are 
and what you sell?  Meltdown Comics & Collectibles has a good example of a sign that says it well.  They 
have a neon sign with their mascot (it looks like a little ‘50s Martian toy) and they have the word 
“collectibles” in all their ads and signs.  Your sign for your shop is your handshake to the world.  Make 
sure it communicates clearly how you want your store to be perceived. 

Signs inside the store are crucial as well.  A common complaint of new readers is that they can’t find 
anything interesting because they are overwhelmed by the sheer volume of what is out there.  Bookstores 
have signs above the various areas like “children’s books” and “historical romance.”  Do the same for 
your categories.  Feel free to borrow the headings in the Appendix listing in the back of this book.  It 
doesn’t have to be a big sign, but it shouldn’t look handmade either.  You can call attention to specific 
titles with little signs that give information about the content, awards won and “fan favorite” guest 
appearances.  Invest a little in your shop and it will pay back with happy customers who can find what 
they want to buy.  Again -- the budding comic artist customer might enjoy making signs for you.  This is 
where it helps to know your customers well, beyond just what they buy.  Be creative.  Comics is a creative 
field and you are surrounded by art everywhere you look.  Use it for inspiration when finding ways to 
point out to new customers where the “treasures” are. 

 

LAYOUT AND DECORATING 

Take a look at what you have in the front of your shop.  This is the first thing someone will see, and will 
establish your store’s identity for potential customers.  Can the inside of the store be seen from the 
outside?  If not, why should they even bother to come in?  If it can, does it look inviting?  If the casual 
passer-by looks inside, will they see things they recognize and might want?  Is the store clean and well 
lit?  After all, why does Mobil Gas spend millions to advertise how clean the bathrooms and grounds are 
if it doesn’t mean anything to people?  It has nothing to do with the quality of their gas, and everything to 
do with “cleaning up” their image.  You are better off starting out with a clean, orderly, professional 
image.  If you don’t have that, then, as Mobil’s strategy seems to indicate, it is never too late to start. 

Whether you are located in a mall or on a street will of course have an influence on how you lay out your 
shop.  The size will determine many elements as well.  But even with that said, there are a few basics that 
need to be considered when you look at your shop’s layout and how to improve it.  Good lighting is 
essential, as is a clean shop.  Aisles that are wide enough for everyone (including wheelchairs) make it 
easier for people to see all titles, not just those at eye level.  If your major customers are superhero 
readers, put those books in the back of the shop so they will have to walk past all the alternative 
merchandise before they get to their scheduled purchase.  Have impulse buy items near your cash 
registers and change them on a regular basis.  I know of several shops that have candy by their registers.  
If space allows, an area with a chair or two will allow “drag-alongs” to sit and read while waiting.  This 
need was cited frequently in our latest survey of members regarding comic shops, and I can think of no 
better way to gain a new client than to have a place for them to sit and “sample the wares.”  And if you 
MUST have pinup posters in your shop, keep them to a minimum and put them over the area where their 
related books are located. 

If you carry adult material, be sure it is in a separate area.  Better yet -- create an area in your shop for 
kids’ material as well.  And make sure both areas are well marked so no one accidentally wanders into 
the wrong area. 
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Of course, how you rack your books will also determine to some extent how you lay out your shop.  Look 
at the next section on genre racking to determine what you want racked and in what way.  There is no 
single answer, but there are always new ways to approach the same problem. 

 

RACKING FOR NEW CUSTOMERS 

Racking by genre is not a new idea to comics, although it has become somewhat of a controversy among 
retailers.  But there is a reason nearly all bookstores do it.  If you are a new customer walking into a 
bookstore, you don’t know where your favorite author is, but you do know the genre he/she writes.  
Personally, I love to cruise through unfamiliar bookstores and see what they have in fantasy, science 
fiction, poetry, and historical fiction, because those are areas I enjoy reading.  On the other hand, I 
sometimes walk out after just a few minutes, and without buying anything.  Why?  Because in a comic 
shop, unless they genre-rack, I have to look through hundreds of titles to find what interests me.  And if 
you want to bring in younger readers (because, after all, where will we be in ten years if we don’t?), genre 
racking has an added bonus.  Parents who bring in their kids to a genre-racked store will find that it will 
help keep the kids focused in a section of their material while parents browse elsewhere.  That will give 
you not only the parent’s sale, but the kid’s also.  Two sales with one tool! 

Another way to display titles in a way that makes them more accessible is to create genre-driven displays, 
much like the book-dumps in bookstores.  Some publishers have offered displays of this sort as special 
sales incentives to introduce new lines or changes in continuity across a line.  When they do -- take 
advantage of them.  When they don’t -- create them yourself. 

And don’t feel that genre racking or company racking is the only answer all the time.  Mix it up, try 
different ways to display the titles.  If your shop is small, have one or two areas that spotlight a genre and 
change it every two months.  Perhaps have one area reflect the theme you are using in your window (see 
“Visibility” above).  Entertainment is a strong sales motivator.  If the new customer is entertained while 
they browse, they are more likely to purchase something. 

As mentioned in previous chapters, all of these changes in layout and store appearance will do little if 
your buying habits don’t change to support the new readers you want to bring in.  When you sell all the 
copies of a title, order a few more the next time around.  This isn’t some altruistic action, it will actually 
benefit your bottom line.  There is less of a risk when your customer base is more diversified. 

If you are successful in attracting new customers, make sure you continue to look for new and interesting 
things that will keep them looking at your shop and coming back for more.  Change the art in your shop; 
change the window out front; display new titles where they will attract attention.  Try out new licensed 
products and keep track of how they sell.  Ask your customers what else they would like to buy from 
you.  Ask someone walking out what they would like to see in your shop.  And listen to what they say 
and learn from it.  It’s a constant investment of your time and money and energy to have a successful 
shop.  But if you succeed, it will be worth the effort.  After all, if all you wanted was a retail shop, you 
could always sell shoes.  But if you are like many in this business, you want to show the world why you 
think comics are so wonderful.  Here’s your chance to do it. 
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CHAPTER 4 

Beyond Wonder Woman -- Choosing Product for 
Children and Women by Ann Goetz 
 

In order to get new customers, you have to have the product they want to buy.  What should you put on 
your shelves to attract these customers?  Let’s look at some trends. 

Most women are not interested in super-hero comics, although there are a minority who actually do read 
them.  Even comics about women are often not read by women for the simple fact that they are written 
for the male majority of the comic book audience.  Wonder Woman is a good example of this.  William 
Moulton Marston created the character for girls.  By the fifties, the readership of Wonder Woman was 
primarily boys.  What happened?  The publisher changed the focus of the book to match their established 
readership, rather than trying to re-establish a female audience for their book. 

This made sense from an immediate business point of view.  But what happens if, in the future, your 
established audience is overloaded with competitive material?  The book doesn’t sell.  And that has been 
the problem with Wonder Woman for a long time.  The only time Wonder Woman continuously broke sales 
records in the past 40 years was when George Perez shifted the book’s focus to include women readers in 
the 1980s. 

So what do women buy?  Mysteries, fantasy, romance and science fiction.  Titles like Sandman, Books of 
Magic, Vamps, X-Files and Elfquest.  Mimi Carroll of Night Flight Comics in Salt Lake City, Utah says, 
“Wolff & Byrd is excellent for women readers, along with all of the Paradox Press books, like Big Book of 
Urban Legends, Big Book of Weirdos, etc.”  Women also like to buy gifts for children or siblings who like 
comics.  Says Bob Smoot of Stand-Up Comics in El Cerrito, California, “. . . I was helping a young man of 
about 14.  He was asking about the prices on some Pogo back issues we had on display.  He said that his 
mom was a big Pogo fan and he wanted to tell her about them.  I reminded him that Mother’s Day was 
coming up and they might make a good gift.  He thought that was a good idea and purchased two of 
them.  I threw in a copy of Bone #1 explaining that it was a fairly new title that was similar and that his 
mom might like it as well.  Well, he gave them to his mom that afternoon and she liked them enough to 
return to the store that evening and purchase about four more Pogos. 

“The best bet is to find out what they (women) like in ‘regular’ books, TV and movies and try to match 
interests.  I find that women will buy just about anything that matches their other interests.  For some it 
may be Vertigo style books, for others it might be Star Wars/X-Files type stuff.  Others may be more 
interested in strip reprint books like Calvin & Hobbes.  The rule seems to be -- don’t assume!  Ask and 
she’ll tell you.” 

What product do you sell to children or their parents?  DC Comics mounted a well-intentioned effort in 
the late 1980s to attract younger readers.  They introduced Impact Comics, and revised some old 
characters to garner child interest.  The problem?  First, the comics were placed with the regular titles, 
confusing readers into thinking they were meant for older readers.  Second, kids want characters they 
recognize.  In fact, recognizable characters will bring in new readers better than hot collectibles.  If you 
put a Superman display in your window, particularly Superman the Animated Series (or Batman), kids 
will buy -- as will their parents.  Disney works that way too.  Why?  Because today, X-Men, Batman, 
Animaniacs, Bugs Bunny, Pinky and the Brain, The Tick -- these are what kids watch on Saturday 
morning and in the afternoons, and this is what they and their parents will buy.  Right now, Acclaim is 
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making a good effort by publishing The Tick (based on the animated series) and DC’s Warner Brothers, 
Hanna Barbera, and Cartoon Network titles are a positive trend towards accessible children’s products. 

Perhaps you already carry this sort of TV-related merchandise in your store.  But where do you put it?  
Do you put it out front where new customers can see it?  Do you shelve it with other gift merchandise 
and items that attract new readers?  Are your store’s walls cluttered with so many promotional posters 
that these items are not visible?  They should be highlighted in store windows and eye-catching displays 
so that parents will stop in with their kids. 

A good way to find product for your new customers, of course, is to be up on the newest developments 
in the comic book and publishing industries.  When reading trade publications like the Comic Buyer’s 
Guide, Previews, Comics Retailer, or even Publisher’s Weekly, keep a discerning eye open for merchandise 
that new customers would like.  A good recent development has been collected volumes and licensed 
publishing merchandise like comic-related novels, children’s picture books, and coffee table art books.  
The Diamond “Friends of Lulu Suggests” catalog is a wonderful source for this sort of material.  In the 
comic trade publications pay close attention to what some of the small independent comic publishers are 
doing.  New titles like Quicken Forbidden by Cryptic Press and Totally Horses by Painted Pony Press are 
perfect for girls.  Many girls also enjoy Manga titles (particularly those aimed at their age range) like 
Sailor Moon.  These items should be highlighted in store windows or elegant displays as new gift items -- 
or even as a way for your regular customers to “get a friend into comics.”  Also keep in mind that 
nostalgia sells.  We assume you want to have a shop where what you carry sells.  That’s why you’re in 
this business, right? 

Jim Hanley of Jim Hanley’s Universe in New York says that he gets many new ideas for women-friendly 
product from gift shows and that these specialty items often draw women and children customers into 
the store.  “I’ve had to scale back on the sidelines,” he says.  “But they do great.  Especially plush toys.”  
Mary Alice Wilson of Dark Star Books and Comics in Yellow Springs, Ohio agrees.  She capitalizes on the 
gift and novelty draw with bumper stickers and T-shirts.  “Of course we do use the windows for display -
- we lately had one featuring alien T-shirts (glow in the dark) and UFO books and a sign saying, ‘If you 
think they’re coming to take you away, better get a change of clothes and something to read.’  It was 
pretty darn successful.  Another window featured our URL and a sampling of our computer oriented 
bumper stickers (WINDOWS ‘95: tomorrow’s bugs today’ and ‘This is your Computer on Drugs’ with a 
picture of the Windows symbol, etc.).  I cannot tell you how successful our bumper sticker sales have 
been.  I carry about 100 different ones . . . at $2, 3 for $5, and they just fly!” 

Sometimes the most obvious solution is right under our noses.  Los Angeles retailer Ilia Carson, owner of 
Meltdown Comics & Collectibles, comments, “Everything you could need to expand beyond just comics 
is offered in Diamond’s catalog.  We have even found older toys in some of their special sales.  You just 
have to know to look beyond the comics section in the catalog.” 

As a comic retailer, you must learn to ask customers why they like titles that you don’t read.  Ask people 
who don’t read comics what they like to read or what TV shows they watch.  If they say they enjoy a 
particular genre, keep that in mind when making future purchasing decisions.  The more information you 
can get to help your female customers find interest in your product, the better.  You will be able to make 
recommendations to new customers and build up their loyalty to you as a regular source for their 
entertainment material.  “‘Civilians’ are a much harder sell,” says Bob Smoot.  “Unless they’ve come in 
because they heard about something on TV, it’s a matter of engaging them in conversation so that you 
can match interest.”  Mike Raub of Flamingo Street Comics in Fairfield, Connecticut says you can find 
ideas for new product “everywhere -- TV, radio, talking to people in the right demographic groups.  But I 
have to say that when I am looking for new ideas that tell me what my customers are thinking, the Life 
section of USA Today usually has some great places to start.” 
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Once you find new product and start to sell to a new audience, you’ll notice that you can change your 
stocking habits.  You won’t have the problem of guessing a collector’s whim.  When you sell all the copies 
of a title, you’ll buy one more next time.  From issue #1 to issue #2, you won’t have to cut your orders in 
half.  Of this Smoot says, “As far as my buying habits, the secret is to try different things.  The more 
different styles of product you stock as a retailer, the more potential customers you have.  (But) DON’T 
overstock.  Go ‘a mile wide and an inch deep.’  The re-order ability with most distributors is such that re-
stocking isn’t much of a problem if you sell out, but you can drown quickly in unsold product.” 

By choosing product to reflect the readers you want to attract, you’ll win, and all your customers will 
win.  What more can you ask for? 
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CHAPTER 5 

Marketing Your Store to Your Community by T.M. Lowe 
 

You may be tempted to skip this chapter with the excuse that “None of us have the extra money for big 
ad campaigns.”  While some advertising may be very worthwhile, advertising is only the sauce of 
marketing, not the whole enchilada.  The essence of marketing has to do with building a welcome and 
useful presence within the community that you live and sell in.  How your community will see you 
depends on many things. 

A first consideration is the store itself.  Most of these things are covered in other chapters so there is no 
need to go over them in any length here.  On the other hand, it cannot be emphasized too much that the 
face you put on your store is the first thing the community will judge you by.  The following are all things 
to think about. 

Visibility, layout and decorating:  Do they even know you are there?  Can your business, or at least a 
sign with your name, be seen from the street?  Can the inside of the store be seen from the outside?  Does 
it look inviting?  If so, if the casual passer-by looks inside, will they see things they recognize or might 
want?  Is the store clean and well lit?  You are better off starting out with a clean, orderly, professional 
image.  If you don’t have that, then it is never too late to start. 

Staff:  Once new customers have actually made it in the front door, are they greeted by friendly and 
knowledgeable staff?  Being approachable and knowing, at least minimally, about all of the product line 
goes a long way in making the store seem inviting. 

You are the best judge of the standards and self-image of the town or neighborhood where you live and 
sell.  Be aware of the kinds of things that are likely to cause trouble and have a policy to deal with them 
before they happen.  Do you allow bikes on the sidewalk out front?  Do you take backpacks and bags 
from everyone who enters?  If not, how do you explain your policy to the ones you do ask?  How do you 
handle the sale of “Mature audience” titles to people whose age is unknown or unclear?  What are the 
books that you will not sell to minors, and does all of the staff know this?  Do you have a special place for 
mature titles, or are they mixed in with all the others?  The best way to avoid trouble is to think about 
who your customers are and what kind of community standards they will expect you to uphold.  Having 
a policy about many of these things diffuses potential problems before they arise. 

Beyond what you do in your store, there is a need to interact with the community.  There are many ways 
to do this.  One of the primary conduits to new customers will be local press.  There are many ways to 
utilize the press.  Unfortunately, the horror stories in this area abound.  Time and time again I have seen 
retailers shoot themselves in the foot where the press is concerned.  No matter how much you don’t 
personally care for an “industry sales event” (i.e. the death of Superman), the mainstream media 
attention does mean an opportunity to get new people to walk in the door.  Which is half the battle.  
When retailers take the rare few seconds of television or newspaper exposure to say things like, “They’re 
just doing this to make money!” or “The whole idea is a stupid gimmick.  I’m sure Superman will be alive 
again within the year,” the impression they leave with the viewing public is, “If the people who sell 
comics have no respect for the medium, why should I?”  Why not use that time to point out something 
you think is worthwhile in comics in general, if not the sales event itself?  If you are not excited about 
your product, why should anyone buy it? 

On the other hand, some stores have managed to make the most of the press and make themselves 
available.  Stores like Golden Apple on Melrose Avenue in Los Angeles are the first ones called when the 
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mainstream media wants to know about comics or a comics event.  Bill Leibowitz can be counted on to be 
knowledgeable and enthused about things going on with the comics industry.  He lets the TV cameras 
into his shop and is able to show off the wide array of comics and other material that are available. 

 

VISIBILITY COUNTS 

So how do you court the local press?  First off, let them know you are there.  Press releases are a very 
good idea.  When there is an event in the industry, particularly one that a big company is putting some 
money into advertising, be sure to send a press release to your local newspaper, entertainment paper, and 
college paper as well as radio or television news people.  If you don’t have the time to create these on 
your own, check out your Direct Currents.  DC creates press releases that only need you to fill in the local 
information and put them in the mail.  These require virtually no time and are easy to use.  If your local 
media outlets have the space and inclination to run them, they will help let non-comics readers know 
about comics and let everyone know about your store.  Even if the journalists never run them, they will 
know that you are there.  When they do write an article on “adults who collect comics” or “comics to 
screen movies” or some other related subject, they will know that you are the expert to go to for 
information. 

 

MEET THE PRESS 

If you have already established a rapport, the next step will be easier, or it can be a good first step.  Invite 
the local news team or reporters to signings or other in-store events that you put on.  If possible, have 
them run articles on the featured signer prior to the event.  If it is local talent, the artist/writer may have 
better luck interesting the press in them as news.  Some papers are very leery of anything that looks like 
free advertising.  In-store events are not usually huge money makers, in and of themselves.  However, 
they give you a chance to shine.  Also, a celebrity draws people who may not already be fans.  In 
addition, it makes the store into a bridge between industry professionals and their readers.  Many 
signings have become the fond memory of fan and pro alike.  An in-store event will stand out in the 
minds of your customers.  If you feel you can’t afford long distance talent, look for local artists and 
writers.  You might also want to talk to regional (as opposed to local area) retailers and share the costs for 
a popular creator to come to your area and do a mini-tour of several shops.  If they are not available, 
consider putting on a “How to Survive the San Diego Con” slide show workshop -- if you’ve been there.  
There are many things that can be done to make a special event worthwhile.  They are hard work, but the 
payoff is usually well worth it.  And don’t waste the hard work by not utilizing the press.  If you do little 
else, at least get the word out in the calendar section of your local newspaper. 

 

GETTING THE WORD OUT 

Don’t forget about the abundance of community calendars that exist.  Be sure to notify the community 
calendar section of the many papers and other local media about your upcoming events.  Many people 
new to the area or visiting, as well as those who just don’t know about your store, may find you there.  
Most of these listings are free and all you have to do is give enough advance notice.  The Comic Buyer’s 
Guide also runs a calendar section.  Start keeping a list of all the places that list similar events, or that 
should.  Then call around and get the guidelines for submissions (most important: How far in advance do 
they need the information?  It can vary from days to months!).  You may be able to double or triple the 
number of places where your signing or art auction is publicized just by spending a few minutes on this 
simple step.  Once you have the information, keep it in an easy-to-access place and make it a regular part 
of all in-store events coordination.  An easy way is a three ring binder with a mailing list and phone 
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number list.  Just photocopy your mailing list onto labels, mail your release, and presto -- instant 
publicity! 

If you have the time and talent, consider writing your own column on comics for the local paper or 
entertainment magazine.  If you are not up to the task, find out what kind of advertising support would 
allow you to sponsor such a column on a weekly or monthly basis.  (Don’t forget about advertising co-op 
offers.)  Who knows, maybe one of your staff or customers is a budding Frank Miller and would welcome 
the chance to be sponsored by your shop in return for writing the column. 

Maybe you would rather show the people what’s out there than write about it.  Consider a cable access 
show in your store.  That will give you a chance to spotlight what’s hot with current collectors and what 
might be of interest to new clientele as well.  Make it a showcase for local talent, professional and 
amateur.  See about incorporating other elements of pop culture -- got a friend who always wanted to be 
a film reviewer?  Local bands need a forum?  The person who owns the local music store might need a 
chance to highlight things as well.  This may be the chance for all of you. 

 

BEYOND THE PRESS 

In addition to the local media, don’t forget there are schools, clubs and community organizations.  These 
are the people who can be your best support or your worst nightmare.  Find ways to befriend them 
before you are facing them down over some overblown issue. 

Sometimes the preconceived notions about comics can work against you.  A few years ago, the middle 
school on Vandenberg Air Force Base had an English teacher, Cecilia, who was happy to sponsor a 
comics club.  Because I was assistant manager at Printed Matter, the local comic shop, she invited me to 
speak to them about upcoming comics, collecting and condition, and comic conventions.  So about once a 
month I’d go out on a lunch hour and share something about comics with the two dozen or so kids that 
showed up.  After my presentation one day, she told me she was getting resistance from some parents.  I 
didn’t think much of it.  The next time I was there, she showed me a letter from the mother of one of the 
club members.  It was a very fearful letter about how concerned the mother was that her son was reading 
comics and that Cecilia, an English teacher, was condoning it.  The letter went on to explain that comics 
would surely lead her son to role playing games and from there it was only a matter of minutes until he 
was worshipping the devil and biting the heads off of chickens.  I was very impressed with the teacher’s 
reply: 

“Your son is in the seventh grade.  He reads, normally, at about a fourth grade level.  He has a very 
limited attention span and often does not complete assignments.  But since he has joined the club, he 
reads his comics cover to cover.  His vocabulary has increased and he shows more interest in school 
work.  (I do not allow comics to be read in class until assignments are completed.)  I will guarantee that 
his comics are a higher grade level of reading than he has ever tackled before.  As his teacher, I can only 
say that comics are the best thing I’ve seen happen to him all year.  There is no proven correlation 
between comics and role playing or role playing and devil worship.  While I understand your desire to 
keep your son away from the latter, I think he is a decent boy, raised by decent, loving parents.  He will 
not suddenly become a monster.  This is one of the few things that has inspired him, please don’t take it 
away.”  She has since moved away and the club is no longer part of the campus, but this story does 
illustrate that allies in the school can be good for you, for comics and for the kids who read them. 

There are many ways to make your presence known with schools.  Advertise in yearbooks and school 
play programs.  Donate gift certificates or back issues to red ribbon week programs, post-prom parties, 
and other school fundraisers or events.  Give teachers a discount for comics used in the classroom.  
Donate back stock to teachers who have reward incentive programs in place.  Sponsor a comics club at 
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the middle or high school.  If teachers or community groups are negative about comics, be ready for 
them.  Have a list of comics that are appropriate for young kids; know about the things to steer them 
away from.  You might consider sponsoring a Friends of Lulu education workshop for parents or girls in 
your store.  If the local chapter is not offering one, or if you don’t have a local chapter of Friends of Lulu, 
consider talking to a Friends of Lulu member or contacting the board for suggestions on how to create 
your own.  Friends of Lulu will be glad to connect you with people in your area through our mentoring 
committee who have expressed an interest in mentoring or teaching.  Better yet -- why not form a local 
Friends of Lulu chapter and offer to have meetings in your shop?  Some of the best community-oriented 
events have come from situations such as this. 

Beyond the schools there are other ways to work with local government.  Recreation department youth 
programs are always trying to create events that will keep kids interested in life and out of trouble.  Help 
put on a card and comics show, or a “card and comics just for girls” show.  Talk to them.  You might find 
events you want to participate in and the department will be eager for your help.  The public library can 
be another source of support or antagonism.  Read comics to kids at the local library, or have children’s 
book readings in your store.  Ask the librarian about doing a display on the history of comics, or local 
talent, or the process by which comics are created.  If he or she doesn’t have the time, offer to create one 
and have the library use it for a month or two.  Many libraries have adult literacy programs or English as 
a Second Language classes.  Ask if you can make a contribution.  Also, many libraries put on special 
summer fairs.  The Los Angeles chapter of Friends of Lulu was involved in one last year, and participants 
included local comics retailers, who joined in to talk about comics in an open public forum.  Use those 
opportunities to change how your community might view comics. 

Some communities have literacy programs outside of the library as well.  See if they are interested in your 
help.  For a good example of how this works, we need only look to Phil Yeh at Cartoonists Across 
America and the World.  This group travels all over the planet doing murals dedicated to literacy.  They 
have painted buses, billboards, buildings and Mack trucks.  Phil, the mastermind of this pro-
literacy/comics organization, is infectiously enthusiastic.  He will speak at schools and on local TV, and 
the murals have drawn the participation of local (and state) politicians, hundreds of comics professionals 
and top people from many other industries.  This would be a very exciting event for your store as well as 
your whole town. 

If literacy seems too sedate for your image, consider trying to budget sponsorship of a Little League, Pop 
Warner, soccer or softball team.  If you really want to get the word out, sponsor a girls’ team!  DC Comics 
has some very interesting co-op offers on things like this, as do many other publishers.  Check the listing 
in the back of this book for the person to contact at the various publishing houses for more information 
on how you would do this.  You might also consider either a food drive (with customers getting discount 
coupons in trade for canned goods) with a local church, or a book drive (same idea as above) for the local 
library.  Publicized correctly, these kinds of events go a long way towards giving your shop some 
positive visibility to the non-comics buying public. 

Which does bring us back to the big A:  Advertising. 

You may laugh, but do not neglect the Yellow Pages.  This is an easy way to reach new customers.  Every 
out-of-town visitor and person new to town or the idea of comics will probably start their search there.  
While the Yellow Pages has finally created a section for comics, it is worthwhile to consider cross 
advertising under one of the other product lines you carry, especially books, videos, cards and 
memorabilia.  Some phone book companies offer incentives for more than one placement, which can 
usually be paid off over the year with your phone bill.  I’m sure your local representative will be more 
than happy to give you all of the details.  One word to the wise:  always be sure that you are able to 
proofread and double check your ad before it is printed.  And be sure to have a clause that you will only 
pay the high price tag if you are satisfied with the ad that is run.  Printed Matter had a nightmare where 
their ad in the “Books” section was the wrong one -- an old, supposedly discarded, comics section ad.  
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This resulted in not letting anyone know about their 40,000 volumes of new and used books (or many 
other product lines as well) for a whole year. 

Beyond the big investment of the phone book, there are smaller ad purchases that are pretty obvious, but 
that can be left out in the hustle and bustle of preparing for an event.  Do not neglect the newspaper for 
events and sales.  And don’t forget about co-op options.  Be sure to check this out in advance.  Coupons 
can be used to help test the effectiveness of any given ad strategy. 

Other media, such as radio and television, don’t allow for the collecting of coupons but there is always 
the option of offering a “10% discount to everyone who mentions the ad on WXYZ radio/WXYZ TV.”  
There may also be co-op options for these non-print media as well.  Don’t forget to look into this. 

While sometimes cost prohibitive, TV does reach a much wider audience.  This is an area where local 
cable and joint advertising with other stores in your strip mall or on your block can be very helpful.  It is 
also one of the very best places to court new shoppers.  Be sure to emphasize items that are likely to 
appeal to an audience broader than the one you already have.  This is a good place to show off your 
science fiction paperbacks or magazines, your fine selection of manga and anime, or your wide variety of 
T-shirts and novelty jewelry, as well as your unparalleled collection of comics. 

From the most expensive to one of the cheapest options -- don’t forget carefully utilized handbills and 
flyers.  In-store promotion of special events is a good idea, but you must also go outside if you are to get 
new people to walk in.  This is a time for cross-market strategies.  When there is a comics-related or 
science fiction or fantasy movie opening at the local multiplex, go ahead and put a flyer with a coupon on 
all of the cars in the parking lot -- or hand them out to people waiting in line.  This is not a tactic that can 
be used all of the time or you will become viewed as a public nuisance, but occasional use of this method 
will get your name into the minds of those who didn’t know about you. 

A quieter use of flyers is to post them on the bulletin boards in cafes, community centers, churches, 
colleges and restaurants.  This is a very good place to put up news about non-superhero comics and sales 
events.  The first step to selling comics to girls and women is to get them to come into the store.  If comics 
won’t initially entice them, then something else must be used, and it helps if it is in the places where they 
are.  Which makes all of these locations an excellent choice. 

Many, but not all, of these advertising suggestions qualify for co-op credit from DC Comics.  And even 
though they are the only company currently offering that incentive across the board, other publishers 
may be open to the idea if you’re willing to take the time to carefully plan out your strategy and write it 
all down for them.  To find out more about the possibility of having a portion of your advertising cost 
applied to your bill for comics or reimbursed, call Alan Greenberg at Diamond Comics in Baltimore.  
Using this resource may make advertising go from wishful thinking to wish fulfillment. 

Another thing to consider when advertising is joint ads with other stores.  They are part of your 
community.  It is not always easy to get along with the competition, or even non-comics retailers in your 
area, but it is possible to enter into very clearly defined, contractually bound agreements to try to further 
both businesses.  Joint advertising is one way to do that. 

Along with schools, clubs, and government, the tone and tenor of your town is created by the businesses 
that are there.  If the stores are able to act respectfully to one another, it strengthens the overall 
community.  There are many opportunities for cross-marketing.  The most obvious choice is often the 
local movie theaters.  See if a nearby movie theater will let you do a comics display in the lobby for the 
opening of comics-related movies.  Consider joint advertising ventures with the local theater, or ask if 
they’ll let you leave piles of fliers in the lobby -- possibly with coupon offers exclusive to the patrons of 
that theater. 
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Beyond theaters, there are plenty of other small businesses in your town.  Many of them might be willing 
to trade some bulletin board or counter space for displaying product information that will be of interest 
to both clienteles.  You might consider creating a display with Kiss Nation or the Bob Marley comics in 
the record store.  Offer a coupon for a dollar off a manga comic with every anime video sold/rented at 
the local video shop, and one dollar off every rental with a five dollar manga purchase in your shop.  You 
know your town and your stock; there are many ways to get the word out about comics and that your 
store is the place to get them. 

Another potential area for cooperative effort is to do a workshop through the Chamber of Commerce or 
just informal meetings with other retailers.  See if you can’t, jointly, come up with more ways to enhance 
your sales and your community at the same time. 

Learning to work with other stores is an important step.  The next step is for comics retailers to realize 
that if comics dealers are able to act respectfully to one another, it strengthens the overall industry.  Joint 
advertising is only one element of cooperation that can really help. 

If your competition is spaced in towns a few miles apart, you may be able to combine your money and 
energy and get a better-known artist or writer to come to your store by splitting the cost two or three 
ways, and having the VIP sign in different stores throughout the day or weekend.  The particulars of who 
will pay for what and who will handle which details (like who picks the artist up at the airport, sees that 
they get to their hotel, makes sure that there  is something to eat or drink on hand, who sees that they are 
driven to the next stop on time, etc.) should be worked out well in advance and put into writing.  On a 
recent signing tour by a major Dark Horse artist, more than half the store owners forgot to pick up the 
artist at the airport!  Do not leave things to chance, if you want something like this to run smoothly.  
Remember, the more people who are involved, the more important it is that everyone know, in advance, 
what is going on. 

If your competition is too close to make that a comfortable option, at least try to be civil.  Avoid 
badmouthing other stores.  It is unprofessional and makes you look less mature than your junior high 
clientele.  It does not impress chicks. 

And after all, that’s really what we’re trying to do here, isn’t it? 
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CHAPTER 6 

Share Your Experience by Ann Goetz 
 

Probably one of the most difficult things for retailers to do is to tell other retailers about their own 
successes and failures.  But believe it or not, it’s one of the most valuable things you can do. 

As we’ve said previously, staying informed is the best way to help you buy and sell more product.  When 
something works well or sells well, or if customers seem to be requesting a particular item, let the 
publisher, your distributor, and other retailers know.  None of us can make this industry succeed on our 
own -- and making the same mistakes over and over again doesn’t strengthen it.  We all want the comic 
book industry to flourish, and the only way for this to happen is for everyone to know what works and 
what doesn’t. 

According to Bob Smoot of Stand-Up Comics in El Cerrito, California, “Sharing information with other 
retailers is paramount.  You not only find ideas that will work well for you, but which ideas didn’t work 
for others.  I’m a member of BACR (Bay Area Comics Retailers) and active on CompuServe’s Retailers 
Forum.  We swap ideas all the time.  Just this week I got lots of advice on both video rentals and store 
newsletters that I plan to put to good use.  Any retailer who thinks otherwise is shortsighted.” 

Jim Hanley of Jim Hanley’s Universe in New York agrees.  He says that he definitely feels that retailers 
should share information.  He recommends meetings of Comic Book Retailers International (CBRI) or 
other retail organizations for information.  His neighbor in New York, Alan Zimmerman of Science 
Fiction Mysteries and More, says, “We used to go to CBRI meetings in New Jersey.  They gave us a lot of 
tips, plus it allowed us to trade and sell overstock to each other.” 

Mike Raub of Flamingo Street Comics in Fairfield, Connecticut says, “I think our track record in the 
industry shows how passionately we feel about exchanging information with other retailers.  But right 
now it seems harder than it was even in 1985.  I never would have guessed that ten years after the birth of 
ERCBRA (the East Coast retailers group that later became CBRI), there would be even less of an 
organizational structure in the industry today.”  Contact numbers for these organizations are listed in the 
appendix in the back of this book.  Use them.  And if your local area doesn’t have one of these 
organizations, perhaps you and a few of the local shops you know can form your own chapter.  Failing 
that, organize a once-a-month get-together (brunch or beer and pretzels, whatever works for you) with 
other retailers in your general area.  You probably know them from local shows, so pick up that phone 
and call them! 

Mimi Carroll of Night Flight Comics in Salt Lake City, Utah recommends major trade shows for meeting 
with other retailers.  “The San Diego Expo has always been the best place to exchange ideas with other 
retailers,” she says.  “And the panels they provide for retailers are a great way to learn new techniques 
(for selling comics).” 

Retailers should communicate not only with each other, but with their suppliers.  Write to comics 
publishers and distributors to tell them what’s selling.  Write to trade publications and newspapers.  Just 
drop them a postcard.  Or -- post your ideas on the Internet if you have access to it.  Trade email with 
your peers, as Bob Smoot suggests.  There are many comics forums online -- especially on America 
Online and CompuServe. 

One of the most important things that can come out of this is that you can end up accurately 
communicating your needs to your suppliers.  The strongest message to give them is their bottom line -- 
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if you sell more, they will sell more.  The more retailers who share information, the more successful 
retailers there will be.  Sharing information on what sells will cause overall sales numbers to rise for 
publishers and for you.  They’ll notice and give you more of what you need.  But the information must 
come to them in numbers.  Put simply, it’s supply and demand.  By letting your peers know what’s going 
on, your publishers and distributors will find out and respond. 

And with regard to “giving away your own trade secrets,” here’s a good rule of thumb:  If it’s worked for 
your business for over a year, chances are your competitors already know about it.  So don’t be afraid to 
share a bit.  You’ll only be helping yourself in the long run. 
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A FINAL WORD 
Back in 1977, when I first got into comics, when everyone got together in the evenings at conventions 
(yes, “bar con” existed even back then), one of the common topics was, why can’t we get more women 
buying comics?  And that question remains today, after 20 years and the appearance and growth of the 
whole comics direct distribution system with its thousands of comics specialty stores.  If women used to 
buy comics, why don’t they now? 

Well, there are many reasons, but it all starts at the same place: the comic shops.  The reality is that as 
long as shops don’t perceive themselves as places where women can buy comics, women and girls will 
never walk into those shops.  Retailers get into this business for many different reasons, but I think it’s 
safe to say that most of you are here because you love comics.  It is a medium that draws us all, for 
various reasons, and we bring to it what we can.  Some draw, some write, some publish -- and some run 
retail shops.  We love this medium, this art form -- and we all want to see it prosper.  Not just for 
ourselves but also to prove to the world out there that we are not just a weird subculture forever destined 
to sit out the dance on the sidelines.  But to join that dance, we all need to grow up and take some 
responsibility for our part in it.  Too many of us have sat around bemoaning the fact that shops aren’t 
women-friendly, but now it’s time to do something about it instead of just complaining.  Being in a 
publishing industry, we knew what we needed to do.  We needed to get the word out through a book. 

What you have in your hands is the end result of many people in this industry coming together for a 
common purpose: to share a commitment to seeing our dream of growing the female readership as a way 
not only of keeping the comics market viable but of spreading the word on what a great medium comics 
can be. 

I have just one favor to ask of you, the retailer.  If you, too, are committed to expanding the comics 
market and keeping the medium alive, go beyond just opening the book and reading it.  Really give some 
thought to what we have suggested here.  Even if you consider your store to already be “female-
friendly,” you may find some promotional ideas you haven’t tried or some good tips on displays.  All we 
ask is that you continue this pledge to prevent comics from becoming a historic footnote in a popular 
culture textbook. 

Let’s face it: You are on the front lines.  You are the one who takes all our hopes and dreams and puts 
them out there for the world to see.  You are our key.  If we are to survive the changes we all know are 
coming, we must do it together. 

 

Deni Loubert 
June 1997 
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WRITERS’ BIOS 
Tasha Lowe:  T.M. Lowe uses her job as Assistant Manager at Printed Matter Bookstore and Comics as a 
public cover for her secret life as a freelance writer.  You may have caught her action-packed adventures 
in such unlikely places as the Comic Buyer’s Guide, Comics Retailer, The Comics Journal, New Moon, Natural 
Health, and the New Times.  Or you may recognize her as half of the unstoppable team of Lowe and Hicks, 
creators of Raggedy Man for Cult Press, and Rudespell, a new series currently seeking a home.  When she’s 
not saving the world from disaster or marketing comics, she can be found swimming, skankin’ or 
teaching journal workshops in the little known art mecca of Lompoc, California. 

Liz Schiller is a co-founder and current Board of Directors member of Friends of Lulu.  She is also half of 
the currently quiescent Angry Isis Press, which published CHOICES: A Pro-Choice Benefit Comic.  (The 
other half is, of course, Trina Robbins.)  In her tender youth, she was an activist in the National 
Organization for Women.  She has read comics for about fifteen years.  “Everything I know about good 
comics shops I learned from Rory Root and Ilia Carson; everything I know about good management I 
learned from my former boss, Michael DeVos,” she reports. 

Ann Goetz:  Ann Margaret Goetz (soon to be Lewis) is a relatively new face in the comic book industry.  
She is originally from Michigan, and attended Michigan State University.  Her first job out of college was 
working for a licensee of DC Comics as an editor of the DC Heroes Roleplaying Game.  She later came to 
New York to work for DC Comics’ Licensed Publishing Department, and left after three years to pursue a 
freelance writing career.  She has since published several children’s books and comic stories for DC.  
Right now she is most excited about her upcoming wedding, at which point, she is proud to report, her 
last name will be significantly easier to pronounce. 

Deni Loubert began her career in comics in 1977 when she joined forces with writer/artist Dave Sim to 
form one of the first independent publishing companies, Aardvark-Vanaheim.  Ten years later she moved 
to California, with the creation of her alternative publishing company, Renegade Press.  At present she is 
a partner, with Kathleen Buczko and Mark Buczko, at NMC Partners, a corporate identity marketing 
company.  She hopes to one day renew her passion for publishing, but for now will be content with 
hanging out with her three cats at her tres chic musician’s loft in Southern California and doing the 
occasional project for Friends of Lulu to “remember the adrenaline rush.” 
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APPENDIX 

FRIENDS OF LULU SURVEY RESULTS 
These are the results of the survey Friends of Lulu conducted among its members in early 1997. 

 

Top ten things a shop can do to attract or keep women and girls as customers: 

10. Have a separate section for kids’ comics and a separate section for adult comics. 

9. Have an organized display system within your shop so customers can find current product and 
highlight new products.  This includes signs in the shop that are helpful and welcoming for women or an 
employee “Pick of the Week” display to suggest new titles. 

8. Don’t overdo the “bad girl” style pin-ups and posters. 

7. Hire female employees. 

6. Display varied products in your windows, especially women-created or oriented. 

5. Have knowledgeable staff -- on all products and on your customers. 

4. Include women in advertising targets, including “alternative” creator signings, doing a “Ladies’ 
Night,” and cross-promoting with other retailers. 

3. Carry a wider range of material, including women-oriented material (for clues for which titles, see the 
top titles survey below), trade paperbacks, books, and gender-less toys. 

2. Clean your shop! (This includes good lighting and no blaring music.) 

and the number one most requested change: 

1. Treat customers with courtesy, both in the shop and when entering the shop (and don’t just act like a 
“boys’ club”). 

 

Top ten things that keep women out of the comics shop: 

10. Don’t advertise in a way that would attract women. 

9. No cash register. 

8. Located in unsafe neighborhoods. 

7. Plays loud music. 

6. All male staff (and often all male clientele). 

5. Staff is ignorant and has no knowledge of stock. 

4. Superhero posters all over the walls with women in demeaning poses. 
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3. Dirty, dark, sometimes even smoky shops. 

2. Don’t diversify their stock, and if they do, shop is so badly organized you can’t find alternatives or they 
don’t display them where they can be seen. 

and the number one reason that women stay out of comic shops: 

1. Lack of courtesy by staff -- they sometimes act rudely and are often dirty and sloppily dressed. 

 

Products Friends of Lulu members would like to see offered more frequently in their local comic 
shops (or in all shops, for that matter): 

Most frequently listed: 

Akiko (Sirius) 
Astro City (Homage) 
Bone (Cartoon Books) 
Books of Magic (DC/Vertigo) 
Elfquest, the collected volumes (WaRP Graphics) 
Leave it to Chance (Homage) 
Sandman graphic novels (DC/Vertigo) 
Strangers in Paradise (Abstract Studios) 
Wonder Woman (DC) 
 

Frequently listed: 

Action Girl (Slave Labor) 
Archie, Betty & Veronica (Archie) 
Barbie Comics (Marvel) 
Batman & Robin Adventures (DC) 
Birds of Prey (DC) 
Book of Ballads & Sagas (Green Man Press) 
Classics Illustrated (Acclaim) 
Concrete (Dark Horse) 
Death: The High Cost of Living (DC/Vertigo) 
Desert Peach (Aeon) 
A Distant Soil (Image) 
Donald Duck/Uncle Scrooge (Disney/Gladstone) 
Dykes to Watch Out For (Firebrand Press) 
Gen 13 (Image/Wildstorm) 
Hate (Fantagraphics) 
Legion of Superheroes (DC) 
Legionnaires (DC) 
Love & Rockets (Fantagraphics) 
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Naughty Bits (Fantagraphics) 
Ranma 1/2 (Viz) 
Reality Check (Sirius) 
Sandman Mystery Theater (DC/Vertigo) 
Shi (Crusade) 
Simpsons (Bongo) 
Starman (DC) 
Star Trek (Paramount/Marvel) 
Star Wars (Dark Horse) 
Stinz (Mu Press) 
Stray Bullets (El Capitan) 
Supergirl (DC) 
Tale of One Bad Rat (Dark Horse) 
Wandering Star (Sirius) 
Winging It (Roberta Gregory, self-published) 
Wolff & Byrd: Counselors of the Macabre (Exhibit A Press) 
Xena/Hercules (Topps) 
X-Files (Topps) 
 

Also listed: 

Blonde Avenger (BlitzWeazel/Brainstorm) 
Blueberry (Mojo) 
Big Books of . . . (Paradox Press) 
Bliss Alley 
Buddha On the Road (Aeon Press) 
Catwoman (DC) 
Cyberzone (Jet Black Graphics/Homage) 
The Dreaming (DC) 
EC Reprints (Gemstone) 
Eightball (Fantagraphics) 
Eternal Romance (Best Destiny) 
From Hell (Kitchen Sink) 
Glyph 
Gold Digger 
Icon (DC/Milestone) 
Kabuki (Caliber) 
Kingdom Come (DC) 
L’il Abner reprints (Kitchen Sink) 
Madman (Dark Horse) 
Mad Raccoons (Mu Press) 
Maison Ikkoku (Viz) 
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Man of Steel (DC) 
Manya (Vagabond Press) 
Milk & Cheese (Slave Labor) 
Oz graphic novels (Dark Horse) 
Quicken Forbidden (Cryptic Press) 
Rib (Caliber) 
Steel (DC) 
Tales of the Beanworld (Image) 
Time Breakers (DC/Helix) 
The Trespassers (Amazing Montage) 
Twisted Sisters (Kitchen Sink) 
Usagi Yojimbo (Dark Horse) 
Whoa, Nellie! (Fantagraphics) 
Witchblade (Image) 
 

Other recommended products to stock in comics shops that would attract more women: 

Sailor Moon merchandise 
Hello Kitty merchandise 
Marvel Comics - Chiller line of Young Reader books 
1000 Editions (Fine Art Prints) 
Applause/Disney PVs and plush toys 
Magic the Gathering 
Pez (candy dispensers) 
Star Trek merchandise 
Calvin and Hobbes books 
 

Genre Listing of Recommended Graphic Novels 

(Listing is courtesy of Ilia Carson from her presentation on retailing at the Lulu Conference in San Jose, California, 
February 1997) 

Alternative 

Cerebus, all work by R. Crumb, Hate, I Never Liked You, It’s a Good Life, Jar of Fools, Eightball, Love & 
Rockets, Maus, Palestine, Paradox Press Big Books, The Playboy, Strangers in Paradise, Twisted Sisters, 
Why I Hate Saturn 

Horror 

All EC books, From Hell, Hellboy, Preacher, Renfield, Swamp Thing 

Humor 

Asterix, Bone, all Donald Duck, Life of the Party, Naughty Bits, Peepshow, The Tick, Underworld, Wolff 
& Byrd 



 38 

Science Fiction and Fantasy 

Aliens, Big Guy & Rusty, Books of Magic, Concrete, Domu, Elfquest, Ghost in the Shell, Predator, Ronin, 
Sandman, X-Files, Star Wars 

Superhero 

Astro City, Batman: Mad Love, Batman: Killing Joke, Dark Knight Returns, Golden Age JLA: New World 
Order, Marvels, The Maxx, Spawn, Starman, Untold Tales of Spider-Man, Watchmen 

Suspense/Mystery 

AKA Goldfish, Baker Street, Grendel, Hard Boiled, Invisibles, Jinx, Kane, One Trick Rip Off, The Rob 
Hanes Archives, Sandman Mystery Theater, Sanctuary, Sin City, Stray Bullets, The Tale of One Bad Rat, 
Tin Tin, V for Vendetta 

Nonfiction 

A Century of Women Cartoonists, The Comics Journal, Great Women Superheroes, Understanding 
Comics 
 

RETAILER ORGANIZATIONS 

Professional Association of Comics 
Entertainment Retailers (PACER) 
900 Midland Building 
206 6th Avenue 
Des Moines, IA  50309-4015 
(515) 282-8192 
 
 
 
Direct Line Group (DLG) 
Alex Amado, Administrative Director 
4638 Geary Blvd. 
San Francisco, CA  94118 
(415) 668-9213 
(415) 386-1642 fax 
aamado@aol.com 
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PUBLISHERS CONTACTS FOR 
MARKETING RESOURCES 

Aardvark-Vanaheim, Inc. 
P.O. Box 1674, Station C 
Kitchener, ON N2G 4R2 Canada 
(519) 576-0610 
Product(s):  Cerebus the Aardvark 
Contact:  Dave Sim 
 
A Fine Line 
1318 N. Montgomery 
Bremerton, WA  98312-3056 
(360) 377-0121 
Product(s):  The Desert Peach, Stinz 
Contact:  Donna Barr 
 
Abstract Studios 
P.O. Box 271487 
Houston, TX  77277 
(713) 666-0238 
Product(s):  Strangers in Paradise 
Contact:  Terry Moore 
 
Acclaim/Valiant Comics 
275 7th Avenue, 14th Floor 
New York, NY  10001 
(212) 366-4900 
Product(s):  Troublemakers, Trinity Angels 
Contact:  Fabian Nicienza 
 
Adhesive Comics 
101 W. South Street, Suite 210 
Austin, TX  78701 
(512) 476-4808 
Product(s):  Too Much Coffee Man 
Contact:  Shannon Wheeler 
 
Archie Comic Publications, Inc. 
325 Fayette Avenue 
Mamaroneck, NY  10543 
(914) 381-5155 
Product(s):  Archie, Betty & Veronica 
Contact:  Paul Castiglia 
 
Aria Press 
12638-28 Jefferson Avenue, Suite 173 
Newport News, VA  23602 
(804) 874-5247 
Product(s):  A Distant Soil 
Contact:  Colleen Doran 

 
Art & Soul Comics 
7844 St. Thomas Drive 
Baltimore, MD  21236 
(410) 661-6897 
Product(s):  Tug & Buster 
Contact;  Marc Hempel 
 
Beanworld Press 
P.O. Box 25468 
Aanheim, CA  92825 
(714) 634-4644 
Product(s):  Beanworld 
Contact:  Larry Marder 
 
Best Destiny 
50-2845 Cedarwood Drive 
Ottawa, ON  K1V 0G6 Canada 
(613) 733-0585 
Product(s):  Eternal Romance, Jannie Weezie 
Contact:  Janet L. Hetherington 
 
Black Eye Productions 
5135 Ave. Du Parc #5 
Montreal, QC H2V 4G3 Canada 
(514) 393-8851 
Product(s):  Berlin, Dear Julia, etc. 
 
Bongo Comics 
1999 Ave. of the Stars, 15th Floor 
Los Angeles, CA  90067 
(310) 788-1367 
Product(s):  Fleener, The Simpsons, Roswell 
Contact:  Terry Delegeane 
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Caliber Press 
225 N. Sheldon Road 
Plymouth, MI  48170 
(313) 541-9830 
Product(s):  Negative Burn, Rib, Cavewoman, 
Pakkins’ Land, etc. 
Contact:  Gary Reed 
 
Cartoon Books 
P.O. Box 16973 
Columbus, OH  43216 
(614) 224-4487 
Product(s):  Bone 
Contact:  Vijaya Iyer 
 
Chaos! Comics 
7645 E. Evans Road, Suite 6 
Scottsdale, AZ  85260 
(602) 596-8922 
(602) 596-8948 fax 
Product(s):  Lady Death, Evil Ernie 
Contact:  Marja Van de Weerdt 
 
Claypool Comics 
647 Grand Avenue 
Leonia, NJ  07605 
(310) 652-4369 
Product(s):  Elvira, Soulsearchers 
Contact:  David Seidman 
 
Crusade Entertainment 
65-27 Alderton Street 
Rego Park, NY  11374 
(718) 896-5775 
Product(s):  Shi, Tomoe, etc. 
Contact:  William Tucci 
 
Dark Horse Comics 
10956 S.E. Main Street 
Milwaukie, OR  97222 
(503) 652-8815 
(503) 654-9440 fax 
Product(s):  Star Wars, Usagi Yojimbo, Oh My 
Goddess!, Sin City, etc. 
Contact:  Lou Bank 
 
DC Comics 
1700 Broadway 
New York, NY  10019 
(212) 636-5400 
(212) 636-5481 fax 

Product(s):  Supergirl, Wonder Woman, Vertigo, 
etc. 
Contact:  David Vinson 
 
Drawn & Quarterly 
5550 Jean Mance, Suite 16 
Montreal, QC H2V 4K6 Canada 
(514) 279-2221 
Product(s):  Palookaville, Optic Nerve, 
Nowhere, etc. 
Contact:  Chris Oliveros 
 
El Capitan Books 
P.O. Box 487 
Toms River, NJ  08754 
(908) 240-6126 
Product(s):  Stray Bullets 
Contact:  Maria Lapham 
 
Event Comics 
3620 N. Lincoln Avenue 
Chicago, IL  60613 
(312) 348-1925 
Product(s):  Ash 
Contact:  Laurie Bradach 
 
Exhibit A Press 
4657 Cajon Way 
San Diego, CA  92115 
(619) 286-1591 
Product(s):  Wolff & Byrd 
Contact:  Jackie Estrada 
 
Fantagraphics Books 
7563 Lake City Way 
Seattle, WA  98115 
(206) 524-1967 
Product(s):  Naughty Bits, Hate, Eightball 
Contact:  Eric Reynolds 
 
Gladstone Publishing/Hamilton Comics 
P.O. Box 2079 
Prescott, AZ  86302 
(602) 776-1300 
Product(s):  Walt Disney Comics & Stories, etc. 
Contact:  Gary Leach 
 
Green Man Press 
The Greenway-Trigg Building 
152 E. Main Street 
Abingdon, VA  24210 
(540) 623-0796 
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Product(s):  The Book of Ballads & Sagas 
Contact:  Charles Vess 
 
Horse Press 
P.O. Box 3112 
Columbus, OH  43201 
Product(s);  THB, Buzz Buzz 
Contact:  Paul Pope 
 
THE IMAGE STUDIOS 
1440 N. Harbor Blvd., #305 
Fullerton, CA  92835 
Contact:  Larry Marder 
 
Wildstorm/Homage Studios 
Jeff Mariotte 
7910 Ivanhoe, Suite 438 
La Jolla, CA  92037 
Product(s):  Astro City, Leave it to Chance, Gen 
13 
(619) 551-1164 
(619) 551-9544 fax 
 
Todd McFarlane Productions 
Terry Fitzgerald 
12240 S. Honah Lee Court 
Phoenix, AZ  85044 
Product(s):  Spawn 
(602) 598-8765 
 
 
Top Cow Productions 
Kate Sherwood or Tim Hernandez 
1316 3rd Street, Studio 111 
Santa Monica, CA  90401 
Product(s):  Witchblade 
(310) 260-4820 
(310) 260-4825 fax 
 
Jim Valentino 
31878 Del Obispo #118-602 
San Juan Capistrano, CA  92675 
Product(s):  Silver Age, Soul Wind, ESPers, etc. 
(714) 542-7529 
(714) 542-7531 fax 
 
Hi Brow 
(714) 841-8802 
Product(s):  Big Bang, A Distant Soil, Savage 
Dragon 
Contact:  Eric Larson 
 

Juke Box Productions 
13215-C8 Southeast Mill Plain Blvd. #218 
Vancouver, WA  98684 
(360) 944-0627 
Product(s):  Astro City 
Contact:  Ann Huntington Busiek 
 
Kitchen Sink Press 
221 Pine Street 
Florence, MA  01060 
(413) 584-7388 
Product(s):  The Spirit, Xenozoic Tales, The 
Crow, etc. 
Contact:  James Riehle 
 
Marvel Entertainment Group 
387 Park Avenue South 
New York, NY  10016 
(212) 696-0808 
Product(s):  X-Men, Spider-Man, Fantastic Four, 
etc. 
Contact:  Bob Traub 
 
Maximum Press/Extreme Studios 
Awesome Entertainment 
2248 N. State College Blvd. 
Fullerton, CA  92631 
Contact:  Matt Hawkins 
(714) 529-5300 
(714) 529-5868 fax 
 
Millenium/Modern Comics 
105 Edgewater Road 
Narragansett, RI  02882 
(401) 782-4872 
Product(s):  Song of the Sirens, Chassis 
Contact:  Paul Davis 
 
Mojo Press 
P.O. Box 1215 
Dripping Springs, TX  78620 
(512) 894-0282 
Product(s):  Atomic Chili, Blueberry Saga, Wild 
West Show 
Contact:  Ben Ostrander 
 
Olio 
P.O. Box 1012 
Petaluma, CA  94953 
(707) 763-5772 
Product:  Castle Waiting 
Contact:  Linda Medley 
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RetroGrafix/Bardic Press 
67 Emerald Street, Suite 623 
Keene, NH  03431 
Product(s):  Mythography, Strange Attractors 
Contact:  Michael Cohen 
 
Severe Reality Productions 
P.O. Box 116961 
Carrollton, TX  75011 
(972) 448-9126 
Product(s):  Taoland 
Contact:  Jeff Amano 
 
 
 
Shades of Gray 
219 A Street 
Girardville, PA  17935 
Product(s):  Shades of Gray 
Contact:  Jimmy Gownley 
 
Sirius Entertainment 
2 Tamarack Road 
Andover, NJ  07821 
(201) 347-3044 
Product(s):  Akiko, Reality Check, Wandering 
Star, etc. 
Contact:  Robb Horan 
 
Slave Labor/Amaze Ink 
279 S. Bascom Avenue 
San Jose, CA  95128 
(800) 866-8929 
Product(s):  Action Girl, Milk & Cheese, 
Skeleton Key, etc. 
Contact:  Craig Pape 
 
Topps Comics Inc. 
One Whitehall Street 
New York, NY  11232 
(212) 376-0300 
Product(s):  Xena, X-Files, Mars Attacks, etc. 
Contact:   Charles Novinskie 
 
Viz Comics 
P.O. Box 77010 
San Francisco, CA 94107 
(415) 546-7073 
Product(s)  Ranma 1/2, Maison Ikkoku, etc. 
Contact:  Gena Davis 
 

WARP Graphics 
5 Reno Road 
Poughkeepsie, NY  12603 
Product(s):  Elfquest 
Contact:  Richard Pini 
(914) 473-9277 
 

COMICS INDUSTRY TRADE 
PUBLICATIONS 
 
THE COMIC BUYER’S GUIDE 
700 E. State Street 
Iola, WI  54990 
(715) 445-2214 
 
WIZARD 
151 Wells Avenue 
Conyers, NY  10920 
(914) 268-2000 
 
COMICS RETAILER 
700 E. State Street 
Iola, WI  54990 
(715) 445-2214 
 
COMBO MAGAZINE 
155 East Ames Ct. 
Plainview, NY  11803 
Contact:  Ian Feller 
 
PARSEC MAGAZINE 
Unit G, Suite 108 
1942 Regent Street 
Sudbury, ON P3E 3Z9 Canada 
(705) 523-1831 
Contact:  Chris Krejlgaard 
 
FEATURE MAGAZINE 
P.O. Box 280507 
Northridge, CA  91328 
(818) 775-1900 
Contact:  Charles Brownstein 
 
INDY MAGAZINE 
6281 S. Dolphin Drive 
Floral City, FL  34436 
(904) 726-9328 
Contact:  Jeff Mason 
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RELATED INDUSTRY TRADE 
PUBLICATIONS 
 
CRAFTTRENDS 
6201 Howard Street 
Niles, IL  60714 
(708) 647-1200 
 
HOBBY MERCHANDISER 
225 Gordons Corner Road 
Manalapan, NJ  07726-0420 
(908) 446-4900 
 
PLAYTHINGS 
51 Madison Avenue 
New York, NY  10010 
(212) 689-4411 
 
THE TOY BOOK 
1501 Broadway #500 
New York, NY  10036 
(212) 576-4510 
 
COLLECTING TOYS 
21027 Crossroads Circle 
Waukesha, WI  53187 
(414) 796-8776 
 
MOVIE COLLECTORS WORLD 
P.O. Box 309 
Fraser, MI  48026 
 
TOY COLLECTOR AND PRICE GUIDE 
700 E. State Street 
Iola, WA  54990 
(715) 445-2214 


