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There have been numerous busi-
nesses fail and go into bankruptcy, jobs
have been lost and we are seeing the
emergence of significant changes to our
economy that cause many to be con-
cerned about the future. It is times like
these that shoring up relationships, maxi-
mizing ones effectiveness are all the
more important.

This month’s Retail Loss Preven-
tion newsletter is designed to address
some of these timely issues we all are
facing. We, in the retail Loss Prevention
Council, are represented by a diverse
group of professionals with varied back-
grounds and areas of expertise. This

newsletter highlights a couple exam-
ples; there is a piece on job search-
ing in these times for jobs in Loss
Prevention as well as a piece on the
Loss Prevention roll in store clos-
ings.

Networking and relationships
are always important in these times
and the Retail Loss Prevention
Council and the greater ASIS organi-
zation provide great opportunities to
do just that; maximize your network
of colleagues and subject matter ex-
perts. I cannot begin to count the
number of initiatives I have intro-
duced into my business that I have
somehow gleaned from conferences,
newsletters such as this one, or rela-
tionships I have built through the
various opportunities that ASIS and
other similar organizations afford. I
encourage you to do the same in
these times through this newsletter,
participating in the annual ASIS
meeting being held this year in Ana-
heim or other similar industry
events.

We hope you benefit from our
newsletter and invite feedback to
make it even more pertinent to you
in the future.




Loss Prevention Strategies for Closing Stores
What to Do When the Curtain Comes Down

Donald J Horan, CPP

Senior LP Executives throughout retail are coming to

grips with a new entry into the field of promotional sale
events: the all-too-frequent Store Closing Sale. In the
past year alone, nearly 3,000 stores have been shuttered
as dozens of established retail companies struggle to re-
structure under bankruptcy protection, with many clos-
ing their doors for good.

It is no longer a rarity that LP managers are
called upon to design and implement shrink control pro-
grams that protect inventories throughout a store closing
process. Often, a company’s traditional inventory con-
trol programs are ill-suited to the fast-passed, high expo-
sure components of a liquidation sale, where the store’s
landscape is altered, the customer base is changed, and
the employee attrition erodes standards and disciplines.
Today’s LP practitioner has to be among the first to rec-
ognize that “business as usual” is little more than a
catchy tag line, and the business reality of closing a
store is something entirely different.

When tasked with the prospect of closing a size-
able portion of a company’s retail locations, leadership
and communication become the cornerstones of a suc-
cessful liquidation. In the best cases, senior manage-
ment has articulated the reasons for this eventful step in
a candid and straightforward manner, laying out a vision
for recovery and setting unambiguous policies that dem-
onstrate both sensitivity for employees and care toward
customer retention. This foundation will enable loss
prevention to take the moral high ground in reaffirming
ethical boundaries and restating integrity standards. For
many companies, shrink control in liquidation is no
longer a road to profitability as much as it is a pathway
to survival.

To advantageously leverage this environment for
asset protection, the LP executive needs to garner full
support and compliance for an array of initiatives that
begin with physical security. As a demonstration of
what can only be termed “sweeping reforms” in access
control, LP should mandate that key holders be vetted,
alarm codes be purged and re-issued, perimeter keys

changed, and safes recombinated. This will result
in a clean slate from which the inevitable manage-
ment turnover at store level that compromises ac-
cess control can be managed.

Various forms of “lockdown” should be
implemented, ranging from a “nobody-in, nobody-
out” policy between the hours of 11pm and 7am
(this may involve moving to “supervised” open
and close times with the alarm provider), to using
door seals of fire exits, overhead receiving doors
and trash removal areas. Granted, many of these
areas are under “manager’s key” for restricted ac-
cess, and that does prevent rank and file associates
from undetected egress. But today’s associate is
tomorrow’s key holder, and as trusted staff gets
whittled down, LP needs a second verification be-
yond the Detex crash bar. An adhesive, numbered
door seal is a low-tech, low-cost way to be assured
merchandise is not being poured out the back door
by unscrupulous key holders. After hour alarm
response lists require constant updating, and LP
representatives need to be in the notification loop
instantly, not next day or through weekly /monthly
activity reports.

Even in a secured facility, however, it is
people who matter most. That is why a generous
incentive package needs to be in place for store
personnel who enforce LP standards and perform
their supervisory duties to the fullest. “Trying to
keep our associates engaged during the closing
process has been one of the most challenging
events | had to deal with as a Loss Prevention pro-
fessional,” says Bob Serenson, VP of Loss Preven-
tion at Linens ‘n Things.

“We found that even an overload of communica-
tion is beneficial, and one of the keys to our suc-
cess in closing stores.”.

The employee award program should be
“juiced” for staff personnel, and management has
to share in the financial rewards of low shrink and
a successful sale with a stipulated bonus plan that




places a premium on both performance and
integrity. A manager must realize that a dis-
honest employee is taking money out of the
manager’s own pocket in order for an incen-
tive plan to be effective.

Cash control will be challenging as
ever in this environment. It is a wise policy to
forego accepting personal checks as tender in
a store closing sale, but expect a spike in cash
receipts as a result. Business velocity that de-
livers two and three time multipliers over last
year’s sales will often saddle stores unaccus-
tomed to handling more than $4,000 in cash
with $20,000 deposits after a weekend. Many
stores are not adept at managing that magni-
tude of cash and, setting aside what an enor-
mous temptation that sum may be for a man-
ager facing the prospect of imminent unem-
ployment, counting and reconciliation errors
are to be expected. Increasing (or introduc-
ing) armored car service to seven day pickups
is a prudent expenditure, but the process of
daily bank deposits has to be revisited, with
management accountability emphasized.
Even if a company had strong bank deposit
verification and reconciliation systems in
place to begin with, they will surely be tested
during a store closing exercise.

“What had been effective prevention
in the past goes out the window when you ini-
tiate the store close down plan. Even with all
the preventative measures in place and effec-

tive, you’ll still be tested by employees who
feel they just have to try”, says Circuit City VP
of Asset Protection, Mark Stinde. “Nothing
provides a better impression of control, indi-
cating your Asset Protection team is on top of
it, like a large employee case, especially one
that involves collusion, store management and
the authorities.”.

However, some aspects of a store clos-
ing can be beneficial to reducing losses. In
some cases, stores are permitted to restate and
limit their return policy; nothing brings fraudu-
lent refunding to a grinding halt faster than
“No Returns - All Sales Final”. Other limita-
tions on tender can also be useful in reducing
fraud, such as the suspension of gift card sales,
coupon discounting and cash back promotions.
Management’s POS authorization codes should
be changed frequently in this environment to
prevent unauthorized use, and limited select
override authorizations to senior managers
only is a practical safeguard as well, given that
refunds and price change activity should be
minimal. Any POS authorization levels that
had been accorded to cashiers should be sus-
pended.

Uniformed security guards can poten-
tially bring some impact to creating an atmos-
phere of deterrence during a store closing.
They can help with crowd control and other
custodial functions as well, but the associated
cost can be significant. An alternative and less
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Continued,

costly tactic with a high upside of effective-
ness is the placement of “door greeters” who
perform double-duty as “receipt checkers”.
This position is becoming more common-
place, and is less of an affront to bargain-
hunting customers than one may think when
managed properly. But front-end presence, be
it uniformed security or associate-greeter,
goes a long way to curtailing “push outs”, cart
loads of merchandise simply wheeled out the
entrance area, as well as deterring cashier
pass-outs and under-rings to some extent. A
quality door greeter/receipt checker can
“clean up” when motivated by a publicized
employee award program that puts cash into
the hands of associates proactively preventing
theft.

However, Tom Riggio, President of
Protective Alliance, LLC, points out that ex-
pectation for door greeters to act as a check-
and-balance against cashier pass-outs should
be limited. “To expect a co-worker to per-
form a security function over fellow-
employees has a ‘fox-guarding-the-henhouse’
aspect to it that should be taken into consid-
eration when weighing the benefits of a vetted
guard service,” he says. “In a store closing,
the reality is all employees face losing their
jobs, and loyalties can be fleeting in that re-

spect.”

Most retailers would have difficulty
sustaining the compliance, impact, and cost of
the tactics detailed above throughout a nor-
mal-course, 12-month operation. But it is do-
able over the course of six weeks, the normal
life span of a store closing sale where quality
merchandise remains available at a discount
that still affords some margin (i.e. “worth pro-
tecting”). This is especially true when many
other everyday functions (shipping and re-
ceiving, price changes, floor moves, hiring,
training, housekeeping, etc.) have been sup-
planted by a singular directive: sell.

The key for selling these short-term,
“special event” LP initiatives within your or-
ganization is understanding the context in
which they will be used. When a store clos-
ing event is first introduced, associates, man-
agement and department heads are generally
information-starved and will look for direc-
tion and leadership. The prepared LP execu-
tive who can step forward and communicate
an action plan of tasks and benefits will likely
find cooperation and buy-in (read: funding)
for programs that, once proven in liquidation,
can be tweaked for application in remaining
go-forward stores critical to the company’s
survival.
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r Donald Horan is a consultant for Gordon Brothers Retail Partners,
LLC, a Boston-based solutions company for retail asset disposition

and other financial advisory services. Don is a member of the
ASIS Retail Loss Prevention Council, and the author of the book
The Retailer’s guide to loss prevention and security.




New Member Profile Interview:

What is your Position, and how long have you
been employed with this company?

I’'m currently Director of the Loss Prevention Re-
search Council or LPRC, founded by 10 leading
retail companies in 2000, the council now has
over 45 members. The LPRC has conducted
over 45 LP research projects.

I’'m also director of the Loss Prevention Research
Team at the University of Florida, where | have a
faculty position known as Research Scientist,
involving just research, and no teaching respon-
sibilities. The UF LPRT is made up of retail mar-
keting, criminology, social science and urban
planning professors and graduate students.

Before joining your current company, where
were you, and what did you do in your previ-
ous position?

| worked LP for Ross Stores for ten years over
East Coast stores. | was a field loss prevention
manager over seeing awareness, apprehensions,
investigations and LP testing. | started in the field
as a store detective in 1977 while an undergradu-
ate, served in a drug task force as a deputy sher-
iff, and as a DLPM for J Byrons.

Briefly, what is your education background
and which professional certifications do you
hold?

| received my BA in Criminal Justice from the
University of Florida, and a PhD in Criminology
from the University of Leicester. | am a CFE, a

CST (certified security trainer), and was a CPP
from 1988 until recently when | did not receive or
complete the CPP credits form due to a change
of address debacle. I've been through Reid and
Wicklander interview courses, as well as crime
scene, crime analysis, and crime mapping pro-
grams.

What do you consider your greatest accom-
plishment in your present position? In your
career?

If I can help my long-time career field of LP/AP
move even more heavily into evidence-based LP,
then that will be my biggest contribution. Physical
violence, loss of reputation, asset losses all
mean LP is critical, and | believe sound field re-
search provides LP decision-makers with more
reliable and credible information.

How has LP changed since you first got into
the field? Where do you see it going from
here?

I've observed a few important changes in our
field: many top retail executives appear to more
fully understand and support LP’s role in profit
generation, and LP decision-makers do too. Both
seem simple, but really aren’t. | hope LP keeps
moving down this mission-critical path. Our mis-
sion is to provide systematic R&D and evaluation
support to enable better, more profitable deci-
sions.

Explain to the general public the importance
of retail loss prevention.

Loss prevention is both a noun and a verb. And
both though should reflect the outcome rather
than the effort. Like physicians, retail LP deci-
sion-makers should be expert diagnosticians,
and should be current on the best methods to
cost-effectively prevent or reduce the damage of
crime and loss. Good LP also provides sales
support since more product not lost, and conven-
iently available for shoppers means more reve-
nues (sell more, lose less).

What do you see as the current trends in Re-
tail Loss Prevention and what companies
should take notice of?

Technology is still a main innovation driver, but
better communicating with and motivating DC
and store staff is just as critical. Both of these



Read Hayes Interview, Continued...

issues are interrelated, and our team is very fo-
cused on them at the behest of retail executives.

Where do you think the U.S. is in comparison to
other countries in regards to the LP industry?
I've been to several countries, and believe some
retailers in each country “get it” about the criticality
of LP/AP. The US probably has a lead in more ar-
eas than others due to the duration and size of the
LP function as a career field.

What tips would you give to someone wanting
to get involved in Loss Prevention?

LP/AP is a great career field. After 32 years in LP, |
still love it! I'd suggest using the web to read every-
thing | could on the topic, then reach out to 3-4
leading retailers about store-level or higher oppor-
tunities. Getting a job is obviously the first step.
Then proving yourself as a good communicator and
problem-solver is next. Once you have some
knowledge, experience, and a peer network, you
can look at next steps.

What was the greatest influence to your devel-
opment and success in this field?
Overwhelmingly my greatest influence has been
my bosses and co-workers. Sharon at Robinson’s
gave me a start, Bill at J Byron’s gave me an LP

management opportunity, Dave at Ross gave me
space and allowed me to experiment. King helped
me gain credibility and try new things, Bill pro-
vided focus, creativity and action- and on and on.
Many thoughtful LP professionals continue to help
me understand individual and industry problems,
needs and best methods.

Why did you join ASIS and what drives you to
participate as a member of the LP Retail Coun-
cil?

| joined ASIS back in the eighties because | saw
the organization was not only well-established, but
it is sincere about providing top-notch training and
professional networking opportunities- world-wide.
| immediately took the 3 APC courses, and began
preparing for the CPP process. ASIS remains a
vital part of asset protection innovation and prac-
tice.

Briefly tell us a little bit about you personally...
Where do you live? Hobbies? Family? Etc...

| am a seventh generation Floridian, with a beauti-
ful wife and great kids. We enjoy family gatherings
(Southern style), Gator sports, our beef cattle
farm, traveling, and our Faith.

Some keys to Job Searching If You Are “In-Between”

By Rich Frank, CPP with input from:

Willard C. Morgan Ill - Small & Medium Business CFO/Controller
Tim Tyrell-Smith - Vice President of Marketing at Horizon Food Group, Inc

In talking with others who are looking
for their next job, sometimes they say, "Is this
job search ever going to end?"

If you are “in between jobs” (job transi-
tion is the term of the day) as I am, there are
days where I feel the same sentiment. Same
things, different day: phone conversations, re-
cruiter introductions, networking events. It can
feel as though you are stuck in a cycle that is
repetitious and unproductive. You may even
feel some days like you know how each will
end.

Some of this is a product of your prior
experience - last month or the month before.

You may also have heard from other job

seekers on their hit ratio. Either way, the solu-
tion here has to do with two keys to keeping
your search strategy alive and well:

1. Your attitude and expectations

2. Your ability to regenerate a fresh

set of opportunities

Simply put, an extended job search
(over 3 months, over 6 months) will extend
further if you let your mind or strategy get
stagnant.

You need a plan. An objective
one. And once you are well into implement-
ing that plan, you need to be ready to adjust.

Consider a job coach or join an or-



Some keys to Job Searching If You Are “In-Between” , Continued

ganization that provides professionals with
job search training and support. Key ele-
ments you should look for from such an or-
ganization or coach are outlined below.

Job Search Training

Most people are highly skilled in do-
ing their jobs. Few people are highly skilled
in finding jobs. When faced (often unex-
pectedly) with finding a new job, most peo-
ple do not have the skills or a strategy on
how to conduct a successful search. Plus, job
searches have become very competitive.
These conditions often lead to prolonged job
searches that don’t always result in an “ideal
job.”

Consider a job search training with
these critical elements:
¢ Organizing Your Job Search
¢ Defining Your Ideal Job: What do you
want?
¢+ Who You Are: Knowledge, skills, abili-
ties, experience and education
¢ What You Offer: Your marketable value
proposition
+ Developing a Job Search Strategy (i.e.,
Marketing campaign)
¢ How to Present “Who You Are” and
“What You Offer”
¢ Accomplishment Statements
+ “Elevator Pitches”
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ASIS 2009 delivers the tools and insights you nd for security 24/7

¢ Résumés
¢ Social networking
¢ Interviewing
¢ Closing the Deal: Negotiating Job Offers

As you can see, a job search is all about devel-
oping and executing a strategic plan:

Step 1: Define your goal. What do you
want? What is your “ideal job”?

Step 2: Know your personal Strengths and
Weaknesses. Understand the Opportunities
and Threats in the marketplace (classic
SWOT analysis).

Step 3: Develop a communications cam-
paign to demonstrate your value proposition
to targeted employers that you think will
have your ideal job.

Step 4: Measure results. Change as neces-
sary.
Step 5: Keep at it!

Having a strategic job search plan is
critical. If you do, on those days when you
want to scream, "Stop this ride. I want off!"
you can instead pull out your strategy and pick
a new set of options. Identify a few new net-
works, a few new target companies. Keep mov-
ing it forward. Strategically!
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“ASIS Solutions Can Help You Rest Easier

e See next-generation security technologies and services, and talk directly to the ex-

perts.

e Gain new insights and hone your skills through the comprehensive, industry-leading

education program.

e Connect with colleagues from around the globe, share new ideas, and build your pro-

fessional network.
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for the industry-leading event of the year where Security Never Sleeps.



