Go solo: Build a successful business on your own

GOING FORWARD _
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ALL UP IN

BUSINESS

Narrowing the focus

A business that caters ialized community offers lessons in niche marketing

ounded In the early 1800s, Kidron,

Ohio, 1s home to fewer t t'lé-’.!'l 1,000
residents. But the town, in the
heart of Ohio's Amish country (a com-
munity of about 40,000 people), is where
you'll find Lehman's hare
ness that, since 1955, has expanded from
a small storefront to an internationally

known, 42,000-square-foot showroom.

Founder Jay Lehman loved the values
of the Amish community surrounding
Kidron. Unable to imagine a world with-
out that culture, he bought a hardware
store and set about building a business
to serve the t'.lr.‘_;-'r;-'ul.-'-itiu::-: s needs (
serve its way of life). The store specialized B8 , HEET S
in nonelectrical tools an ['J :-'-1;‘.:-;‘.:-]'1:;;['1:‘:EE:. ; ,""Fr-'

That focus has served Lehmans well. y '
The business now h as customers far

its original Amish base. In fact,
is a leading supplier of histori-
facts for major
q .:,-f "the Caribbean and
But the Amish and v

ywood prop departments aren s
only customers. Up to 50( _ _ ,
. o : 5 of the Amish community were the inspiration for Jay Lehman’s eponymous hardware store.
shop at Lehman’s and its outle :
nually (products are also available via the business decisions. If we carried prod- to Pantry,” an education series geared to-
~ompany catalog and on Lehmans.com), ucts based on a fleeting op ['_:.::urr!.]rjir'-,,-: that ward consumers who want to learn how
and 1h.‘1‘ growth came from an intense would say something dl‘u ut who we are to grow and can their own food. Tabletop
focus on niche marketing. as a business. That's not us. Let your butter churns are lji:?-r'-' ayed filled with

“If you think building a niche busi- :'.:-."Fin::-:'_.;".' 'y drive your business deci daffodils. A mus sht a wash-

ss can't work, think again,” says Glenda sions. It we :::1’{ steer you w ."-:.'.:Ir":_f.—'é;." board for his h-ﬁlT‘.- d.
Ervin, vice president of marketing for Think about how your products Above all, a niche business has to be
Lehman’s (and Jay Lehman’s daughter). could be used in new ways, and by strong in one area; t ]

a successful niche busi- different people. “[t’s like being a compa- "By being a constant s
is realizing that it isn't about you. It's  ny that makes high-end 11 J’|1|“h— shoes business ant

about the customer.” Ervin notes that to m:{ completely missing the opportunity yourself :-1:':;-.":." Ervin says.

7, the company had to figureout  to market to the college kids who wear what she's talking about. Fifty-seven

w its products could fit into the lives of hem because they think they're hip,” vears after her dad opened 1.1;-4;- store
current and new customers. "Markets are E:“-..-‘i'ra says. doors, Lehmans is still growing—and
finite,” she says. "If you don't open up how Teach people how to use what you still family-owned.
you think al:u::ut n:uzz}:r:?, youre going torun  sell and make them aware that you
out of customers.” Lehmans used some sell it. Lehman’s sells everything from
smart tactics to add depth to its niche. washboards to canning supplies. Bu

“Give your niche business a person- people really need or want this stu T*
ality,” Ervin says. “Personality drives The company hosts “From Pla
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