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Tried, tested

and

BY LINDA MCKENDRY,
vMPC

Linda’s Reply: “In with the new and out with
the old” is not the visual display way of the
new millennium. Instead, retailers looking
for ways to update their stores should adopt
the old bride’s adage, “Something old, some-
thing new, something borrowed and some-
thing blue.” Look around your shop for these
four elements.

Something Old
Old things have special significance either in
their appearance or in their function. Even if
your fixtures are old, if they are working and
displaying your products in a beneficial way,
keep them. However, you might consider
moving them to different spots in your shop.
You'd be amazed at the number of times that
I have been able to create new traffic patterns
and aisles—to get shoppers stopping and re-
tailers feeling like they are working in a fresh
environment—simply by moving fixtures.
Maybe old fixtures, walls, doors, trim,
signs, or hard surface floors just need a fresh
coat of paint or some faux-finishing to give
them a facelift. Use a color and finish that
will impact your products the most—usual-
ly a contrasting one.

[ recently worked in a shop where I cre-
ated a whole new look by separating glass
cubes into tall columns and standing them
on laminated bases in wide aisles. This effec-
tively turned them into glass, island show-
cases that brought the products to a much
better eye level and made the bottom cubes
more accessible as well as keeping them away
from dust and people’s feet. If you build
higher instead of wider, you will show more
product in less floor space. You will also
make your store roomier, visually and phys-
ically, thus making it more inviting and bet-
ter able to accommodate customers in
wheelchairs and those with strollers and
backpacks.
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Someone else’s old, could be your new for
a fraction of the cost of customizing. Search
used fixtures warehouses for counters, fix-
tures, nesting tables and shelf units. Even slat
wall and bins of appropriate fittings are avail-
able. Make minor adjustments, such as
drilling holes in surfaces through which to
run posts or wires for computer terminal or
light fixture power sources, in order to fit
them into your space. In one shop we added
a top to a counter that already had built-up
sides. It provided a higher counter for cus-
tomers to be served at and a handy but out of
sight place for service clutter. The dusty rose
laminate was covered with a new textured
stone finish for a natural, high-touch look.

Something New

Ifyou bring in a whole new product line, dis-
play it front and center and promote it with
good signing and focused lighting. The “in
your face” approach works. ’'m all for having
tables with floor-length drop cloths posi-
tioned at the entrance of a shop or in the
middle of an aisle. If a customer can’t avoid
seeing an item, they’ll definitely know that
you have it. (A client of mine refers to this as
“guerrilla marketing.”) But make sure you
don’t clutter the aisles, creating a hazard for
pedestrians. Another up side: You can buy
tablecloths in a range of colors and designs;
they’re cheaper than new fixtures and are a
quick way to get a whole new look.

Put new bulbs into your existing light fix-
tures. If that doesn’t brighten up your whole
shop then get new lighting. Whether built-
in or portable, light will immediately show
off products that have been sitting in the dark
for far too long. Items that have been around
for awhile might also benefit from alittle pol-
ishing and being put back on the shelf at their
regular prices. You may have to change your
attitude about old stock; instead of hiding it
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READER QUESTION: | want to give my shop

a brand new look that will attract more attention
to my regular lines but | don’t want to do major
renovations or incur a lot of expense. Help!

after numerous price reductions, showcase it.
Remember, to every new customer it’s a
brand new item. The successful retailers I
work with tell me that they are always find-
ing new spots for things that aren’t moving.
[t amazes them when a regular customer will
come in and say, “When did you get this in?”
Instead of replying, “Oh, that’s been here for
ages!”, try saying, “I just put that there yes-
terday!”

If you really want a new look, go for
hand-painted walls, particularly in spaces
where you can’t feature product. Try some-
thing neat on the door to your storeroom or
on an expanse of wall high above your fix-
tures. Often local artists are happy to create
something for a reduced fee and the oppor-
tunity to have their work somewhere they
can send people to see it. Provide the artist
with an image, even if it’s from a child’s col-
oring book, so that he or she can create
something that reflects your store’s ambiance
and the features of its product lines. A shop [
worked in recently had an artist paint a big
tree in a corner where the door to the build-
ing’s heater was. They then transformed the
space, which was located near the store’s chil-
dren’s department, into a play area for kids.
Everyone loves it and the heater vents are
completely camouflaged. In addition, some
of you might have big blank walls on the out-
side of your building—perfect canvases for
budding artists.

The newest “new look” opportunity re-
sides in your web site. The new visual mer-
chandising is a down-loaded digital photo of
your store, its products and friendly sales-
people. Your local tourism board and cham-
ber of commerce are just waiting for you to
attach your site to theirs; people interested in
visiting your area will be encouraged to shop
in your store and vice-versa. A web site also
provides a medium in which you can adver-






