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Visual Merchandising is what sets one store filled with “stuff” apart from a store filled with the same stuff. Of course, excellent service and price can make a huge difference as well, but what people experience as they walk up to, into and through a store relies strongly on the visual presentation.

When you open your customer’s hearts, they’ll open their wallets.
1.
BEFORE & AFTER
Use color to tie together the façade of a store that has expanded to several stores.

Window displays are vital for all types of stores, restaurants and service companies. One idea for a shoe repair store is to take a pile of old shoes, glue them together in a pyramid and paint them all white. It will create a shoe sculpture, which will then hold up some shoes and shoe accessories.

Remove all the visual clutter from your windows and doors.

Add bright colors to the windows to attract attention and highlight products.
2.
WELCOME WITH WINDOWS
People will walk Main Street if they have something to look at during their stroll. Strong window displays are entertaining as well as excellent advertisements for the stores and the city. Displays attract people and people will spend money when properly encouraged.

Attract people through movement, color and strong focal images
• Install grids overhead to make hanging props/product easy

                     


• Your windows entertain, inspire and welcome customers. Don’t ignore them!   
                 • Rework your windows for every new holiday and season.    
           

• Add lights to your windows – they will make all the difference!
Display lighting for an 8’ long window: 








4 - 12 watt, par 30, 120 volt LED flood or spot - $19.20 ea. = $76   
4 - 75 watt, round back white track light fixtures $12 ea. = $48.00
         
1 - 8’ white track = $25.11

Total (approx.) cost for materials: $149.80 plus tax (Installation is extra)               

Make sure the lights are installed on the window wall so they hit the face of the merchandise/props – not overhead.
• Remember to always fill in empty or half-full fixtures
• Space = Cost. Make sure you display your more expensive goods with more space around them.
• Pick up some better props and buildups to enhance your merchandise displays
3.
FOCUS ON FOCAL AREAS
Make a list of the first 5 things you see as you walk into the store. Don’t analyze: write quickly. Have at least 5 more people to do the same. Compare/contrast. Now you’ll know what other people are seeing when they enter your store as well as the areas that define your image.

Focal areas can be found at the end of every aisle, as you turn a corner around a fixture: on walls, floors, fixtures and of course, in windows. Every aisle creates a focal wall at the end of the aisle. Draw people through your store with good “end of aisle” focal areas.
You can use paint, wall graphics, photo blowups, textural materials or fabulous fixtures in your focal areas. Check out: www.brandtrim.com for amazingly realistic slatwall images.
Look at wall “tattoos”, strong colors, fake grass and flowers, hand painting and even chairs for these prime visual areas.
Lighting: 3’ out and 3’ up from the face and top of the fixture

3a. DIVIDE YOUR WALLS – not in the seminar but good info:
Space = Cost. Use space between your merchandise to highlight better brands as well as to bring attention to merchandise or category groups.

Wall dividers can be perpendicular to the wall or, can be fixtures that separate sections. - Wall dividers allow you to develop clear & separate distinct stories for vendors, colors, use or themes.

4.
USE ANGLES TO YOUR ADVANTAGE

Angles are dynamic, add interest, must line up like soldiers, and tell people where to look and where to walk.

Use angles with matching pieces of merchandise. Separate angled merchandise by using 90degree line-ups in-between the angled displays.                         




Angles form triangles that give a sense of visual movement. Triangle displays are visually appealing as well as more dynamic.

How you angle your front door mat will influence how people move through your store. They will stop and scan the store longer if the long side of the mat is parallel to the front door wall.
5.
EASIEST REFRESH: Fresh Paint!
Don’t be afraid of color! Color embraces you and your customers. Plus, you can always repaint! If you add color to your walls or just your focal areas, live with it for at least 2 weeks. Sometimes it takes that long for you to adjust to the change.

Color influences us emotionally, physically, intellectually and spiritually. It influences how we buy, how we perceive a store’s intended image, products – everything having to do with retail sales. Storeowners may be afraid of color; afraid colorful merchandise will clash with bright wall colors. One basic rule of thumb is: if it works in nature – it will work in your store.










Color sells! Warm colors pop, cool colors recede.


RETAIL COLOR PSYCHOLOGY
WHITE:

Purity, simplicity, clarity, clean, upbeat, unspoiled, virginal, reflective. Bright white can be too much in a store – too stark – the eye has no place to rest and will bounce off the walls. Creamy whites are warmer, more appealing and can look great. With white walls, plan to repaint once a year. If they’re not fresh and clean, your merchandise will look old and of less value.
RED:

Sells the most, powerful, exciting, stimulating, hot, inspires people to eat and shop more, in large amounts - creates anger and irritability. 

5 minutes in a red area feels like 25 min. Red represents life force energy! Best in small doses at point of sale or, toned down to burgundy which is more refined, elegant and ideal for more expensive merchandise.

ORANGE:

Bright orange is considered to be the least favorite personal color in the world. It is childlike, not serious and playful. Stimulates the appetite. Friendly and down-to-earth, orange creates warmth/happiness. Annoying in large/bright amounts but most appreciated by trendsetters and creative/artistic people – as well as children. It screams “affordable.” 

Toned down to terra cotta – it becomes a warm, inviting neutral that is an excellent color for many retail spaces. Peach tones are great for certain types of stores an always perfect for dressing rooms as they enhance any skin-tone.

YELLOW:

First color perceived by the retina of the eye. It’s perceived as affordable, bright and friendly. Yellow creates serotonin in the brain making us feel happier. 
Yellow says “stop and think.” It represents the intellect and processing information. It’s all about “gut feel.” Too much or too bright yellow = tension and irritability. Butter yellow or soft tones enhance appetite and keep people alert as well as happy. 
PINK:

Heals and opens the heart. It’s warm and fuzzy, lowers blood pressure, and makes people enjoy a space more. It sells more by creating feelings of well-being. Pink enhances taste and smell as is excellent if you want people to eat more.

Hot pink: This represents sexual energy and is a young, trendy color.

BLUE:

Most popular favorite color in the world. Represents trust, communication and teaching. 

Calming! Healing. An appetite killer for most adults – not a color associated with food.

Light blue: Expands space, cools and, lowers body temperature, encourages flights of fantasy, enhances the imagination and can be depressing in large spaces – there is no  “heart” in light blue. It is the blue tone of “I’m feeling blue.”

Indigo or Navy Blue: Excellent color to represent authority, wealth and power. It is the color that connects us to our intuition. It is not a great retail color.












GREEN:
Healing, fresh, calming, relaxed, clean – it represents nature and growth of any kind. Soft, muted, gray-greens are more sophisticated and appealing to wealthier people.

Lime green: This has lots of yellow so it attracts attention – generally preferred by younger people it also says “affordable.”

Deep green: Money, wealth, class as well as quality. It is also refreshing, relaxing and represents the outdoors and nature.

25 minutes in a green room feels like 5 minutes. Time flies in a green space.                  5 minutes in a red room feels like 25 minutes as red causes irritability and impatience.
PURPLE:

Our connection to a higher power, spirituality/religion – it’s been said that people may steal less in a purple environment. It is a mix of life force energy and spirituality. Purples are complex, appealing colors – great for “new age” as well as creative merchandise spaces. Purple is a peaceful, individualistic color and represents imagination, intuition and insight. 
BROWN:

Friendly, grounded, earthy, trustworthy, calm, recessive and, most often seen in wood tones rather than in paint.
The darker the wood tone, the more expensive the perceived value of the merchandise.
BEIGE, TAUPE, SAND & TAN:

No real emotional reaction but, these are warm rather than cool and are ideal neutrals for people who don’t want to commit to brighter colors yet want the store to have a feeling of color. These are easy to live with, simple and good basics to work off of. Add pops of contrasting colors and textures to give life to taupes/tans/sand and beige.
GRAY:

Gray in nature (stone, feathers, slate) is beautiful.

Try to avoid using gray on fixtures or walls if possible. Cool grays are emotion killers, dull and depressing. Warm grays (with a bit of brown) are more taupe-like and can work as long as it is not the main color. Using a dark gray as an accent wall can be fabulous –just make sure you house bright and light colored merchandise on the wall.
Gray carpeting or flooring is the best location for gray tones.
BLACK:

Powerful, elegant, chic, strength, protection, can feel negative and/or depressing. Best used in combination with a bright color. Dark ceilings have no reflective qualities – will need 3x the light to get the same light as you’d have with a white ceiling.
When you want to create a color theme for your store (or any space) look first to nature. Pick colors found in photo taken in nature and then use your judgment in terms of how much to use of each color.




USING COLOR 







(not in the seminar but good additional info)
VERITCAL COLORIZATION as seen in towel walls and big box stores. This is merchandise that is placed on a fixture in vertical stripes of color.
Vertical coloring of merchandise: Geometric, refined, strong, easy to read, visually outstanding and attractive.

COLOR SPOTTING

One bright color can lead the eye around a display or store. Just make sure you don’t over-do that one color. 

6.
RE-THINK YOUR SIGNAGE
People should see you logo or name at least 8x as they walk up, into and through your store.  Signage should be: Consistent, Clear, Have strong Contrast & Concise

Use a sense of humor within the boundaries of your community standards.

Have some fun with the materials you use for your signage. Balloons!?

www.ffr.com for all types of holders, things to show communications

Think about using chalkboards when appropriate and Chalk Ink (wet wipe markers)

Don’t forget your OPEN sign – very important.

Banners – even plain ones, will create movement outside your store and attract attention.
6a. Re-think How You Communicate (additional info, not in the seminar)
Make sure the light level you use makes sense for the age demographic of your customer base. Older people need more light to see than younger people.

What inspires women to buy? They want to know: How will this improve my life? What will it do for me right now? Is it healthy for my family?

Men want to know the facts, the technological info and specs.

7.
LIGHT IT UP

People are uncomfortable going into dark spaces. Younger people are more comfortable with it but older people may feel uncomfortable.

Sales go up in stores with natural light and especially merchandise placed under natural light.

Fluorescent lights dim as soon as they are installed and will continue to dim until they burn out. When one burns out, replace all of them. You’ll almost double your light as well as get color consistency on your ceiling.

Fluorescent Wall Washers provide maximum wall illumination; eliminate dark areas, high light artwork, signs, displays and merchandise.

The present and future: LED lights!

LED’s will last about 100,000 hours. Regular incandescent - 1000 hours. A fluorescent tube - 6 to 8000 hours.

Payback for LED’s - 1.5 to 2 years maximum thanks to far lower electrical costs and rare (after 6 -10 years) bulb replacement costs.

LED’s do not cause any fading in clothing, art, carpeting, etc.

8.
GET TOUCHY FEELY

SOUND
· Music should: relate to your customers, relate to your merchandise and relate to your advertisements

· A lack of music makes for a tomb-like store.

· Check out: jamendo.com, freeplaymusic.com, beatsuite.com, Pandora.com and songza.com


SMELL

· Smell is the most evocative of all the senses. We retain odors in our memories more than any other stimulation. 

· Create a scent just for your stores. 

· ScentAir and the Sony team created a subtle blend of blood orange combined with vanilla and cedar wood to be dispersed throughout all their stores to appeal to women as well as men. See TIME magazine, Oct. 16th, 2006, page 66 for more information.

· Pleasant scents encourage shoppers to linger over a product, increase the number of times they examine it and, in some cases, increase their willingness to pay higher prices.  North Jersey Media Group, 2/12/07, www.northjersey.com
· Food scents are more appealing to the majority of people and are less annoying to scent-allergy prone people. Floral scents can irritate people. 

· Most important – whatever scent you choose to use – keep it light and faint.

· Strong odors of any kind will turn off many people.

· Some methods of dispersing scents: Scent rings that go around incandescent bulbs, Scent balls that plug in, Scent diffusers – electric – best for larger spaces and for custom scents, Sticks in scented oil in glass bottles and some retailers are using timed sequences of targeted smells to “decorate” an environment – ambius.com.


TOUCH

· Our tactile sense is power and can be entertained by texture or, the illusion of texture.

· All flat laminates will not create any sense of texture and you can’t rely on the merchandise alone to give a textural feel to a store. Adding textured panels to the walls is a start. Other ways of adding a sense of touch is cleanliness! Unwrapping one of each item so a customer can see, touch and explore it is another way to engage the sense of touch. 
· Unless you’re a museum, avoid displaying under glass for items less than $50 (TBD).








TASTE

· This sense is the most ignored in non-food stores but goes a long way towards shopping memory retention. One piece of hard candy can create a positive memory. For higher priced goods, one chocolate kiss or a small chocolate square can cement a shopping relationship. Try to avoid the looser candy – red and white mints.

· Give people water! 

· Cider in the winter is a true gift and popcorn is always appreciated in certain types of stores.  
9.
UNDERSTAND HUMAN MOVEMENT
Customers can be like rats in a maze – they go to where they last found whatever they needed. You’ve got to move things around to get them to see fresh merchandise.

The Lévy Walk is based on a theory by French mathematician, Paul Lévy

Some 300–400 Hadza live as hunter-gatherers, as their ancestors have for thousands or                                             maybe tens of thousands of years. They are the last full-time hunter-gatherers in Africa. The Hadza are not closely genetically related to any other people. 
They gather by seeing something in the near distance, walking towards it and then perusing the area around it. Then, they will spot something further away and do the same thing. This relates to how people shop as well. 

Through doorways and forgetfulness by Notre Dame Psychology Professor G.A. Radvansky. Walking through a doorway serves as an “event boundary” that forces the memory to update itself as a result of moving into another room, which is why we forget why we went into a new room.
10.
FENG SWEET SHUI: BRING FENG SHUI PRINCIPLES INTO YOUR 
STORE DESIGN & DECOR

Get rid of anything that blocks your front door or entry area

Don’t block entry - both physical and visual, into your store with an oversized, packed fixture

Avoid “poison arrows” or, sharp corners that impede comfortable flow through the store for your customers.

Add light in dark areas to even out dim spaces. Overly dark areas will suck the light out of the brighter parts of your store.

Add as many natural elements to your store design & decor as possible. One plant can eliminate 86% of the toxins in the air around it, overnight, every night.

Some good low-light plants: Bamboo palm, Chinese Evergreen, Dracaena, Gerber Daisy, English Ivy, Mass cane/corn plant, Pot Mum, Snake plant (yuck), and Peace Lily

Create a balance between the neat and geometric and the warm and welcoming.  This is the balance of Yin and Yang.
The words you say influence how you feel and think about yourself. To change your life, start saying positive things about your work and business. Try not to use self-deprecating humor. Your friends may laugh but your unconscious mind doesn’t have a sense of humor.

Many of us have patterns that reinforce negative things happening to us. Reason: Fear, anger or sadness are powerful emotions and the more emotional we feel, the more present we are and the more “alive” we feel. IF we focus instead on feeling the positive emotions such as deep love, contentment, happiness – we will attract more of that into our lives.

           Find 10 things a day to feel grateful for and 


   your life will change for the better Overnight.
            Linda presents highly informational seminars 

        custom designed for Main Street groups and their merchants,   ranging from 1 hour to a full day (and anywhere in between).
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FENG SHUI FOR RETAILERS:  soft cover book, $20 + $5 shipping in the USA

100 DISPLAYS UNDER $100: PDF format, delivered via hightail.com: $25

VISUAL MERCHANDISING 101, The Basics of Excellent Presentation: DVD: $59.95 + $4 shipping in the USA
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