FRESHEN UP YOUR

STOR

A little elbow o Frease is ail it takes to create the ;'mjrrr'w.'wu r,,l' iy .w-'l.!'?r!.l'.{'.u'r.f-n'fg new
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STOREFRONT & WINDOWS

Start with your storefront. All traces
of winter should be erased, With nice,
clean windows everything will seem
shinier and brighter. Tave your door
open o weleome customers. Spill
merchandise out onto the sidewalk,
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outdoors, Use branches with touches
of floral and greenery w add vibrancy
and texture, Nothing signals spring
more than ported plants and
tresh-cor flowers.
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SHOP LAaYOUT
Give costommers a clear path o
meander on. TF you have a racetrack
]:!],'mlr, add a _,_t_lri|;| in the middle m
make shopping casy — or add romance
by creatng a free-Howing section in
the centre of the racetrack. With the
right fixtures you could even revise
vour layout to create the impression
al an entirely new store.
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FLALILURE PRESENTATIONS

Change all feature presentations.

P] ace one Etﬂt'l.[l"& l] IIH'I'}II}' Ufﬂﬂ:ﬁﬁ“g
tables with spring merchandise up
front. Refer to the plan-o-gram ai right
for ansprration. This display should be
the first thing customers see when
they walk into your store, Welcome
them with a breath of fresh air and 2
lighe spring scent.
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BY NATALIE TAN

BRIDGE CATEGORY

Create the inpression of 2 smooth
fow throughout your space with a
bridge category: a product used in
I:‘.'Il‘.h I,liﬁplﬂllr' 'i'i'hi[_-h Cresites a hrh‘lg&
from onc to the next. Floral is o great
bridge category because it works with
so-many produet types. Ensure that
vour bridge caregory is grouped by
colour tones such as brights, pastels
and neutrals, Your goal is 1o influence
the EF L 0 g0 from the low feature
fixtures up front to mid-height
fixcures in the middle of your store
and then onto the wall. TF you do

this suceessfully, you will lead your
customer throughout your entire
-.l:"mg Space. Rtﬁj fo the siore J'.mm; Fifs
right for an example of o foral can be
nsed ax a bridge categery.
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BERIDGE CA

TEGORY

The Heavenly Ouebonse in Coclirane,
Alta., nses floval as i “Fridge cotegory”™
in eamnect enrelated product displays
throgbuat their stove,

FEATURE

FRESEMNTATION

A featnre display of

spring werchandice

shosld greet cuetomers
wlen they walk inmp
e stare.
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FOCAL POINTS

lioeal points sprinkled throughout
your store gre crucial o influencing
traffic from the front of the shop to
the back. They can be displays of a
single dominant product or a colour
story, Focal points inform customers
of the stories they can expect to find
immedistely behind. For example, a
stngle story of boxed cookics signals
gonrmet products are not far behind.
Primary focal points may take the
form of feature displays,

Sccondary focal points are displays
found on the top of shelving units,
usually against the wall. Secondary
focal points inform customers of the
stories and products they can expect
tar findd on the lower shelves, Usea
unifying eategory such as floral 1o
transition from one shelf to the next
and from floor to wall displays, Refer
in the plan-o-gram below for an example
aof @ secondary focul display.

SECONDARY FOCAL POINT

Secondary focal displays, found on the top
of shelving unies, inform ceromers of the
stories and products they can expest to find
o the shelves beloay,
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PRODUCT MiX & PLACEMENT
By now you should have sold all vour
winter merchandise, Basics should
be replenished and new arrivals for
spring on site or coming soon. If vou
still have winter merchandise, store it
as inventory for next vear if its a basic
item or get rid of it with an aggressive
markdown — wrn your inventon:

Most category placemenis eall for
basics towards the back of the shap,
lining the wall. Sale merchandise
goes towards the back of the shop
but contzined on 2 fAloor unit such as
nesting tables or mid-height shelving
units, New merchandise should line

the front side walls and frone floar
units,

CASH DESK

The last impression of your shop
happens by the cash desk the majority
of the time. This is the last place for
active interaction and prolonged wairt
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times lead customers w view this

space more than athers. Aside fram
heing neat and tidy, ensure that the
area behind your cash desk is
organized, Keep trash and excess
inventory hidden from the customer’s
view. Last, ensure your shop name is
prominently displaved on the wall and "‘ '
consider painting the wall a bright A

spring colour. 0 ‘
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