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How a store looks plays a large part in attracting custorners. From the
customer’s point of view the visual appearance provides one of the
first impressions of a store ard its image. From the very first sight of
the outside of a store, customers will begin to decide whethet it is the
right type of store for their needs. Signage, ighting, external displays
(if any) and ease of access will all help to make an impression. These
store queliies are also important indicators for the customer’s
perception of service. The detailed process of making a store and its
products attractive is called merchandising,

Merchandising is the way in which goods are presented to
customers, Tt incorporates store layout, traffic flow, space allocation,
the type and placement of products, displays and profitability, Good
merchandising is an effective selling tool that supports the efforts of
salespeople by promoting customer sali-service from logical, practical
and well-planned displays.

QUTCOMES

This chapter provides the packground knowledge required to support
achievement of the following cutcormes:

» place and arrange merchandise

» prepare, display; price, tckets and labels

» place and arrange display price tickets and labels
» maintain a display

» protect merchandise.

5.1 WHAT IS MERCHANDISING?

Merchandising is the marketing of the right merchandise, at the right
fime, in the tight place, in the right quantity and at the right price.
Effective merchandising means achieving the sales and profit
objectives of the store.

The right merchandise’” means goods that are appropriate for your
particular business and your Customers {current customers and
potential customers are also referred to as the store’s target market).
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Mistorical tnformation is gained by looking at past purchases,
previous stack levels, space availability and developing trends. For
cxample, have purchases been increasing ox decreasing to keep pace
with sales? Have displays become smatler as other products have been
introduced, or larger to cope with increased demand?

Brands play an important part in the store image and overall sales of
o store. Four factors need to be taken into account when selecting
brands and the gquantities of each (and cspecially determining which
brand will have the largest quantities). The first is whether or not the
hrand is exclusive, Le. only available threugh this store. This can be a
major benefit to the retailer if it's a known brand, or possibly a house
brand (the store’s own brand}, which is generally lower in price than
Jeading brands.,

The second area Lo cansider is whether the brand is a market leader.
Such lines woukd genetally be ordered in the largest quantities, simply
bheeause as market leaders they are clearly in demand with customers.

A third comsideration is whether a brand is an established, well-
Lrown one. Such brands may not be bestsellets but are widely known
and respected. They may need to be kept because cUstomers expect o
find them in the range.

Fourth, if the brand i3 not known and/or is new, you should
consider the level of promotional activity and advertising by the
supplier pr manufacturer This would be an important consideration if
e supplicr were to be promoting the praduct on national television.
Adso, backing customer nequests can indicale a growing level of
acceptance. Another imporlant consideration is that customers need to
sge that a store keeps new products in stock, as this gives the
impression that the store is keeping up to date with trends.

5.3 STORE LAYOUT AND TRAFFIC FLOW

Making the most of the available space i a store is vital to its overall
profitability. However, consideration must be given o the store
appearance and image. For cxample, a bargain store may be packed to
bee rafters with merchandise to complement the ‘pargain’ image,
whereas » store keoping mote expensive merchandise may be
spacious. with onky imited presentation stock on the shop floor, Both
Jayuts are purposely fashioned to suit their target customers.



Figure 5,11

Bulk and jumbled
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Figure 5.12
Individual and
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Store Jayout includes the areas of floor layout (where fixtures are
positioned}, fixturing (what type of fixtures, shelving etc. is used to
display the merchandise), display (how the merchandise is presented)
and atmosphere (furnishings, lighting, signage). The Jayout affects a
customer’s perception of the store from the very first contact. It statts
at the store signage and, depending on the store set-up, progresses
through the exterior displays, window displays, the entrance fo the
store and inside the store, to the cash desk or register area on leaving
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Figure 5.13
Various flow
patterns adopied
by stores:

Top left: grid
paiters

Top right: free-
How pattern
Battor
Cowmthination
pakiers

Noke that i1
Australia
customers will
always oo fo the
left when Hrey
exter a store, if
they are groen the
chance,

the store. These perceptions of the layout can affect the customer’s
perception of the merchandise. It is therefore vital for the store layout
to match the quality and pricing of the merchandise being sald.

One of the key companents of layout is the placement of the
fixtures, which dictates the flow of traffic it a store. There are two main
layouts that can be used. The first is the ‘grid pattern’ as shown in the
left-hand figure above. This the format used in most supermarkets,
fresh food outlets and hardware stores. Tt is the most effective format
for bulk {large-quantity) displays. It is used to direct customer traffic
through the store in a systematic way, and to expose the greatest
amount of merchandise. The second format is the ‘freeflow pattern’ as
shown in the right-hand figure above. Generally used by fashion
stores, itallows and promotes browsing by customess. It is the random
placement of fixtures that highlights individual products or a theme of



Merchandising ond display 129

related products, such as a men’s casual shoe display or a display of
new season's dresses,

The two formats are the extremes of the scale. Many retailers use a
combination of formats as shown in the bottom figure oppaosite.

This is particularly apparent in large department stores where
different merchandise requires different formats to suit the products,
For-example, the fashion areas are generally free-flow to encoura
customers to walk around and browse at their leisure. Other areas
such as books or stationery are usually grid format. These products are
better suited to this format because the regimented flow encourages
customers to move along the aisles, thereby exposing them to the
related range of products.

There are advantages and disadvantages to both formats. The main
criteria for selecting the format are the type and price of merchandise.
Advantages of the grid pattern include:

» maximum exposure of product range

» most space-effective use of floor area

» provides a controlled flow through aisles where customers become
accustomed to product location

»> better security control because of full aisle vision with few
concealed areas

» allows ease of purchase by exposing the range in a logical sequence.

Disadvantages of the grid patiern include:

» cold and regimented atmosphere
» it is not conducive to browsing, particularly When busy
» rushed atmosphere with little personal contact.

Advantages of the free-flow pattern include:

» relaxed and open atmosphere

» conducive to browsing

» easier to highlight merchandise

» easier to promote individual or theme displays.

Disadvantages of the free-flow pattern include:

» generally requires heavier staffing levels

» security problems in blind spots

» hit-and-miss product exposure

» custormers may take too much time or become confused with what
they have and have not seen.

5.4 PRODUCT PLACEMENT AND PRESENTATION

The first thing to determine when deciding on product placement and
presentation are the ‘hot’, *warm’ and ‘cold’ spots within the store.
Thiz is done by gauging traffic flow through the store, Le. where
people walk the most and where they walk the least. Generally the
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Figure 5,14
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entrance and payment areas receive the most traffic. Therefare, both
these areas would be considered ‘hot’ spots. ‘Warm’ spots are
secondary traffic areas; e.g. in a newsagency the prime traffic flow
would be from the door to the papers to the counter. The secondary
flow may be from the door to a pools or lotto area at the rear, then to
the counter. These areas would be considered warm spots, ‘Cold’ spots
are those areas outside the other two areas. They are generally in the
far corners of stores and have low customer traffic. Figure 5.14
lustrates traffic flow and usual hot, warm and cold spots.

Within all the areas, hot, warm and cold, there are locations in all
displays that ave “prime retail positions’. These are the most visible
locations within a display: They are between eye and hip level and are
impottant in the placement of products to maximise profitability.

After identifying the hot, warm and cold spots and determining the
prime retail positions, the various types of merchandise can be faid out
accordingly. The merchandise in most stores can be broken down into
compenents, including:

» bhestsellers

» high-margin lines
> basic lines

> accessory lines

» impudse lines

» speciality lines

» seasonal lines

» asgistance lines
» advertised lines
> problem stock,
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ACTIVITY 5.2

The purpose of this activity is primarily to place the Hst of
classifications wifthin the diagram, using only the fixtures shown.
Fixtures consist of wall shelving, a central gondola, a cash desk
with front shelving, a display cabinet, four dump bins, a wall-
mounted cigarette fixture, a drinks fridge and a pools and lotto
counter. Explain why you place the classifications and highlight the
expected traffic flow around the store.

The second stage of the activity requires research to be carried
out at a local newsagency. Draw the newsagency’s layout and
compare it to your layout. Detail the differences between the
Pplacement of classifications and possible reasons for them. You may
find it worthwhile to ask the newsagent for advice if possible.

The third stage is to select one of the dassifications identified in
the newsagenicy and compare it to a specialist store’s classification.
Yor example, the book classification can be compared to a
bookshop. Compare the width and depth of the ranges and
determine why the newsagent has the range it has in stock, what
criteria have been used to select that range and what are the
advantages and disadvaniages of the newsagent’s range.

Place the following classifications for a newsagency into an
appropriate location within the store diagram below.

The classifications include:

a  newspapers I quality pens
b men’s magazines i drinks
€  Women's magazines k  confectionery
d  teenage magazines 1 bardeover books
¢ business and computer magazines m  paperback books
f  greeting cards n  tovs and games
& wrapping paper and materials o clearance lines
h stationery P clgarettes.
q lotta
5 [& 17 [&
15
1 17 ig ;
13
3 10
2] 0 11
2 18
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BESTSELLERS

HIGH-MARGIN LINES

Basic Lings

In avery classification there s a small percentage of iterns f:!'lat pj:ovides
the majority of the sales. This is known as the 80,20 principle, i.e. SF}%
of your sales will come from 20% of the products. Although this 15 a
generalisation, analysis of which stock gives you the bulk of sales
generally shows it to be a small number. Knowing the bestseliers
within the range and each classification is critical for optimising
bestsellers and improving sales. There are two types of bestaellers—
ongoing sellets and seasonal sellers. Ongoing sellers ara the bestsellers
that continue to sell all year round. Seasonal sellers are those items that
may be popular because of the time of year, or they may be fad items.

Tor increase sales and profitability it is essential that you sefl as
many bestseflers as possible. There are a rumber of steps that can be
taken to optimise bestseliing lines:

» Ensure they are in the correct classification so that customers can
find them.
» Place them in prime retail positions within their classification so
. they are highly visible.
» Maintain sufficient stock to sustain demand; you should never run
gut of bestsellers.
» Ensure that they are well ticketed and promoted.

Bestsellers are quite likely fo have only average profit returns because
they are generally mid-range in the price points. Never fall into the
trap of promoting something else at the expense of bestsellers. The
increase in the other line will never make up the loss of furnover of the
bestseller, Tt is also important fo remember that bestsellers don't all
need to be placed at the front door. They will work to draw customers
into the store and to the classification.

In most ranges there are some lines that provide a higher return of
margin (profit). These lines play a particularly important role in the
overall profit strategy of stores. They are often house (generic) brands,
exchusive lines, speciality lines or even accessory lines. They need to be
promoted clearly and placed in areas that will optimise sales. Ways of
promoting these lines include placing the high-margin lines next to the
bestselling line within its classiication. They will then become the first
alternative for customers who don’t want the bestseller. High-margin
lines should always be within their classification and ticketed strongly.
These lines are also good to use in window displays and inderior
displays. They can help to maintain good margins when promoted
with reduced goods as related or accessory lines. For example, the
profitability of a display of reduced car washes and polishes can be
improved by having high-margin sponges and cloths promoted
within the display.

These are the items that customers expect to find in a store. They tend
to have a regular and steady sales pattern. Because of the customer
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expectation, these items should never be out of stock, Basic lines may
become bestselling lines, or they may sell at a lower volume but
steadily throughout the year. Examples of basic lines can include
newspapers at a newsagency, milk and bread at a grocery store, apples
ata greengrocery or oils at a service station,

Positioning of basic lines should be within their dassification. Some
basic lines may even have their cwn fixture, like milk or bread, The
basic lines need to be in a central position within their classification,
though net necessarily in the prime retail positions.

These are the lines that complement or are related to other lines, Some
may be basic lines in their own right. However, if these lines are
positioned correctly they can also become impulse lines within a
classification. For exampie, in a supermarket, placing a range of dips
within the savoury biscuit range can prompt impulse purchases,
whereas if the dips were kept within their own classification they
remain demand lines that the customer needs to think consciously
about before purchasing.

The positioning of these lines needs to be within the related
classification, immediately next to the prite iter, e.g. placing sponges
next o car wasies, shoe polish within a shoe display, or batteries next
to torches. If this is done, customers may purchase the ACCESSOTY 33
well as the major line. This will increage the store’s sales and profit.

These lines are generally seen and bought without any forethought.
They are usually small dollar value Jines and have rapid turnover.
They need to be in highly visible locations and easily accessible. They
tend to be in high traffic flow areas, parficularly around registers,
Examples include confectionery and snack foods in service stations
and supermarkets, bookmarks in baok stores, batteries in toy stores
and laces in shoe stores. :

These are usually considered purchases, i.e. the customer has decided

to buy them before entering the store. Generally, these lines are the
mote expensive ones and tend to be complex. Customers will often
read the information and consider the options before purchasing,
These lines need to be away from high traffic flow areas and are good
ofies to locate in cold spots. The main reason why they need to be
away from the heavy traffic areas is to avoid the pressure and rush. Tt
also provides time to discuss the features and benefits of the item with
salespeople without fhe constant disturbance of other customers
walking through. Examples might inchade microwave ovens, drill kits
in a hardware store or tents in a camping store.

These are lines affected by seasonal factors, like swimwear, Easter
eggs, Christmas decorations and even cherries, The impact of seasonal
lines will vary according to the type of retailer. For instance, a fashion
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ASSISTANCE LINES

ADVERTISED LINES

ProBuLEm sTocK

store will change substantially from one seasan to another whereas a
cat accessory store won't change a great deal. The positioning will
start to be affected as the appropriate season draws closer. Seasonal
lines shauid be promoted within their category until the event or
season i3 sufficiently close to warrant positioning in some of the
heavier traffic flow areas within the store. Space allocation will also
start to grow for seasonal lines and recluce for other lines. A vita] aspect
of seasonal lines is watching stock levels closely to ensure that as little
stock as possible is left by the end of the season.

These lines are those for which customers need help to purchase. They
will be predominantly smaller, expensive lines that pose a security
tisk. These lines need to be located close to the counter area, Hhus
enabling staff to moniter them closely and be readily available to
provide information to customers. Generally, these lines are
mamntained in cabinets or secure fixtures. Examples include small
elecironic equipment such as caleulators, cameras, high-priced pens or
sunglasses, _

Advertising is used to raise the profile of a store as well as to increase
sales volume. Locations for advertised lines will vary according to the
quantities of stock on sale and how heavily it is advertised. Generally,
advertised goods should be promoted within their classification.
Customers will look for advertised lines within their classifications,
Fowever, if large quantities of stock are involved or if thete is litfe
advertising other than intermal promotion, advertised lines need to
beplaced so that can be clearly seen. This requires that the lines are also
promoeted in high traffic flow areas. Retailers will often have a
promotional display within the high traffic area, which serves not only
to make the stock more accessible but to add excitement and generate
interest.

This is stock that sells poorly. Stock that doesn’t sell costs the retailer in
storage costs and doesn't contribute to profit or payment of expenses.
There are a number of factors that can cause problem stock, including;

» aged stock-—~this can include stock that has been replaced by anew
maodel or that has different packaging, as well as stock that is close
to expiry of the use-by date

> overbuying—this tends to be caused by suppliers tryving to offload
stock by offering big discounts to retailers. The danger lies in not
consideting the current sales volume of the goods. For example, if
20) units are being sold each week with the normal order quantity
being 40 every two weeks, buying 1000 units because of a discount
gives 50 weeks” supply. There is no real problem if the retailer has
the space, or as long as the product is not replaced or outmoded.
This problem can also ocour if the supplier orders the stock and the
retailer doesn’t check that the quantities are appropriate
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» wrong stock—this is stock that doesn’t suit the target market, For -
example, a newsagency may put in a range of car accessories or a
hardware store situated in an area consisting of mostly flats may
have a large range of lawnmowers

» poor housekeeping—this is one of the major causes of problem
stock. It includes not cleaning the stock, which becomes soiled or
faded. Another factor is not rotating the stock, so that newer stock
iz sold hefore the older stocl, which can lead to out-of-date, soiled
or damaged stock. This can also be a major health issue in the food
area, nat orly with the food itself but with storage, preparation and
utensils

» poor merchandising—this includes displaying goods in
mappropriate areas, e.g. impulse lines in cold spots or speciality
lines in high traffic areas. It can also involve a failure to keep
displays full and well-ticketed, or consistently nunring out of stock
arid having ernpty spaces. It can also include poorly displayed
merchandise that may not be appropriate for the stock, or raises
questions in the customer’s mind about the quality. For example,
expensive merchandise in a jumbled display, food lines too daose to
non-food lines or, in the case of food displays, epillage of one type
of food into another, a problem that is also a health issue

» poor pricing-—this can be either too high a price for the target
market, or too low a price, with the products being seen as ‘cheap”
and of poor guality

» statf resistance—staff who do not promote or sell a product can
refard the sales. It generally happens if staff either view the product
as too hard to sell, because it is too complicated and they have
received no fraining, or they simply don't like it. Personal
preference should never interfere with selling a product.

Dealing with problem stock starts with correcting the causes.
Monitoring the sales of products is vital to identifying problem stock.
The cause must then be determined and addressed guickdy if sales and
profitability are to be maintained. Dealing with problem stock can be
addressed in the following ways:

» If the problem is housekeeping or staff resistance, training the staff
and allocating cleaning responsibilities usually corrects it.

» Ensure the stock has proper ticketing and sigmage.

» Move the stock to a better positiont within ifs dassification.

» Check competition pricing and stock, and take action i required.

» Rotate stock using the ‘first in, fivst out” (FIFO) method so that older
stock is sold before the new stock. This requires placing new stock
behind the older atock on floor displays and in the stockaroom.

» Tt stock still does not sell within its classification, use prometion
bins or bulk displays in high traffic flow areas at normal prices.
Remember not to clutter the hestselling areas with redueced-price
goods unless it i3 a major price promation.
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Figure 5,15
Markdoom chart

» If the stock is siil a problern, reduce the price. Markdowns should
be the last resort as they are costly in terms of profit, as the
markdown chart (Figure 5.15) indicates.

One of the issues facing retailers about price reductions is the growing
awareness of customers about the iming of reductions. Tn the fashion
ared it is a major concern in that customers are getting used to
reductions of a season’s lines during the season, leading to poor inital
sales at the start and lower profitability during what should be the
peak petiod. This not only happens in fashion, but is becoming more
widespread; another example is in the Christmas season where

SIMPLE FIGURES ON DISCOUNTING ... N

HOW TO GO DOWNNILE AT A GLANCE!

Exarple: If your present gross profit margin is 20% and you cut
your selling price by 5%, locate 5% in the extreme left-hand
column. Now go across to the colunn headed 20%. You find you
will need to sell 33.3% more units to eam the same amount of
gross profit as you did at the previous price.
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customers are literally waiting for post-Chuistmas sales or holding off
a purchase knowing that some retailers will have a 25% off promotion
on a regular basis. What started out as the end-of-season dearances
have become too regular and have conditioned customers into
something that cannct be easily reversed. Retaflers should avoid
creating discount patterns that the customers come to expect, as they
cost profit and bring about changes of buying habits that may not be
beneficial to a retailer’s business,

Thete are two additional factors that can influence the positioning of
merchandise—the security and size of products. Security factors that
need to be considered are the cost of the product and the size of the
product. Is it easily concealed and is it in high demand? These
products need o be close to counter areas for easy monitoring. Apart
from the security aspects, the size of products needs to be considerad
when deciding where to locate them in the store. Common senge
should prevail; small items are better suited in a higher location where
they are visible and are easier to pick up. Larger or heavier goods are
better suited down low for ease and convenience.

There is a logical position for everything in vour store. Asking
yourself whese it is most suited, where it will best perform, if it needs
to be highly visible, wheie it is logical to place it and how much space
it needs will provide answers that will help you when sething up the
store.

3.5 Buuoing pispLays

Before placing goods on display it is important o look at the fixtures
and fittings and how they can play an important part in sales and
profitability. Retailers vse a variety of fixtures for displaying
merchandise, including wall displays, gondolas, showcases, dump
bins, table displays and free-standing display racks. Examyples of these
can be seen in the photographs on the following pages.

There are general guidelines that can be followed to assist in
maximising the success of displays. Displays should be:

» standardised, i colour, materials, length and height. This provides
a more visually appealing display and gives the impression of
being organised

» flexible, ie. they can be changed from shelving to hanging fitings
and adjustable to suit varied products

> sale, strong and easy to maintain. It is vital for fixtures not only to
be safe but also look safe. Fixtures or displays that look unsafe will
deter customers from selecting goods from them, for fear of the
fixture or goods falling. The fixtures should also be maintained in a
safe condition. This includes checking for sharp edges, cracked or
damaged shelves {particularly glass ones) and loose or damaged
supports
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Figure 5.76
Sales avcording to
shelf height

» graduated in height, i.e. the fixtures should be lower at the front t
provide visibility across the store to higher wall fixtures.

Suppliers’ stands used for short-term promotions should only be used
for the term of the promotion and then remaoved. Although some of
these stands are attractive and versatile, they lose appeal if customers
become used to their being in the store. Never use suppliers’ stands for
goods other than those of the supplier providing the stand and
remember you should be prometing your business, not the suppliers.

Alsles should be wide enough to accommodate more thap one
custommer at a time. If customers are blocked off from particular areas,
they won't wait. The minimum aisle width in most stores is aboug one
metre,

Cross-aisles are a Jayout technigue that has the same classification
of goods facing one another in different fixtures across an aisle rather
than being on two sides of a fixture. The same technique can be used
with a wall fixture and a fixture opposite the wall fixture.

Another part of the fixture and fitting area is shelving, which can
also have a large impact on profitability. The way in which products
are displayed on shelving can gain or lose sales. There are a number of
areas that need fo be considered. The human eye will only focug on
one point af a time. This means that if is crucial to poaition goods like
bestsellers and high-targin lines at the most visible level. The best
results are achieved from the shelves that range from eye fo hip level,
A strvey conducted in supermarkets on the percentage of sales from
a one-and-a-half metre high fixture determined that the shelf just
below eye level produces the most sales. Figure 516 shows the
complete results,

Because our eyes travel horizontally rather than vertically, it is
Important to expose merchandise across shelves. Don't waste eye-
level shelves with numerous facings (horizontal rows of goods on a
shelf) of the same merchandise. For example, if vou kept a range of
cofiee, arranging the various brands across and the sizes down

@%

21%

32% Slightly below aye level

235

15%

Base



Tipes of fixture
used for display:

Figure 5,17 {top)
Eree-standing
display

Figuire 5.18
{cenire)
Wall display

Figure 5.19
{bottosm)
Table display
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Titpes of fixture
used for display

Figure 5.20 (top)
Free-standing
dicplay and racks

Figure 5.21
(botton left)
Floor stack display

Figure 5.22

{bottom right)
Showease display

exposes the customer to a wider variety and therefore a better
selection of brands. If the display were to be arranged with one brand
per shelf the customers may not see the entire range and missed sales
could result.

In terms of product facing, i.e. how many of the product items the
customer can see at the front of a shelf, the most profitable number of
facings is two. Repeated products register more dearly in the
customer’s mind. Profitability decreases in order when one, three,
foun, five and six facings are used for average lines. Any effect for more
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than six facings is negligible, with bulky and very small lines being the
exception, These are better suited to bulk displays.

A store that looks full is far more attractive than one that looks
empty. This look of being full can be easily achieved even when the
store isn't really fully siocked. Bringing products to the front of the
shelf will maintain an impression of being full. It is also vital because
it has been shown that sales can drop by up to 82% if the product is
lost from sight.

Flat lines can also be affected if they are stacked so high,

icularly omt lower shelves, that the major label or the product
cannot be identified. This can result in losing up to 70% of the sales.
The customer must be able to see the product or the major label, These
principles are the same for all shelving, whether in wall displays,
gondola displays or showcase displays.

There are four fundamental rules for the presentation of goods on
displays:

}  The customer must be able to see the goods. They must be able to
identify them at a glance. The products must be stacked so the
labels can be seen, i.e. facing correctly with the major label showing.
Never fold lines so that the identity of the product is lost, If the
goods are boxed, show some out of the packaging.

2 The customer must see the price. It should be displayed clearly,
and, in the case of shelf pricing, contain an accurate description,
The price should also be the true price. This is not always the case,

* Some retailers, particularly in the electricals area, have a multiple
pricing, stricture. For example, a customer paying cash may pay
less than one paying by credit, or the price may be open to
negotiation—though anly if the customer asks.

3 The customer must see the ufility or quality of the product., Brand
cah be important in this area as some brands are synonymous with
quality. If the products are boxed and the merchandise not obvious,
some of the products should be shown out of the packaging for
customers to handle.

4 Customers must see the goods, the price and the quality in the
shortest possible time.

As well as displays on shelvmg, free-standing displays are often used
to attract the attention of passers by. They can be in windows or on the
shop floor. A combination of factors, including balance, Jayout and
colouy, is used to create an attractive and visually appealing display.

Balance is the way in which goods are situated within the store,
both as a whole and within a digplay. There are three main forms of
balance: symumetrical, asyometrical and a combination of the two.
Figure 5.23 provides an example of a symmetrical display where the
left side is exactly equal to the right side of the display.

In an asymmetrical display the halves of the display are not of
equal proportion but the space around them is used to offset the
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Figure 5.23
Symmetrical display

Figure 5.24 (left}
Asymimetrical
display—using
props for balance

Figure 5.25 (right)
Combination of
symimetrical and
asymuretrical
display

balance. This can be achieved by the use of props or goods. Figure 5.24
provides an example of an asymmetrical display using props for
balance. Similarly, instead of goods being spread over the entire space,
the display can be broken into equally divided segments within the
total space. This technique is used to display goods that are a variety
of sizes 30 that a sense of balance is maintained, as can be seen in
Figure 5.25.

The combination balance is achieved by using two different bypes
of display method, but balancing both, to achieve the desired effect.

Layont is the pattern form in which the goods are displayed. There
are six main patterns used for displaying merchandise. These are:

Femetiniexl by pormisiar: of PEC Intrrmational fram ¥
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Figure 5,26

Batanced

asymmetical display

using poods

1 triangular—this pattern can  be either symmetrical or

asymmetrical. The pattern focuses on the peak of the dispilay. The
peak can be either merchandise or a message

Figure 5.27

Triangular pattern

with merchandise
peak

2 rectangular—this pattern is most commonly used for bulk
displays similar to those found in supermarkets. However, it can
be eye-catching when used in free-standing fashion displays

3 radial—this pattem uses a wheal shape to strengthen the visual
impact of smaller iterns of merchandise. The rim of the wheel ig the
focal attracton

4 groups—ihis pattem arrangement has a larger outline than the
individual items arranged within each group. It can be used to
strengthen individuafly weak or odd-shaped merchandise, The
groups are then balanced, not the individual iterns
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Figure 5.28
Triangular pattern
with message peak

Figure 5.23

Rectangular pattern

display (using
fashion). Note the

btk clothing display

in the foreground

5 rhythm—this creates a free-form impression suggesting a softer
flow of merchandise. It is typically used in displays involving
fabrics, either as the merchandise ot as a background prop

b repetition-—this is useful when the items are simple and not al! that
striking on their own. By repeating the pattern of shape or size,
there is a much stronger impact.

Colour can greatly enhance ot detract from a display. Too much colour
can lose the focus of the display. Colour should be limited to create
gither harmony, ie. shades that blend together, or contrast, where
colours that are strikingly different are used. Colour can create a theme
within a store to reflect a season, for example using browns and tans
for attumn themes. Colours can also reflect the natire of the
promotion, such as reds and greens for Chwistmas or pinks for
Mother’s Day. - :

Theme displays often use props to gain attention and enhance the
overall effect of the display. A few key concepts should be considered
when developing these types of display. First, ensure that the props
don’t overwhelm the product. The message must be very clear to the

w b}rpf-_rmh-sin'rt.ot'mh'lbcrm cnal
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Figure 5.30 (left)
Radial pattern

display
Figure 5.31 (right)

Group balanced
display

Figyre 5.32
Rhythm display
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customer as to what the display is about and what products are on
offer. Second, the props need to be in line with the store image and the
target market. This is important to ensuring that you are attracting
your targeted customer, e.g. using a surfboard as a prop for a summer
display is fine for a younger market store, but using it in a conservative
men’s apparel store could create a confusing message for its
customers. Third, the theme should be obvious to the customer
without a great deal of thought; if it is a summer display it should
scream out ‘summer’, if it is a back to school display it should give that
impression. Lastly, if you are using props, they should be used to



146 First steps in @ retail career

Figure 5.33
Repetitive digplay

Figure 5.34
Theme display

create interest and sell the merchandise, not just be a cute substitute for

normal fixturing.

Food displays can use the same principles, as seent in Figures 5.35
and 5.36. The critical factor for food displays is that not only are they
judged on appearance in the same way as any other display, but they
are also judged on freshness, which usually means that they need to
be maintained on a more regular basis than other displays. This is
highlighted particularly when a food display is used, whether by staff
who serve from the display, or by customers in the case of self-service.
The deterioration of appearance can be very rapid, leading to a
growing negative perception; or it may oceur slowly as the ngredierts

Fron,
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Figure 5,35

Food merchandising
—fruit and
vegetables

Figre 5.36
Food merchandising
—refrigerated food
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actually deteriorate over time, evident in a loss of crispness or changes
In colouration. In either case a loss of sales can result,

Although not strictly merchandising display, the presentation of
fast food and its packaging can have the same impact. A poorly
presented meal or poorly wrapped or packaged item creates negative
perceptions in the customer’s mind. Tt must be remembered that
looking zood goes a long way towards tasting good. Of course the
actual good taste must follow, to reinforce the good presentation,
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5.6 SIGNAGE AND TICKETING

Figure 5.37
Tipical ticket
layout

Signs and tickets have a tiwvofold purpose. First, they may help sell
merchandise by giving information that is not self-evident. Secand,
they can add excitement and atmosphere to the store environment,
which can be particularly important during promotions. To be
effective, signs must be professionally done; some examples can be
seen in the figure below. Old or handwritten tickets or signs will
detract from the menchandise. Signs are also required by law to be a
true representation of the product and to be in no way misleading,
There are four muain parts of a ticket. However, before writing your
ticket, it is important to determine some of the benefits of the product.
These are what sell the product. This can be made easier if you identify -
8 few of the product features and then defermine some of the benefits
to the customer of those features.

The first part of the ticket is the Jead line. This heads up the ticket
and should be short and catchy; e.g. ‘today only’, ‘reduced to dear’ or
“ust arrived’.

The second part is the head line. This identifies the merchandise;
e.g. ‘Bolle sunglasses’, ‘assorted photo albums’ or ‘mew season’s
swmamer dresses’.

The third part is the descriptive line. This tells the customer about
the merchandise, in particular the benefits that may not be ohvious;
€. 'the leading name in fashion and protection’, ‘huge savings’ or ‘the
latest styles from Paris”.

The fourth area is the price line. This line will vary in size and
location according to whether the sign is for the promotion of the
goods at normal price or at a reduced price. A price promotion works
much better when this line-is the biggest. This can be followed by a
base line if required, e.g. “only while stocks last’. A typical ficket layout
is shown below.

Using the principles of merchandising and display can enhange
and promote the store image, There is no definitive tight or wrong
way to display your merchandise; but selecting a way that works
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ON-THE-JOB ACTIVITY 5.3

Measuring the effectiveress of a display /promotion can provide
insight as to why it works or it doesn't This will allow you to
fncorporate the good aspects into future displays and identify
issues with existing displays that can be adjusted to improve the
outcomes. Leaving a display until the end of its life {short-or Iong-
term) without monitoring it can Jose sales and customers. Using the
example on the next page, develop your own display monitoring
tool and implemént it for the next display/ promotion you have in
store. During the period jdentify what is effectve /ineffective.
Include areas such as the type of stock, props, signage, location of
display and physical characteristics such as balance, layout and
colour. Remember that if you change any aspect of the display, such
as location, {ill out another sheet fully and keep the original one to
compate ongoing resuls.

DISPLAY MOMITORING SHEET DATE fram v o onss 10 e frorefases
Praduet description —denote main praduct/s and accessory productis

xamliry G4 MWowpifee [ Avorage | Waakly | Uniysddes | Woin sobes | Ot soles Unfi sokax
un diaplny e weckly aasz|  zokes WER L | WEEHZ | WEEKS | WERY
poosfaus four | 1anget
wephs fushts}|  funitap

Prodingt: SoHee maker —main

m J 35;| I«,rs| ,'| 3| 9| J-'J'fl F| L]
Praduel: Coffee mug sar of Faur— Oocesyany

i | .Tm| J.‘m| 2| 4[ n’| 3| 5f 2
Froduct: Individual migs--accasian,

4a | Soga r Bii7 I i [ I J #f [ 14 | IEJ T
Froduct: Colles sampls bag —Fren giveswaon with maokar

[ e | ] Y
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Diagraim of disploy inchuding props and signoge

Froduc!;

Dlagram of store bighlighting display locatian and tefer Hom
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Figure 5,38
An exasnple of
professional
sigrage

Figure 5.39
An example of
professignal
sighage

effectively is important. Conducting research into your customers and
competiion can yield a great insight into the way vou need to think
about merchandising. Look at as many and varied retailers as you can
for ideas fo improve the look of your store. it can be well worth the
effort in extra sales and profit.

FURTHER READING AND RESOURCE MATERIALS

National WRAFPS web site—www.natwraps.com.au

MLW Training web site—www mlwnetau

Wrice, M. (1998), First Steps in Retail Management, (Merchandising
Chapter—Tntroduction  te  Ticketwriting) Macmillan,
Melbourne.
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Developing the merchandising/promotional
calendar

Developing o morchandising Jpromaetional calendar starts with iden-
lilving and Tistng ali the factors that necd to be incorporated. These
will vary according to what the store seils, Far example, a sports store
iy have bwee distingt selling puerinds covering summer and winter
sports during which the merchandising and displays will change dra-
matically; o the uther hand, a liquor store s more stable in its mer-
chandising, with only planned periodic sales promotions such as
Chrislmas affecting the displays, The easiest way to begin develop-
ing the calendar is to use a yearly plannet, as seen in Figure 4.3, and
highlishl the following factors at tl > appropriate dates:

o Puak prefuds, These will be quite o [ferent depending on the type of
store. For exampie, a family shou store may have peak periods for
back to school, Mother’s Dav, Father's Tyay and Chiristmas, with
same seasonal sales to clear end-af-seasan stock, whereas a surf shap
mayv only have a peak during summey, [t is important that peak
periods are gauged on historica!l sales information to determine
when the peak begins and ends. In some cases it may not be possi-
bie to do this very accurately if the peaks rely on hot ar cold weather,
as in some Fashion areas where peaks may vary from year to year. It
is. still important ko plan for the delivery and merchandising of new-
sEASOT SLOCK.

 Lilgrnal promotionsispecial cvenis. These may include end-of-season
or after-Christonas sales, stocktake sales, or advertised promotions
that oocur every year.

o Exferunl prmaoticnsispecinl coonts, n some cases peaks may be caused
by external events; for example, it may be the Grand Prix or an-
other major sporting event jn your area, it may be tourist season or,
il you ave incated it a shopping centre, it may be a centre proma-
How. This information is generally readily available from centre
managament, local councils, bocal chambers of commerce and vour
awn historical information. Since these external events usually in-
eruase custamer traffic it is important to ke seen sharing in the spirit
of the nccasion and ko merchandise accordingly.

o Mifacturer adzertising. There ave excellent opportunities for stores
ko piggyback on suppliers” television advertising. Most suppliers/
matsfacturers have well-planned promotion and advertising cam-
paigns and are happy to assist retatlers with information and in
some cases promotional materials that He in with their product
advertising. This provides an opportunity for the retailer to mer-
chatidise and highlight the products and benefit from the enhanced
customer awareness of themy. Customers also perceive the store as
ome that is keeping the latest merchandise. Also to be keptin mind
are manufacturer clearances, which are good opportunities for
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retailers o pick up reduced-priced merchandise in balk for their
awh promationg or 1o sell at normal price and pick up some extra
prodil.

* Sensoiind guerionds. These have a large impact on many retailers, in-
cluding not only fashion stores but alse tood, pharmaceutical, elec-
trical apphance and many other stares. These are often the Hmes
that major merchandising changes take place. For example, an ap-
pliance store may go from prominently merchandising heaters dur-
ing winler fo fans, coolers and even fawnmowers during summer.

+ Holiday period=. For some retailers these may be peak pertods, for
vthers they may be slow pertods; eilher way they need to be taken
mle account, Tn fourist repions holiday periods may mean an in-
crease in stock holding to cater for increased demand and/or a
change of merchandising to promate tourist goods,

All the above times /events should be included in e planner. Once
completed it provides the oppoertunity to plot the slow periods by
matching the dates with vour hislorical sales information. These
puriods can then be linked to internal promotions to create store traf-
fic. This important to remember that prometions cost money and if
koo many occur they lose impact. Changing the store back to basics
after a promotion can alsa have a positive effect on sales and conse-
quently needs just as much planning as a promotion. When planning
prametions or advertising it is important first to identify the objec-
lives. that iz, determine the purpose of the exercise. There are two
main kinds of objectives in retail advertising: first, the long-term ob-
jectives, which would include building your image in the custorners
mind and increasing your market share and, second, the short-term
objectives which ave afmed at simulating immediate response and
creating traffic flow. Of course, implicit in each will be an ongoing
growth in sales and prolit. :

Once the dates of promotions and normal trading periods have ?
been established, the stock must be selected for the promaotions in
general lerms; for instance, new summer lines or winter clearance
lines. This is required to enable the planning of budgets, and the
detailed stock selection oceurring Liter in the process. This general
selection can be predetermined insome cases by the season or planned
special events or by company guidelines and requirements. For the
smaller retailer selecting the stock should be made in accordance with
the promotion objectives and themae: for example, a sumumer theme, a
Melbourne Cup theme, the owrer's birthday theme. (Don't forget that
giveaways or free champagne need to be included in the bud geth
Whatever the theme, the message necds to be sitnple and understand-
able, with the main focus on the stock being merchandised rather
than the promational materials, An example of a simple theme dis-
play iz showen in Figtre 4.4,




