
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Visual Matters  
	  

Retail is an ever changing industry as stores search for new 
innovative ways to present their merchandise to encourage 
customers to buy. Because of this Visual Merchandising has become 
a fundamental ingredient of successful retailing today. It is seen by 
some as an art and others as a science. Having specialised in Retail 
Design and Visual Merchandising for over 20 years I believe the key 
to success is the ability to balance the art of presentation with the 
science of product merchandising. 

	  

Today’s consumers want to be entertained and are attracted by 
unique environments that appeal to their lifestyle. It is generally 
the environment that attracts them into a store with the initial 
window display providing the right signals for what they can 
expect to find inside. Once inside they are navigated through the 
store by the attraction factors – product displays, graphics, 
signage and promotional materials. Creating these environmental 
elements requires artist skill.  

Once customers reach the products themselves the science bit 
comes into play as they expect to see the right product offer. 
Too few and the offer may not appear credible, too many and it 
can confuse the buying decision. Understanding the use of space, 
option control and how to drive the right density of product for 
your store leads to higher rates of sale and more profitable 
stores. Finally and most importantly, the product offer has to be 
easy to shop. Customers want to enjoy exploring, sampling and 
comparing goods. 

	  So, successful visual merchandising balances both the art of 
display and science of merchandising together with the ability of 
putting yourself into the customers’ shoes.  

	  



Retailers understand the importance of their environment and in today’s economic climate are more and more 
looking for ways to enhance their stores without the need for costly refits. This is where visual merchandisers 
prove their weight in gold. Visual experts can transform stores with much smaller budgets. They use their 
creative ability to reinvent, reuse and recycle fixtures, props and materials in a new way. They know where to 
add flourishes of colour, props , signage and graphics to create new looks. These visual enhancements not only 
cost less but they are quickly achieved often without the need for stores closing. This modern approach also 
taps into the growing trend to recycle and reuse rather than buy new.  

We work with small independents as well as High Street brands delivering design solutions for windows and 
store interiors. In addition to this we train and develop retail staff in creative techniques. More recently we 
have been commissioned by several councils to review, train and develop small independent retailers. 

One of the most important factors in retail is to truly understand your sector of the market, identify your 
customer and build/create an environment that they love and can relate to. Another important factor is 
originality and creating a real point of difference in your business. This gives customers a reason to visit you 
and not other shops!  

In terms of trends there is still a strong trend for the use of vintage pieces. Many stores are using ‘found’ items 
of furniture for product presentation in additional to traditional shop fixtures. The most current trend being 
the use of industrial items – work benches, industrial factory components and metal furniture,(lockers, metal 
desks and metal cases) are all making their debut on the shop floor this season. So be imaginative – a shop 
fixture can be made from all manner of items.  

  

 

 

 

 

 

 

 

 

 

 

	  

However, it is not just all about trends. It’s 
about knowing your business, the customer 
you want to attract and creating an 
environment that is appropriate for them. 
Good design together with strong visual 
merchandising and the right product mix is the 
most powerful way to achieve this – we know 
because we have seen the results.  

	  

Written by: 

Lynda Murray 
Managing Director  
Tel: 07741 035 970 
March 2012 
	  


