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CONSUMER CATCHER: Douglas Horst and Fidel Miro of Horst Design International, help local and national retailers boost their sales per square foot

Charting a hetter retail space

By ADINA GENN
etailars trying to sray afloet | o guickly changmg
market whare competition is fieree and consumars
would often rather ke eleewhere are turning to design
sonsultants

Horst Dosign Internctional, such a consultant in Cold
Speing Harbo, i helping its divuts buosl sales Ly visually
highlighting Lve merchaudise with coloration, Heliting and
store design,

“Retail stores change their image every 10 years, but
trends change constanily,” said Fidel Mirc, HDUs design and
planning director.

Aloag with the latest fashin trends, reteilers must keep
up with taday’s shoppirg trends. In addition to lesing business
to e-commenrce, traditional retalers &re also trymng to hold on
to &0 aging haby boomer pepulation that sometimes avoids
large stores and difficult parking situations, Other shonpers
&re loaking for a quick run-through on their way to the tannis
court, and don't have the ime or inclination to spend an aftar-
noan shapping

In response, HOI recently eraated a new protocype for
Eldor Boarmon, a eantury ¢ld mid-pricod depertment stors
chain based in Dayion, Ohis, The now protetype featurce a
£8,000-square-foot stere, deviating from its ether 00,000-
sguas e-fout- Lo T, M0-syuere-Tuo lstores Wel e el
it copwily retomined consislenl. “We mressed G amount
el mds, elongated the arms on the racks, and incressed the
shelf quantities.” And Elder-Besrman has the staff to “assist
shoppers in reachng the merckandize at higher levels” Miro
said, “It's a good formula. Two stores already have this prozo-
type, They'll open two maore in October”

Yor Elder-Beerman, it appesrs to be working.

“We've gotten a lot of positive feedback on tha two new
stores,” said Frederick Marshad, ElderBeerman’s chairman
and CEO), “They are both trending at about $180 persquare-
faot, which ia 20 percent higher than o cther stores™

The new prototype festures an open-air space with depart-
ments marked off by a change in carpet ccloring or ceiling
height, subtly moving the traffic flow 1o the remote areas of
the store while allywing the consumer to easily lozate tha
goods they want to purchase. The cashtwrap centers are con-
trally located near heavily trafficked arsas, such as fitting
rooms, "This allows visual contrel, another form of security”
Miro remarked. “And we want to motivete the costomer to
buy, make it easv for them."

Ezge of shopping i2 a primary occern to retailers and
design consuliants alike, and in the case of handicepped shop-
pers takes an & whole new meaning.

"Tt'm extremely important to pesition merchandizs low
endugh for theose in whselchairs to aceess,” said Karen
Stimmal, president of Karen Stimmsl] Intariors m Southtown.

Stmmiel neted that there is incressing preseurs to comply
with dards act in the A with Disabilitica Act.
“Also, resnilers arc realizing that they don't have ko jam overy-
thing in, making it impossible for a stroller to fit throngh the
aisles. The customer shouldn't feel confined or aggravated. It
should be easy to get from ek to vack”

Martin M. Pugler, & profeszor at the Fashim Institute of
Tethuology in New York City, and a nobed expert and author
om retail design concurred. “Traffic dow should give the cos-
tomer exposure to everything i che store. If the focel points
are interesting, and not irksome, the consumer may bay more
than he or ahe originaly intendad.”

Porler advicetes keeping the impulse items sach as ties
or bells vut front, on the path of the destination shopper
‘who, for instance, is hieaded for the mtimate apparel section.
‘If a woman spots @ magnificant tiz for her husband along
<he way, =he'll buy it.”

He also sffored this theory on sase of shopping, *Retailers
with an upseale image have beautiful open spaces so as rot
o overwhelm the shoprer But the popular-price shepper
and the bargain hunter expect to gr through the sades”

Lighting and enloratian alse play leey roes, Doug Horst,

president of HDI. HDI recently designed new oatlet steres
for the Pennsylvania-based Weolrich, which has outdoor-
sportswear ootlets throughoot the eountry. HDI halanced
tha reds and blues in Woolnich's product line, and the yellow
and blue from Woolrich's oririnal logo, against raw cedars
and tweed creating a subliminal backdrop to creats a mood
that will atics the consnreer

“The new degign definitely sttracts the customer” eaid
Mike MeCartor, Woolrichs retail merchandising manager
“The design will just bring pasple in and let the dothing sell
itmelf"

MiCarisr said (hal the redesigned vatlet slore mel anc
exceaded the sales projections for that month, slthough he
did not have the exact hgures. Waolnch 15 planning to
remodel its A-stares &5 their leases came due, including one
in the Tanger Outlat Center in Riverhead,

Woolrich's initial suceess is no surprise to Pzgler. "A
shopper shops eolor™ he said. “Colar is a focus. Lighting 1=
what makes the color and color 15 what peeple buy

In attrecting the teen market, HDT incorporates a “hip’
and “fresh” look and hrighter steres. But he uses halance tc
appedl to young eomanmer: without alisnsting nldor shap.
pare. “Wa alze mwet with tho dient’s advertisg departmont
g0 that the store’s campaign complemonts the store's design
and image” Horst said.

Ultimately, the design must iapae suslunsie o g
chusse peerchinndise “Tabe away whals nol making money,”
Stimmel advised. "Tetailers should enhance what they
have”

HDI strives ta visually display the retailer’s merchandise
Lo the censamer. “We pick oot clients brain to get what they
want,” Horst said. *For instance, an slectronies stare war-
rants a theatrical 1ok that ertertains its target.”

“It's ell in the psychological details,” Mire added. “But you
don't want to get tno wey out. This = somathing you learn
after years of experience”




