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MakKing a scene
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LINDA'S ANSWER: Six years ago, when my
husband and I first moved to Toronto, I trav-
eled many different routes to the downtown
area before I discovered which one was the
fastest. One day, I noticed a street on my map
that led directly off the highway into the
downtown core. I decided to take it. As the
traffic slowed to a crawl my annoyance level
rose. Ahead of me several cars were stopping
traffic, signaling their “reservation” for a cov-
eted parking spot being vacated by a shopper.
My attention was drawn to the wide side-
walks and the colorful variety of products
spilling out from each store. Out in front of
shops shaded by bright awnings were fur-
nishings, clothing racks, garden accessories
and a multitude of people milling about. 1
suddenly found myself browsing from the
car and making a note of the street name at

BY LINDA MCKENDRY,

and attractive from the street?

The funny thing was that the day she and
[ went to find the spot everything had been
taken inside, the sidewalks were deserted
and, for me, the area’s original appeal was
gone. The magic had left and so had my ex-
pectations of sharing a wonderful shopping
day with my friend. We were disappointed. I
felt that I had let her down. We drove around
until we came to another shopping district
that had interesting looking stores and
stopped there to browse.

In visual merchandising, I have a saying,
“Goods to be sold, must first be seen.” The
sooner something is seen the better. What
kind of “scene” are you creating for passers-
by? Is it an instant invitation to explore oth-
er offerings inside? Here are a few ideas to get
you thinking about what you can do.
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READER QUESTION: Help! | want to do something to draw more
attention to my shop, its image, products and services, from
outside. What can | do to make my business more appealing

bine that concept with good contrast in col-
or, pattern, textures and shapes, you will
make an even greater impact. Try one of
these:

Arches & Awnings. Archways funnel traf-
fic into the front entrance of your shop. Ar-
bor-shaped archways can be made of wood,
fiberglass, wrought iron, twisted grapevines
or aged shutters topped by an arched roof.
Add color and contrast with tulle, ribbon,
rayon or artificial flowers that reflect the type
of market you are targeting and the price
point of your products. Or weave some arti-
ficial ivy in and out of the spaces and add
white twinkle lights for a touch of romance
especially for people driving by on summer
evenings.

Don't forget the opportunity for aroma
appeal: Scented sachet bags tied up into a

Well-known, Toronto-based, display expert Francois always wows customers with his entrances. Here he uses branches from a downed tree to frame the
doorway to his store. In addition, window boxes always overflow with flowers and large showcase windows are changed often to keep customers intrigued.
Francois will be opening a new Toronto store in October. Watch for a profile in a future issue.

the next intersection so I could find my way
back to that delightful spot for a leisurely
shopping trip with a girlfriend who was also
new to Ontario.
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You've heard me say that “bigger is better”
when it comes to attracting the most atten-
tion from the greatest distance. If you com-

trellis or tucked into branches will send out
the delicate fragrance of honeysuckle, roses,
gardenias.... The slightest breeze will carry
the scent and draw attention like a woman’s






