Merchandising is a very broad subject. Packaging, layouts, displays – these are all involved in creating the merchandise mix that customers see when they walk into a store. There is a specific thought process for picking out the right assortment of goods for the customer right when they want it. This is of course different for very large retailers, and relatively small retailers. The differences by country, Canada and the United States, were not so large. The companies visited on the trip had varying merchandising strategies.
The first thing most consumers notice as they are out shopping is the store window. The window catches eyes, and entices shoppers to come inside where they will see other store displays. Smaller retail establishments stick to the basics; they display clothes in the window on mannequins. This is a more bare bones approach that can work if the company is small, such as Memento in Montreal, a vintage retailer. They let the clothes do the talking instead of banners, window clings, or props. Many stores off the streets of Montreal were similar with limited window and retail space to advertise their clothes. Holt Renfrew on the other hand is one of the best examples of higher end department store windows on the whole trip. They showcased merchandise for father’s day, to celebrate the grand prix, and for the special John Paul Gaultier visit. There were mannequins, props, handmade paper creatures, and not to mention the clothes. The visual director explained that even though the windows look extravagant, they can be made on a low budget. The windows change monthly, and the ideas are thought up months in advance. A United States retailer with similar windows is Lord & Taylor. They also featured father’s day windows to promote sales of menswear products. What’s different about their approach is that designers buy space in their windows instead of getting picked. This allows the company to actually make money off of window sales. Lord & Taylor likes to feature designers that are little known or can only be found there, like their private menswear label, Black Brown. Customers will come to their store for that product, instead of labels like Marc Jacobs that have many free standing stores in New York. This is a good way for Lord & Taylor to differentiate themselves, and their merchandise. Bergdorf Goodman also had outstanding window displays that focused on a fantasy rather than the clothing. Their displays were bright, colorful and told a story about phobias. In general, department stores seemed to spend the most on window displays. 
After seeing the outside windows, customers are drawn into the store to see the displays. In store displays highlight certain products that might be new, on sale, or that the store is trying to promote. Lilly Pulitzer in New York had some really great in store displays. Above racks of clothing, there are color-coordinated cork boards displaying pictures and swatches of fabric. This is a great tactic to show the designers inspiration for the new summer merchandise. The entire store in fact mirrors the bright clothing, with equally vivid paint and colorful pictures of Pulitzer prints hanging on the wall. Philippe Dubuc in Montreal also had fantastic displays- although not as colorful. He displayed his menswear pieces in a more architectural and cool way, though none less artistic. Never before have suits in grey and black looked so good. Belts and ties are hung off of metal rods on the wall. Folded shirts are laid out on clean white counters in stark contrast. Shoes in matching colors are situated underneath racks of pants and shirts. Hung suspended from the ceiling are men’s scarves, bags, and shoes. Holt Renfrew also had some wonderful in store displays. Mannequins dressed in summer clothes hold colorful ice cream cones made of paper. This theme was carried out all over the store and matched the father’s day windows outside. Fun summer elements such as beach balls, croquet mallets, and flowers added to the atmosphere.
 A store’s layout can add to shopping ease as customers search for the perfect product. Macy’s in New York has a layout that caters to the customer, and boosting sales. Macy’s, along with most department stores, has their cosmetics section on the main floor right by the entrance. They situate that section this way as to catch the customer’s eye; cosmetics are the biggest impulse purchase made by consumers at Macy’s. The 3rd floor holds the private designer labels, each decorated differently to give off a boutique like feel. The Ralph Lauren area is decorated with leather chairs, rugs, and wooden furniture, reflecting the brand’s image. In contrast, just a short walk away is the Marc Jacobs area with white fixtures and minimal furniture. The junior’s floor is the fun one with a club like atmosphere. To cater toward the private Jessica Simpson collection, there is a chandelier, crystal knobs on the clothing racks, and many pictures of the pop star advertising her clothing. Also on this are pizza, ice cream, and pretzel stores in case the teenagers get hungry while shopping. Each floor is laid out according to those shopping on it. Dubuc’s split level shop in Montreal features very interesting track lighting that could double as art. The metal fixtures are laid out in a very spacious way, allowing men freedom to walk and shop. Topshop in New York has something innovative about their layout- a secret pop up shop in the store with designer collaborated merchandise for a limited time. Tiffany Yannetta (2011) says this helps to “break up [the] shopping monotony” and “let you shop the coveted collaboration items in peace” (racked.com). The shop has a floral theme with fresh buds and a florist in the corner. It was also very quiet, thanks to the two security guards lurking in the background. The shop in a shop style is popular, also demonstrated by Holt Renfrew. The department store has separate rooms for designers, and moves them as they see fit based on popularity or productivity. For example Roberto Cavalli and Donna Karan weren’t selling great where they were located, but once they switched sales improved. Each brand has a Designated Sales Associate that knows all the merchandise and helps increase sales. The space for each brand is decorated differently; Phillip Lim has huge paper flowers on the wall. Customizing the store layout based on customers seems to be a proven approach. 
Mainly merchandising deals with pricing and how the merchandise is geared toward the target customer. Bod & Christensen has a high price point for their leather jackets and accessories. Their target customer is a little older, so they can afford to spend more on clothing. In contrast, their line of vegan handbags is less expensive, and therefore aimed at a younger consumer. To get the right mix of merchandise for the consumer, Bod & Christensen starts off with about 100 designs per season. They narrow that down to 30 for the buyers, then to 10-15 styles for the factories. Usually the jackets are offered in 3 colors each. This wide range of styles ensures that there will be something to the customers liking. Their designer stressed that it is important to cater to their clientele first, and then they can introduce new products and styles. Pink Tartan and Soshanna both consider themselves to be in the higher end market. Their clothing sells at department stores such as Neiman Marcus and boutiques. Pink Tartan designer, Kimberly Newport, stresses that buyers need to know their customer. What sells in New York might not sell in Florida. For that reason she created a holiday collection of neutral mixed metal colors, and one of bright neon colors. Both are at the same price point, but look completely different for the two markets. Pink Tartan has a flagship store in Canada that is centered on the lifestyle with books, bedding and other home goods. This large mix of merchandise will let the customer picture the clothes in her lifestyle. 
Macy’s and Holt Renfrew are both department stores- but they have a vastly different target market. Holt Renfrew carries very high end designers such as Chanel, Prada, Dior and Hermes. The café on the bottom floor is by reservation only. The signature magenta accents seem exclusive. Even the atmosphere of the store screamed perfection and expensive. Macy’s on the other hand is always bustling with tourists. Yes, they do carry some high end designers, but the store doesn’t give off the same exclusive vibe. They regularly have sales, promotions, and discounts. There are many restaurants and eateries full of parents and their children. Obviously their target markets are different. Uniqlo in New York also has a lower end target market with their basic clothing assortment and their low prices. The Japanese based brand does offer lines by designers Costello Tagliapietra, Vena Cava, and Charlotte Ronson which have been popular. They need to make better use of product allocation though, because some styles only had larges while others were left with smalls. Whatever the target customer, it’s important for a company to focus on it for maximum sales. 
  Each company and store visited has a different strategy for merchandising. Anywhere on the globe, retailers will continue to use window displays, in store displays, store layout, and pricing strategies to use merchandising to the customers benefit. Whether big or small, a company needs to know its target customer in order to create the right assortment of product. 
