SIGNAGE

A New Generation of Graphics

In-store applications are critical to retail marketing

Good Guys stores feature a decorative design package that informs customers of the merchandise mix.

here is a revolution going on. It’s

I a different way of thinking about

designing stores and communi-

cating a brand message. This approach

is being spotted in all categories of mer-
chandise and types of stores.

While not entirely new, it’s an inten-
sified focus that retailers need to con-
sider: utilizing graphics as decor in
place of architectural details, and rely-
ing on features and benefits signage to
replace sales staff.
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Whether driven by reduced construc-
tion and operating budgets, or simply a
vehicle to accomplish a strategy, the
trend seems to be spreading. Industry
surveys show that 30% of respondent
retailers expect to expand their use of
in-store graphics.

Target Stores greet customers with
multi-part banners carrying the same
messages as current advertising. Select
departments create an entirely new
visual presentation by installing the-
matic backdrops to typical gondola
shelves.

Sporting-goods retailers Foot Locker
and Finish Line are using die-cut panels
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of colored stock attached to
wall fixtures through which
display hardware is attached.
In a simple operation of re-
merchandising a fixture, an
entirely new mood can be cre-
ated. During the recent holiday
season, a West Coast Sephora
store adhered pastel-green
graphics on half the surface of
its fixtures, creating a striking
green-and-white decor pack-
age.

Good Guys stores have in-
corporated a decorative and
highly consumer-focused com-
munication package that in-
forms the shopper on the com-
parative advantages of different
products. The features and ben-
efits messages and signholders
perfectly complement the high-
tech merchandise.

As traditional signage is too
often ignored by the customer,
each of these examples is
intended to make the store
easier to shop. The use of
effective graphics is emerging
as an important element in the de-
signers’ toolbox of techniques.

It also is apparent that retailers have
embraced the notion that graphics
should be installed or updated by store
staff; self-installation usually is done
by the ‘last guy hired.’ Therefore, print
media and print-production companies
are working with designers to make the
installation of their graphic ideas easy,
even with a minimum skill level.
Savings are being realized in imple-
mentation budgets by the use of attach-
ing devices or self-adhesive printing
stock.

Coincidentally, store footprints are
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