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No longer simply a place to
display product, fixtures are
becoming an integral part
of retailers’ brand stories.

By Steve Kaufman, Contributing Writer

RETAILERS TODAY ARE DEFINING THEMSELVES BY
the history and values that help tell their brand stories.
And each story has its own unique delivery methods.
For John Hardy, the New York-based jewelry man-
ufacturer founded in Bali, the story revolves around its
unique pieces, which are handcrafted using Indone-
sian techniques. For handmade-shoe brand Camper
(Majorca, Spain), it's the 140-year-old story of arti-
sanal fabrication using locally sourced materials.
And for Detroit-based Shinola, which has revived the
age-old shoe polish brand to create a line of fine time-
pieces and premium leather goods, it's celebrating
American craftsmanship and industrial prowess.
“Today, retailing is all about branding, and brand-
ing is all about storytelling,” says Danny Boddy, svp

\ SPECIAL REPORT: FIXTURE TRENDS

of retail for St. Louis-based Soft Surroundings (whose
own story is about taking a relaxing, French-influ-
enced journey through a calming, well-appointed
store). “If you want customers to even come into your
store, you'd better be able to tell your story. And you'd
better have a story to tell.”

The challenge is to represent the brand story in
the physical context of the store — including the way
product is merchandised. In keeping with the trends,
fixtures are becoming less about merchandise density
and more about representing the brand.

TALES OF THE SOUTH PACIFIC

John Hardy took a “hands on” approach in its new
SoHo, New York, store so that its customers are trans-
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ported when they touch a piece of its artisan handcrafted jewelry.

“The story of ‘touch’ is at the core of our decision-making,” says Maggie Zavolinsky, the company’s vp, creative ser-

vices. “We've seen it happen when customers hold a piece of jewelry that’s very detailed and intricate. They appreciate the

weight and craftsmanship.”

The treated black walnut casework has the glass-topped sleekness one would expect in a fine jewelry store, while the

bases of the fixtures are layers of tactile, textured and hammered wood (also doubling as drawers). On top of each case is a

jeweler’'s magnifying glass and a carved-out sculptural nook containing the silver components used in the jewelry.

“People can't resist scooping their hands in and picking up these little things,” says Zavolinsky. “We think it's really

important for people to be able to have this physical interaction and to understand what we mean by ‘handmade’ and

s

‘artisan-crafted.

A SHIFT FOR SHINOLA

The timepiece brand, which has expanded to
leather goods and pet accessories, generally
selects urban locations that attract other hip,
trendy retail brands.

But its new store in Los Angeles’ Arts Dis-
trict, while in an edgy neighborhood, was a
slight departure. For one thing, the store con-
tains its own café and a tattoo parlor. Also,
while the exterior of the building is urban funk,
the interior is surprisingly sleek and open, and
the fixtures exude elegance.

“That’s a specific intent on Shinola’s part
to represent craftsmanship and quality,” says
DaMarlon Carter, retail studio principal in
Charlotte, N.C.-based Little's LA office.

The fixtures are purposefully open, so the
merchandise is easily accessible. “Shinola was
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TOP Shinola’s latest LA outpost houses an experiential
concept, with Saved Tattoo occupying a space in the
store, run by renown tattoo artist Scott Campbell (he's
tattooed Howard Stern. Courtney Love and Marc
Jacobs), and the Di Alba Italian cafe.

ABOVE John Hardy took a simultaneously elegant
and trendy approach in its newest SoHo, New York,
[flagship, with fixtures comprising sleek glass tops
and tactile wood bases, which encourage customers
to explore the products.
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trying for human engagement,” says James Farnell,
creative director for Little’s brand experience studio.
“To that extent, the fixtures are functional. Shinola’s
customers are looking for greater depth in products
and brands. TheyTe looking for well-constructed
merchandise, but they also like the idea of knowing
where the brand was sourced and the story behind
who crafted it.”

HAPPY CAMPER

Camper has worked with Kéré Architecture of Berlin to
“pioneer new forms of retail shopping,” says Kéré Proj-
ect Architect Adriana Arteaga. Its stores — like the new
one on Barcelona’s historic La Rambla — are architec-
turally organic, with sweeping round or oblong walls.
The merchandising is minimal, and shoe displays on
the perimeter of the store act as much as visual pieces
as they do merchandise presentations.

But Arteaga says the build-outs tell a specific story:
“The handcrafted aesthetic of Camper is highlighted
by using materials and processes that are indicative of
shoe fabrication, such as braided cord and laminated
wood,” she says. “In this way, an embedded company
narrative can be perceived through a range of textures,
colors, finishes, prints and graphics. Visitors are invited
to shop, discover and interact, using a variety of senses.”

WHAT’S YOUR STORY?

“Merchants are being more thoughtful of the images
they promote,” says Harry Steen, creative director of
Minneapolis-based Supervalu. “Which means they

first have to examine what their brand is, and then

how to portray it.”

Steen says he’s seeing a lot of reclaimed wood fix-
tures, in part because it looks good, but also because it
tells a story of sustainability and good planet citizenship.

But whatever materials retailers use to tell their
stories, Steen says, the appearance, texture or purpose
of their fixtures are geared toward a specific goal. “As
today’s consumers are judging retailers” online pres-
ence before they even come into the store, everyone's
trying to be much more thoughtful about what the
brand is,” he says. “And that means, ‘How am I pre-
sentingwhoTam? "

TOP Campers fixtures

are an important part of

its overall design, which
elevates and highlights
merchandise throughout the
entire store.

ABOVE Shinola’s fixtures
are open, minimal and
accessible, allowing
customers to touch and. feel
the products before making
a purchase.
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