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For the first time in history, with the establishment of department stores, consumers
begin to consider themselves a mass. Hence, the circus-like and theatrical element of
commerce is quite extraordinarily heightened.

With the appearance of mass-produced articles, the concept of specialty arises.
Fashion is the predecessor - no, the eternal deputy - of Surrealism.

Surrealism was born in an arcade.

Well, that is a shop.

This enormous place made her heart swell, and kept her excited, interested, and oblivious of every-
thing else. The high plate-glass door reached the first storey, amidst a convolution of ornaments
covered with gilding. Two allegorical figures, representing two laughing, bare-breasted women,
unrolled the scroll bearing the sign, “The Ladies’ Paradise.”

It seemed to her an endless extension, with its display on the ground floor, and the plate-glass
windows, through which one could see the whole length of the counters.

She was absorbed by the display at the main entrance. There she saw, in the open street, on the very
pavement, a mountain of cheap goods — bargains, placed there to tempt the passers-by, and at-
tract attention. Hanging from above were pieces of woollen and cloth goods, merinoes, cheviots,
and tweeds, floating like flags; the neutral, slate, navy-blue, and olive-green tints being relieved by
the large white price-tickets.

Close by, round the doorway, were hanging strips of fur, narrow bands for dress trimmings, fine
Siberian squirrel-skin, spotless snowy swansdown, rabbit-skin imitation ermine and imitation sable.
Below, on shelves and on tables, amidst a pile of remnants, appeared an immense quantity of ho-
siery almost given away; knitted woollen gloves, neckerchiefs, women'’s hoods, waistcoats, a winter
show in all colours, striped, dyed, and variegated, with here and there a flaming patch of red. There
appeared to be an immense clearance sale going on; the establishment seemed bursting with goods,
blocking up the pavement with the surplus.

The splendor of the department stores produced a new art of the street. The critical level is the
eye.

We are influenced by first impressions: when we meet people, when we decide to go to a restau-

rant or not, or when we decide to buy something or not. Your window display is the first and
best chance to make a good impression. It’s your chance to turn a passerby into a possible client.
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They followed the shop windows, stopping at each fresh display. At first they were captivated by a
complicated arrangement: above, a number of umbrellas, laid obliquely, seemed to form a rustic
roof: beneath these a quantity of silk stockings, hung on rods, showed the roundness of the calves,
some covered with rosebuds, others of all colours, black open-worked, red with embroidered cor-
ners, and flesh colour, the silky grain of which made them look as soft as a fair woman'’s skin; and at
the bottom of all, a symmetrical array of gloves, with their taper fingers and narrow palms, and
that rigid virgin grace which characterises such feminine articles before they are worn.

Talk to your target: Once you have decided what the target for your product is — for example,
middle-aged customers or women - you must talk to them, you must speak their language. Every
time you communicate something, be sure the message is addressed to them.

Colour is the quickest way to attract visual attention and create a memorable in-store moment.
According to a study on the impact of colour in marketing, apparently people make up their
minds within 90 seconds of their first interaction with the product. And 62-90% of that is purely
based on colour.

But the last window especially attracted their attention. It was an exhibition of silks, satins, and
velvets, arranged so as to produce, by a skilful artistic arrangement of colours, the most delicious
shades imaginable.

At the top were the velvets, from a deep black to a milky white: lower down, the satins—pink, blue,
fading away into shades of a wondrous delicacy; still lower down were the silks, of all the colours of
the rainbow, pieces set up in the form of shells, others folded as if round a pretty figure, arranged in
a life-like natural manner by the clever fingers of the window dressers.

The art of the shop window marks the point where the psychological appeal that aims at sales is
able to reach the level of genuine art, and where commercial art outgrows its purpose and enri-
ches the general principles of art.

Show the value of your product: This goes beyond the actual price, beyond the price tag - it’s
about caring about your product, the value you give it and the value the customer or passerby
could give it. Be sure to communicate your product’s value, no matter the actual price.

We are spending a lot more money on experiences. And so we are looking for places that are
more unique, places that are visually exciting, that create memories for us. And of course, for the
mobile obsessed generation everything is an opportunity to create hashtag content. It becomes
their social currency. So it’s really important for physical retail spaces to respond to that and to
create spaces that they can come back to, to really enhance the social currency.

Most people walk in and turn to the right, or at least look to the right. And the presentation that
you give at that point is critically important to create that first impression.
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From the very threshold it was a marvel, a surprise, which enchanted all of them.

Mouret was the first to buy at very advantageous rates, a collection of old and new carpets, articles
which up to the present had only been sold at curiosity shops, at high prices; and he intended to
flood the market with these goods, selling them at a little over cost price, simply drawing from
them a splendid decoration destined to attract the best class of art customers to his establishment.

From the centre of the Place Gaillon could be seen this oriental saloon, composed solely of carpets
and door curtains. The ceiling was covered with a quantity of Smyrna carpets,

the complicated designs of which stood out boldly on a red ground. Then from each side there hung
Syrian and Karamanian door-curtains, speckled with green, yellow, and vermilion. There were car-
pets which could be used as door-curtains and hangings—Ilong rugs and larger Schoumaka and
Madras carpets, a strange florescence of peonies and palms, the fancy let loose in a garden of
dreams.

On the floor were more carpets, a heap of greasy fleeces: in the centre was an Agra carpet, an ext-
raordinary article with a white ground and a broad delicate blue border, through which ran violet-
coloured ornaments of exquisite design. Everywhere there was an immense display of marvellous
fabrics.

This sumptuous pacha’s tent was furnished with divans and arm-chairs, made with camel sacks,
some ornamented with many-coloured lozenges, others with primitive roses. Turkey, Arabia, and
the Indies were all there. They had emptied the palaces, plundered the mosques and bazaars. A
barbarous gold tone prevailed in the weft of the old carpets, the faded tints of which still preserved
a sombre warmth, as of an extinguished furnace, a beautiful burnt hue suggestive of the old mas-
ters. Visions of the East floated beneath the luxury of this barbarous art, amid the strong odour
which the old wools had retained of the country of vermin and of the rising sun.

If you close your eyes to enjoy the kaleidoscope in all its turns, you are left with the realization
that the consciously produced part of these stimuli - which is the total of all signals that the de-
partment stores, shop windows and advertisement have created and continue to create anew
every day - really comes from the strange intermediate realm of the subconscious, where eros
and art are inseparable.

In the middle of the department, an exhibition of summer silks lighted up the hall with an aurora-
like brilliancy, like the rising of a star, in the most delicate tints possible: pale rose, tender yellow,
limpid blue, the entire spectrum of Iris. There were silks of a cloudy fineness, surahs lighter than the
down falling from the trees, satined pekins soft and supple as a Chinese virgin’s skin.

There were, moreover, Japanese pongees, Indian tussores and corahs, without counting the light
French silks, the thousand stripes, the small checks, the flowered patterns, all the most fanciful de-
signs, which made one think of ladies in furbelows, walking about, in the sweet May mornings, un-
der the immense trees of some park.
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A public exhibition made with the elements of an established taste. A theater performance ...or a
constantly changing permanent exhibition.

For your main displays in your store, you need to change those once a week whether they need
it or not. It’s not a living room where you can leave it to sit for four weeks at a time. If the custo-
mer comes in once and twice and three times and sees the same displays, they don’t have the
perception that the store is alive. It’s the same old same old, which is very dangerous.

Instead, you need to create the impression that it’s a living breathing entity, a living breathing
brand. You're selling excitement and beauty and a story and nothing can compete with that, es-
pecially if you keep that constantly in flux, constancly moving, constantly fun.

There are three key segments on your sales floor, we call them lakefront property. When you
walk in the front door, whatever you see straight ahead, that is the Vista. That’s the single most
important selling area of the floor. The second is the right, ninety percent of the people will turn
to the right. The third is the left side of the store. Make sure that those three areas are set absolu-
tely correctly.

What caused the ladies to stop was the prodigious spectacle of the grand exhibition of white goods.
In the first place, there was the vestibule, a hall with bright mirrors, paved with mosaics, where the
low-priced goods detained the voracious crowd. Then there were the galleries, plunged in a glit-
tering blaze of light, a borealistic vista, quite a country of snow, revealing the endless steppes hung
with ermine, the accumulation of icebergs shimmering in the sun.

There they found the whiteness they had seen in the window shops, but vivified, colossal, burning
from one end of the enormous building to the other, with the white flame of a fire in full swing.
Nothing but white goods, all the white articles from each department, a riot of white, a white star,
the twinkling of which was at first blinding, so that the details could not be distinguished amidst
this unique whiteness.

Colour is easily interchangeable. It’s very easy for retailers to paint walls, as well as to provide
really good visual images for Instagram.

Interesting colour application can help to influence the customer’s mood and feeling. Chromo-
therapy is something that is growing these days, Chroma Yoga in particular. They use lights and
sound and colour to tap into a consumer’s state of mind. This wellness trend can be translated
into a strategy for the store.

The idea is to give customers a different experience, it's not just about the product, it’s about
bringing them into the store.
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Round the iron columns were twined flounces of white muslin, looped up now and again with white
silk handkerchiefs. The staircases were decorated with white drapings, quiltings and dimities alter-
nating along the balustrades, encircling the halls as high as the second storey; and this tide of white
grew wings, hurried off and lost itself, like a flight of swans.

And the white hung from the arches, a fall of down, a snowy sheet of large flakes; white
counterpanes, white coverlets floated about in the air, suspended like banners in a church; long jets
of Maltese lace hung across, seeming to suspend swarms of white butterflies; other lace fluttered
about on all sides, floating like fleecy clouds in a summer sky, filling the air with their clear breath.

And the marvel, the altar of this religion of white was, above the silk counter, in the great hall a
tent formed of white curtains, which fell from the glazed roof. The muslin, the gauze, the lace flo-
wed in light ripples, whilst very richly embroidered tulles, and pieces of oriental silk striped with
silver, served as a background to this giant decoration, which partook of the tabernacle and of the
alcove. It made one think of a broad white bed, awaiting in its virginal immensity the white
princess, as in the legend, she who was to come one day, all powerful, with the bride’s white veil.

You have to put the merchandise in an environment that starts to tell a story. This is the art and
the science of merchandising, how you lay out and what you lay out at certain points in the pic-
ture.

[t's not a sell-one-item business. Cross-merchandising is critically important, when you are mer-
chandising a product on shelving or a gondola, instead of putting things horizontally - that
makes no sense, because if the customer only looks at the middle shelf, they only see one
assortment or product. If you do it vertically, they’re looking up and down as well as forward,
that increases eye level as by-level, and they see everything.

They never tired of this song in praise of white that the goods of the entire establishment were sin-
ging. Beneath the flow of all this whiteness, in the apparent disorder of the tissues, fallen as if by
chance from the open drawers, there was a harmonious phrase, the white followed up and develo-
ped in all its tones, springing into existence, growing, and blossoming forth with the complicated
orchestration of a master’s fugue, the continual development of which carries away the mind in an
everincreasing flight. Nothing but white, and never the same goods, all styles outvying with, oppo-
sing, and completing one another, attaining the very brilliancy of light itself.

Starting from the dull shades of the calico and linen, and the heavy shades of the flannel and cloth,
there then came the velvet, silk, and satin goods—an ascending spectrum, the white gradually
lighted up, finishing in little flames at the breaks of the folds; and the white flew away in the trans-
parencies of the curtains, becoming free and clear with the muslin, the lace, and above all the tulle,
so light and airy that it was like the extreme and last note; whilst the silver of the oriental silk sung
higher than all in the depths of the giant alcove.

The place was full of life... A whole nation was moving about in these regions covered with the
snowy fabrics.
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At last, the handkerchief counter, the ingenious decoration of which delighted the crowd; there
were nothing but white columns, white pyramids, white castles, a complicated architecture, solely
composed of handkerchiefs, an entire city, built of white bricks, of infinite variety, standing out in a
mirage against an Eastern sky, warmed to a white heat.

Generation Z Yellow is taking over as the colour of the year, as the new Millenial Pink. It’s not
one shade only, it’s a spectrum of colours. Yellow is actually the first colour perceived by the
human retina, so it’s really attention-grabbing. obviously it’s quite a statement colour.

Chroma blur effects are very trendy at the moment, they are great visuals for your store interi-
ors, particularly when used with iridescent finishes. They can instantly transform a space. It’s
not as bold as Gen Z Yellow, but it’s very effective in a much more subtle way, a little bit more
sophisticated, especially for the older demographic.

Don’t just jump on the bandwagon, colour is really important and should support your brand
identity rather than detract from it. Make sure you align the colours with your target market as
well as your demographic.

The daylight decreasing outside was gradually forsaking the covered galleries. And in this daylight,
barely extinct, was commenced the lighting of the electric lamps, the globes of an opaque whiteness
studding with bright moons the distant depths of the departments.

Then, when all were lighted, there was a delighted murmur in the crowd, the great show of white
goods assumed a fairy splendour beneath this new illumination. It seemed that this colossal orgie of
white was also burning, itself becoming a light. The song of the white seemed to soar upward in the
inflamed whiteness of an aurora.

A white glimmer gushed from the linen and calico department, like the first bright gleam which
lights up the eastern sky.

But the central nave especially was filled with a blaze of white: the puffs of white muslin round the
columns, the white dimities and other stuffs draping the staircases, the white lace flying in the air,
opened up a dreamy firmament, the dazzling whiteness of a paradise, where was being celebrated
the marriage of the unknown queen.

The tent of the silk hall was like a giant alcove, with its white curtains, gauzes and tulles, the dazzle
of which protected the bride in her white nudity from the gaze of the curious. There was now
nothing but this blinding white light in which all the whites blended, a multitude of stars twinkling
in the bright clear light.
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The graduated rainbow effect is a highly instagrammable look. It can be used in shops, but also
in tradeshow booths. This works really well for ceiling installations, particularly at the entrance
of the store or close to mirrors. It offers a good opportunity for customers to take selfies. They
work better when they are against a kind of neutral background, which makes the rainbow
effect stand out.

Show more than one product: Show a variety of products that can be used together, that can be
worn together, that can be purchased together. Tell a story, make it pretty, construct different
levels. Why sell just one item, when you can sell two or three or seven?

We're not in a commodity business, we’re in a story business that builds emotions in the dis-
plays.

The mechanism of modern commerce... the exploitation of woman. Everything depended on that,
the capital incessantly renewed, the system of piling up goods, the cheapness which attracts, the
marking in plain figures which tranquilises. It was for woman that all the establishments were
struggling in wild competition; it was woman that they were continually catching in the snare of
their bargains, after bewildering her with their displays.

In increasing their business tenfold, in popularising luxury, they became a terrible spending agency,
ravaging the households, working up the fashionable folly of the hour, always dearer. And if woman
reigned in their shops like a queen, cajoled, flattered, overwhelmed with attentions, she was a lover,
on whom her subjects traffic, and who pays each fresh caprice with a drop of her blood.

You're not only selling the product itself. You're not selling a shirt or a pair of trousers, you're
selling the idea. That means you're suggesting to people where to use the product, what is the
right occasion to use it. You're selling the idea to have that product and to feel better by having
it.

You have to do more than just sell stuff, you don’t have to improve the product, but you have to

improve the experience.

Use their feelings. Every time a customer comes to your shop to buy something, try to under-
stand the reason behind that. That means they’re not buying to have something, they’re buying
to feel in a certain way. They’'re buying to be considered in a certain way. When you set up a
window you must remember that.
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Fashion always stands in opposition to the organic. Not the body but the corpse is the
most perfect object for its art.

It defends the rights of the corpse before the living being, which it couples to the inorga-
nic world. The fetishism that succumbs to the sex appeal of the commodity is its vital ner-
ve. On the other hand, it is precisely fashion that triumphs over death. It brings the de-
parted with it into the present. Fashion is contemporary with every past.

In fashion, death is annihilated by releasing the sex appeal of the anorganic.

Fashion was never anything other than: provocation of death through the woman. Here,
with the victory of death, this provocation has ended.

Text

Walter Benjamin, The Arcades Project, 1927-40
Emile Zola, The Ladies’ Paradise (Au Bonheur des Dames), 1883
Visual merchandising advice, source: YouTube

Music

Erik Satie, Gnossienne No. 1, 1893 (Piano: Mark Hensley)
Gotan Club, Perfect Make Up Look, 2018

Voice Actors

Michael Coniff — Walter Benjamin; Visual Merchandising Advisor
Sadie Margaret — Emile Zola
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