Truths & Myths ANSWERS
1. Truth. To create an exciting atmosphere for shoppers throughout the mall, which also enables mall owners to charge higher rents to tenants; the types of décor and displays of prospective tenants is a prime consideration when filling available spaces.

2. Myth. Shoppers tend to turn right when they enter, which should be considered when allocating space to various merchandise departments. Also, only about one-quarter of the shoppers go more than halfway into the store. Displayed goods are important to pique their interest.

3. Truth. Employees who create a store’s displays are more successful if they consider their work as visual “productions.” They must use lights, props, and other theater elements effectively, and enable the “actors” (merchandise items) to shine for an audience of shoppers.

4. Truth. New display fixtures are more mobile than in the past, giving more flexibility to all arrangements of merchandise presentation tables, shelves, hangers, and mannequins.

5. Myth. Just the opposite.-There are fewer retail windows in which to place displays these days, so the importance of store layout/décor and interior merchandise displays has increased.

6. Truth. Small stores often use unusual old furniture, plant stands, or other interesting “attic” items found by the owner or display manager. Large stores have more conventional props, unless they outsource their work to a display service that has a warehouse of “collectibles.”

7. Myth. A display “vignette” creates a realistic atmosphere that suggests that an activity is actually going on or that people are really doing something – like a picture or move frame.

8. Myth. New mannequins cost at least twice that amount ($800-$1000) and are stylish for only about half that amount of time (three years). Inexpensive mannequins usually look cheap and stilted poses. Thus, alternative ways to display goods are often used.

9. Truth. The same methods can be used to draw attention to displays as are used for emphasis in clothing, leading to harmony as studied with design elements and principles.

10. Truth. Concept shops have their décor, merchandise fixtures, and displays strongly associated with particular lifestyles, creating shopping “experiences” that are directly related to the goods.

11. Truth. With “bargain basement” and “penthouse” images created over many years, the right floor for merchandise is the one that is most consistent with where customers think things should be and where the retailer can provide the goods and services customers expect.

12. Truth. A decorative “proscenium” can accent certain colors or occasions depicted in the window display, or promote storewide events or themes with decorative motifs around the edge of the window.

13. Myth. Stores are increasing their light levels because of stricter energy codes mandated by the U.S. Environmental Protection Agency, more lighting options available, the requirements of aging eyes of maturing baby boom customers, and to give a theatrical/entertainment image. With more efficient light sources, most stores are achieving a brighter appearance while also reducing energy cost.

14. Myth. New space management software programs can eliminate guesswork with “virtual merchandising” (designing store Plano grams that show 3-dimensional arrangements). Electronic 3-D planning can create inviting areas for shoppers and maximize space utilization for retailers. Merchandise can be ordered to fit the configurations.

15. Truth. Larger stores, that have the space, can create unusual and fun shopping experiences for customers with a boutique layout. Each separate area has its own décor and ambiance that coincides with the merchandise being sold in that area.
