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INTRODUCTION

Success Stories—that’s what these stores are! These are not necessarily
the “Best” stores of the year and then one would have to question by
whose and what standards were they declared to be the “Best”. They are,
however, successful stores. They have succeeded in satisfying the needs
of the Retailers—and the shopping needs and experiences of their
shoppers. These are stores with a focus;—they have been designed and
targeted at a particular shopper—or product—or look—fashion
attitude—or way of life or life-style. The stores you are about to visit were
selected because they were doing something right—as well as looking
right; they were and are reaching out to their selected
customers—bringing them in and then giving them what they want in an
ambience that says and does all the right things—for these customers.
They are not necessarily the most prestigious stores—or “notorious” —
or ballyhooed—or expensive stores that have been erected over the past
two years, though some of them have won awards in various design
competitions and others have had a healthy play in fashion and
architectural papers, magazines and digests. They are all bright and
original—different—and they have managed to solve problems of space
and form,—they have managed to say something that is new in an
industry of “sameness” and “knock-offs”. They have reached out—
extended themselves—tried new approaches and come up with solutions
that are effective—that are working—and are often quite economical.
Some of our selections are or have become prototypes for stores that are
already or will soon be seen,—sometimes with alterations or adaptations,
in new spaces—in new areas. However, the concepts, the approaches,
the design theory and fixturing and store fitting ideas work. Some of our
stores are new,—making bold steps into uninvestigated areas with fairly
unknown product lines while others are “rehabs” that have discovered
the fascinating potentials of older architecture combined with fresh, new
retailing techniques. Some of our shops are designed by world renowned
architectural concerns or store designers while others, that we are
bringing into the spotlight, have been created and nurtured into these
blossoming beauties by the Retailers working with talented designers
who were able to interpret the visions of the merchant.

continued



Over the past two years there have been decided changes in Retailing.
There have been changes in Merchandising concepts, and changes in
how merchandise is being presented—and sold. Just as times
change—the customers change—becoming more educated—more
affluent—more sophisticated—more aware of fashion looks and trends.
New “buzz” words play havoc with the “business as usual” approach to
store design. We are hearing of “nichemanship” and “specialization” and
watching certain retail operations growing and spreading out because
the management understands how to make these terms work for those
companies. We have only to witness the overwhelming success of The
Limited as an example. That specialization has affected the design
approaches in Department and big Specialty store renovations, and as an
offshoot we are finding “Streets of Shops” appearing inside these
stores;—“Promenade on Four”’—*“Designer’s Floor”, etc. Whole areas in
these large stores are set aside and apart and treated as unique and
special entities—with a particular customer in view and these “stores
within the store” are proving to be so effective that some will soon be
cloned as free-standing shops—not part of the department store but out
there, alone and as a complete entity. Carson, Pirie, Scott’s “Executive
Level for Women” is a classic example, and one of our “success stories”.

The changing retail scene—and the changing customer and customer
“demands” are affecting the store’s design and store furnishings. As this
book will show, these changes are being realized to the satisfaction of
the Retailer and his requirements. Our examples, as previously noted, are
some of the successful solutions that we have culled from across the
United States, from Europe and from Japan. They are solutions for
specific areas of retailing with special customer profiles in mind. We
hope you will find ideas—concepts—trends and directions here to
satisfy your retailing needs or aesthetic curiosity.

Martin M. Pegler, S.V.M.
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WOMEN'S

SPECIALTY

STORES

Nichemanship—or Super-Specialization has
become the ultimate way of doing business
today where success, in part, depends upon
finding and securing a specialized market in
that sprawling and overlapping world of
Retailing. Specialization goes beyond
demographics or psychographics. It is both
of the above plus Life-Style, and an appeal to
the shopper’s Self-Image by the projection of
the Store’s Image. In the vast market of
Women’s Wear, which covers the fashion
spectrum from Casual and Sportswear
through Separates, Suits into Gowns and
even Sleepwear,—this specialized approach
to Retailing has taken hold and is paying off.

In addition, we have the changing customer
who as “the new shopper” wants convenient
store hours, close locations, quick entry and
exit, excellent service and an in-depth selec-
tion of a particular product at a fair price—in
a proper and a pleasant environment. It is to
that “proper and pleasant” environment we
turn in this section, and to see how it is being
achieved by assorted Retailers—sometimes
with the same or similar target customers. In
addition to Specialization, we are find-
ing—throughout the Retail scene, that there
is a trend towards “upgrading & upscaling”.
Nowhere is it more evident than in the

Women’s Specialty Shops. That “new cus-
tomer” also demands excitement and wants
to be romanced and stroked as she shops. We
will be presenting some of that new breed of
specialized Women’s Shops for you to con-
sider and to see how they are making their ap-
pear through the use of color, texture,
materials, lighting, displays—and the overall
ambience created by the mixture of these
elements. The reader will observe the impor-
tance of those special amenities—the
niceties that not only make the store seem
different,—they make the customer feel
special. Some of these shops have ‘“‘gone
beyond”—and entered the ephemeral world
of “clientele” —of special services and even
nicer niceties while others, in a more middle-
of-the-road approach, have made what is sim-
ple, practical, inexpensive and “everyday”
suddenly appear to be unique through the
designer’s mastery of lighting, presentation
and visual merchandising as well as using
materials and colors that actually enhance
the merchandise.

These shops are large and small,—parts of
chains and single unit shops. We have even
added parts of large department and special-
ty stores where these examples now exist as
separate “Specialized” entities.

WOMEN'’S

SPECIALTY

STORES

11



BARNEYS
NEW YORK

STORE for WOMEN

New York, New York

AREA:
70,000 sq. ft. on six levels
ARCHITECTURAL FIRMS AND DESIGNERS:
Beyer Blinder Bell
Peter Marino Assoc., N.Y.
Andree Putman
Jean Paul Beaujard
Setsu Kitaoka
PHOTOGRAPHER:
Sandy L. Studio, N.Y.

i




