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L FASHIONS

By Ernily M. White

he melationship between your store and

your customer should be like a romance

i's all about attractbon, desire and lovalty

Thi best i store deskpn amnd visual mer
chandising are spaces that reflect an understanding
of hiow o shappers mdnd works, Thie trend now s dies-
tination shopping, whene customerss nol anly stop in
foor prroaluct, bt for an experienoe in discovery.

Metropolitan Window Fashions also under-
stands the shiopping habits of its clienwele, The family-
run husiness has had the advantage of being in the
custorn window fashions indusiry for 75 years with
three stores in New Jersey and two in New York City,
The newest one opened on the upper East Side of
Manhaman in March 2004,

With stores in the suburhs and in an urban set-
ting. each store receives a different base of clientele,
s0 president Bruce Heyman and director of design
Loz Croce understand the necessity of tweaking the
design schemes acconding o each store’s surmound-
ings. In New Jersey, whene stores are destinations near
highways. more emphasis & put on creating interor
displays. In the city, it's more alwout the store front.

“For our brand new store, we went for a more tra
diticnal ook with draperies, silk< and embroidernies
because that's what the customers in that neighbor-
hood look for in custom window reamments,” s
Heyman, “We specialize in one thing we do really
well—custom window treatments—and that has
made us very successful, but you need to he able to
create a setting to sell your product.”

Croce pulled out all the stops for customizng the
desigm of each store, In comparkson (0 the new store,
theWest Side store has an edgier, more contemporary
fivel fovr cwsstomers in that neighborhood, Croce has
used materials ranging from  black-and-white
linolewm and bright colors for bold window displays,
to bright orange LED lights to attract passer-bys.

It's aleo exsential to understand how o maximize
the space you have for your design schemae.

“For o West Side store, we [oous much mone on
our front window display. On the East Side, its =0
small, we leave the window open so that passer-bys
can see the inside, so/its our interior displays that act
like @ window display. Our whole stome is on display,”
says Heyman.
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When the entive store is on display, Croce and
Heyman assert that you really have to "up the ante”
when it comes 1 Vignemes (o entice customer inter-
est. Croce says that the “show-stapper” display in the
new store starts with interlined mod pocket dmpery
panels in a bright olive green dbbed silk ottoman,
embellished with tasseled bouillon fringe, mounted
on a gold wood pole with full lead crystal finials and
tied back with tassel debacks The under drapery of
coml interlined silk dupioni is double timmed with
headed wassel trim and a striped grosgrain band, also
soecured with tagsel debacks. Undemeath i all i an
interlined embroidered silk check balloon shade in
coml, green and gold, also finished with beaded orim.

“We also want our customers o get the sense
that ‘these guys know what they're doing, ™ says
Heyvman, “Our displays exude that confidence.
Especially as a ‘new guy’ on the block, we have to edu-
cate them about our 75 vesars in the business, We hive
to tell thern about our specialties, that we sell to retail
and trmde, we have our oen fbrics, have won awands
and honors—it’s all about credibility. We are special-
izix and need o show "




