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  I dedicate this book to my mother, Malvina, who taught me this fantastic profession, to my wife Carmen and my son Luca, who always supported and stimulated me to write.
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  " With this technical practical manual I tried to communicate my experience About this fascinating work, which stimulates Continuously the imagination, it helps have And live experiences. The book tells the Aesthetic aspects of setting up shop windows Visual and interior store. Analyze Psychological components, the reactions of the customer, The influence of color on man and the fascinating light. Learn how to use materials, Little practical arrangements for the sets, and finally Presents some case histories "



  Memorandum


  We are the winners for a single day,


  The customer must be earned every day.


  



  A negative element is recalled


  Much more than a positive.


  



  Almost always,


  What we think


  Does not coincide with


  What the customer thinks.


  



  If we are in a leadership position,


  We must put much more effort


  To keep it, because you lose it


  Very easily.
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  Preface


  I always thought that to write a book you must have something interesting to communicate, otherwise the work becomes an exercise useless or even harmful as a waste of time for both the author and the readers, and honestly volumes that could not be written the book shops are full.


  The effort made by Gianfranco Giacoma -Caire, does not seem vain because the public image of the professionals (architects, experts marketing, window dressers, stand fitters, visual communicators) and young willing to do a professional image, offers a valuable contribution of ideas and experiences in a field, such as visual merchandising, where journalism is very stingy of interesting points.


  Giacoma - Caire has done well to fill this gap and provides the audience of specialist and those who intend to specialize on it a book that should not be read everything in one setting, but through, studied and carefully observed (given a large range of pictures) and maybe interested in time as a mean of working and learning, a travel companion from which takes appropriate professional valuable suggestions. Only in this way, I think, you can fully appreciate the total utility of it.


  The author, to shape his work, drew both article experience of "commercial designer", started a game since when he was a child and he helped his mother to set up her milliner's shop window for lady, both from the work done by working in a marketing agency and advertising. Thus, over time, Giacoma- Caire joined to the complex profession of visual communicator, a profession with many facets, at the base there is always the ability to arouse emotions. These facets well represented in the various chapters of the book: the sensory communication, the meaning of colors, its identifying point of sale, the graphic characters, the concepts of lighting technique ideas and logistical conditions, nothing has been left out.


  Every topic, even faced with the required expertise, it is never weighed down by technical jargon, typical of the experts, even the style is still popular, such as to render comprehensible reading even for beginners. Of Course Giacoma- Caire, for this flowing and didactic exposition , was helped by the many hours spent, as teacher training courses.


  In the end, thanks to this manual, when you will be asked to fitting-out a point of sale, you can not only avoid gross mistakes, but to give full meaning and harmony to the point sale and exhibition of the goods to catch the public's attention and above all try to stir emotions. In any case, the creativity and passion remain, as it should be, innate talents, qualities that no author can never provide. Good reading


  Felice Fava*


  Journalist "Corriere della sera"
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  1.Historical outline


  
    Since ancient times, all populations gathered in organized or improvised markets to let know their products, their creativity craft. The merchants showed the products in a creative and tidy way ( to show up the quality) so they could attract the greatest number of buyers. For years the market has been the centers of business, trade of products and knowledge.


    Display the goods in a well and care manners , makes products more attractive and entice more buyers. Eastern countries , where trade is in the DNA of these people, the sales staff is available to show as many products as possible to the customer, sometimes insistently , with the hope of persuading him to buy. Byzantium, the city that Constantine the Great inaugurated its capital in 330 AD, called Constantinople, was the crossroads of the caravans which came from all over the world. By order of Constantine, every street in the city had to have a shop. Admired and dreaded during all the Middle Ages, flourished for 1123 years, becoming the symbol of culture and business until 1453, when Mehmet II gave end to its glorious history. The bazaars are the first example of permanent business between 1200/1300 A.C. They are closed structures where indoor merchants carry out their business.


    The concept of standardization of product is born in these places where show to the customer that this activity has a wide choice of products. Today the same technique is used by large retail trade, organized in a different way but with the same target.
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    There are not historical documents which tell us exactly the date of birth of the shop window, but I believe that the mere fact to exhibit in tidy way the goods is a window.


    In 1800, with the Industrial Revolution and the great availability of money , shops had a major development coming towards the new needs of the population, animating the city centers, lighting and decorating the cities. The technology let to build up large glass surface which were used by shops as window.


    The new business tried to create an identity and recognition in different ways : with signs, building facades of the shops by rich wood, marble and stone sculptures; the window shop became the way of communication the activity. At the beginning there was a heap of goods, because it was believed that they had to show the range of products of the shop to the customer but they were not very attractive. By the time, someone began to try dressing the window with more creativity and with scenic elements, the results were very exciting; in that moment the first professionals to dress the window were born: the window dressers.


    The new requirements, the economic conditions, the industrialization and the welfare set these experiences.


    The first ones, to follow this way, were the department stores with many windows and many products to show to the customers, following by smaller tasks. The forerunner of the department stores was " The Bon Marche" opened in Paris in 1852, a great commercial revolution, which developed in the great capitals. The shop windows began to be lighted also at night, often recalled important events, involving the population, contributing to communication of the event, taking part in the city life. Many great artists decorated some shop windows as Andy Warhol when he was a student.


    The stylists understood the importance to be visible, owned shops, using the shop windows to communicate their creativity to a wider public, drawing inspiration from social choices .


    Today the big brands give important budget to the shop windows, setting the image of the brand, an icon of desire.


    The shop windows are the eyes of the city, decorating , livening up and showing the evolution of the same city. The visual merchandiser has the experience of the past window dressers, who followed innovated ways and leaving consolidated experiences.
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    Show up the goods in a well and care manners, makes the products more charming and catches more buyers.

  


  
    1.1 Point of view of the teacher about Visual Merchandising


    I have been training for more than 15 years and I am specialized in Psychology of Communication. In this role I "met" the Visual Merchandising that, at the beginning, I approached as a component of the communication.


    But, I soon realized that the Visual Merchandising is an independent component of the communication, which communicates to the customer what the store can offer. Often, the Visual Merchandiser is confused with who is able to dress a window, instead of, the visual merchandising is who applies his knowledge to make more welcome and charming the environment where the business activity is carried out.


    Different are the emotions feel inside a messy bazaar and the ones feel inside a room with all the products setting in a care way.


    It is not important for the customer if this exhibition is technically studied to catch his attention on a particular product at the expense of other aspects which surround him.


    How is possible to explain better the work of a Visual Merchandiser? Simply saying that when a shop is cared for one of these professionals, then it has more business and influx of people than who does not used this professional.


    Trivializing the argument we can only restrict it about this, but it does not explain why the most important Italian and world brands use this professional person.


    The Visual Merchandiser, in his activities, is a person, with creativity and imagination, but in respect of the strict technical- scientific rules, mixes technical and imagination in an original way. The final result of this activity for every creation is an artistic product...if you can also consider it a real and ephemeral work of art.


    What country all over the world can boast the ability of expression better than the Italian professionals ? What other country in the world can boast the ability to explain the art better than it has done for the last 2000 years? Is it possible think about an activity based on a mix between technical and artistic imagination where there is not an Italian man to the top of this class?


    In this book Gianfranco wanted to show the way to approach this argument and he has been modest to set his image, the best Visual merchandising's works have a leading Italian brand that, like other Italian excellence, we should be proud of it. It must be admitted a thank to Gianfranco for his work and this book helps everyone, even non-experts ,to understand the importance of the argument.


    Claudio Canepa


    Trainer

  


  
    1.2 Passion


    A shade which changes color at the result


    Often I meet with my daughters, Carolina and Cecilia 6 and 3 years , playing the classic game: What will you do when you grow up? Their answers change from week to week on the contrary my statement remains unchanged. "When you will have to choose your future job, following your passion", I can't describe their puzzled looks, because they do not understand the meaning, the same looks that I often see in young people, concentrating to find a professional direction to their life.


    The concept is not based on the theory " make your hobby your work", it would be too simple, but it is support by a logic reasoning so the management of arguments which interested you, change the approach to the same work. Daily, I face with the managers of departments link to my work, and I notice that although we have the same target, they approach to it in different ways, sometimes dissonant ways, I do not mean that they are not prepared, but the result can be reached with different shades. The involvement in research, the depth and imagination to manage a project, both a window dressing or an event inside the store, becomes the hidden ingredient which reaches the target. It is not the final target but a step towards a more complete vision. In these last years the customer has grown up, thanks to the availability of information through the evolution of the mass media, so it is necessary to manage the communication with an eloquent and explicit strategy. Following the respect of the company strategy and the business rules, we can't forget with whom we have to communicate, people with a soul and feelings. In a difficult social scene, where we are, we have to focus the efforts, to manage to communicate with an emotional language, with a personality which goes straight to the feeling, let to emerge all the passion and the effort so that a simple product becomes a charming project.


    Emilio Tartagni Visual Merchandiser Manager Napapijri

  


  
    1.3 How my passion was born


    The passion is a stronger emotion than us, it is something that we are fascinated, it is a spell that we can't run way.


    It is a crazy engine which is fed continuously and you can not stop.


    It is lucky who can carry on a profession which allows him to live, and it is, at the same time, his passion with great work satisfaction.


    Of course to make the visual there needs effort, sacrifice, updating, skill, manual ability, attention to detail and above all professional ethics.


    What gives life to the passion it is the interest in work, curiosity, research, and the desire to dream and enjoy: who can not dream he has not the ability to create.


    After many years of this work I am always curious, I like researching, know, travelling. I enjoy myself with my work, it is never an effort, but it is always a wonderful travel where I dream situations and new projects, I suffer, but I am proud about what I do and I am always ready to learn something new every day.


    At the beginning to become a good visual merchandiser requires many sacrifices and a great tenacity, only with these the result will be fantastic.


    My passion is born in the back of my mother's shop, a milliner, a place full of charm among laces, ribbons, veils, organza, felt, straw, wood shaped. She made by her hands fantastic hats for the rich Venetian ladies, she was a true artist.


    I was fascinated by that craft world so creative, where there is a research of the beauty and innovative solutions, where every creation was unique and never was repeated.


    The windows of her shop were more innovative than the other ones and also they were very modern. I started working with my mother when I was twelve, I realized the settings for the windows, this great synergy gave us the possibility to win many prizes and recognitions.
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    1.4 Shop windows in 1960s


    The 1960s were years of freedom and renewal, it was the decade, more than others, influenced the history of the custom and fashion creating myths nowadays alive. It was a period of great revolutions about custom throughout the western world. The production of goods and the spread of wealth, thanks to a business boom, stimulated the business activities to show the products in a creative way to the customer and caught them for the purchases.


    The window dresser, now recognized profession, began to change the way to show the products in the window reducing the quantity and using decorations. The exhibition techniques had many changes, it was realized with crafts made with great passion and research. If you look at the window dressings, below, you can notice how much care they used, at the exhibition research and sometime with the use of the light to create emotional effects. Of course there are some planning mistakes, but thanks to these experiments many things are understood: how the customer looks at the window, perceives the image, creates emotions, these experiences gave information and gave to the new generations of window dressers many experiences.
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  2. The reasons of buying
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  To get a good result of selling we must try to understand the reasons which drive or not an individual to buy some products, such as: which, how and why. How do we persuade him to buy more of our products than the competitive ones, creating new needs, of course "artificial" ones? The analysis of these behavioral phenomena towards the consumption was conducted in the United States where the advertising is used a lot and it revolutionized the market. The researchers realized that the human behavior towards purchases was always the same, all over the world, also where has still been the barter and the business was not so advanced. "Buying is always a pleasure" The consumer, when buys, finds the pleasure, he wants to improve his comfort and satisfy his desires, but above all lives a dream. The visual merchandising exploits and complies the natural inclinations of the consumer appealing to these impulses which influence the final decision, impacting on different levels of consciousness



  that are conscious, subconscious and unconscious.


  Conscious:a person who is


  conscious and rational, who buys goods or services only for need, such as food, water, petrol....


  Subconscious: a person who buys


  under the influence of cultural pressures, massmedia, society, education which influence on the choices. He buys products only for attraction, emotion, cultural conformity, a presence in many purchases without realizing it and without true needs.


  Inconscious: they are the depth instincts of the person, which define many decisions and choices without knowing well why. Both in subconscious and unconscious emotional part has a great value in the decisions.


  People buy items for the pleasure to have them and the way he will feel using or showing them to the others. He does not buy rational characteristics but benefits, image, emotions that the product is able to give, he does not want that someone sells something to him but he loves buying.


  
    3. The Ego I
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    Here then an important factor strongly emerges that we keep in mind ,it is the satisfaction of the personal ego for buying. When the customer buys an item he does not buy only the object, but also the image which wants to transmit to others. Each of us would have qualities that he does not have as culture, security, charm etc.


    The shortcut, to obtain these qualities, is to buy items/products that give the feelings to have them, so he is willing to spend a lot to reach this goal. How much is really a product in economical terms? How can this product transfer to the customer the benefits of possession it? Greater are the benefits bigger is the value, so the customer is willing to pay a lot to get those benefits. For example we look at features and benefits to but a furniture.


    Feature: the structure is made of chipboard


    Advantage: it is resistant, crushproof, robust, does not cost a lot.


    In order to sell unnecessary products you need to exceed the customer the "guilt" feeling which creeps in the decisional moment, " the sin of consumption".


    Eliminate the guilt feeling, censoring the verbs such as "spend" (which may arouse), evoking instead concepts of "saving" or "investment".


    In this way the emotion creates sale and rationality, it consolidates it. Marketing tries to offer to the consumer, a sensory show always new and exciting.


    It is a pleasant entertainment for the senses, still before a product or a service. A different chapter is the luxury goods.


    Those who buy a luxury item it is definitely a demanding person, but there are exceptions. It has a strong propensity to spend, due to its possibilities to pay. The price has little importance


    in the purchasing decision, important is the exclusivity, quality, design and image that the property transfers to its owner.


    For example, the jewels, like all luxury goods, become more valuable because they create emotions, wishes, suggestions and dreams. The price is not determined only by their preciousness, but also by the desire of possession of a unique item and all the intangible values that the jewel transmits.

  


  The distribution is alwaysmore a container of knowledge and creative talents.


  4. The Multi-sensory communication


  
    Every day, unknowingly, in carrying out our daily actions, we do a sensory analysis, in the choice of a dress, buying a car, in choosing food, etc


    In the definition of a store we must rely on a primary need of the person, that is to be well accepted, loved and object of attention, creating a nice atmosphere which will persist everywhere.


    



    The distribution is always more a container of knowledge and creative talents, which are not only involved a commercial level but also relational and emotional. The shops are not just points of sale but they become an experience to discover, to report and culture, an area of contact between manufacturer and consumer. They always acquire an increasingly role of companions in life, become an itinerary emotional experience, energy and dreams. By entering in a store different feelings are perceived: they must be more positive as possible. Creating the right environment so the customer feels well and he is inclined to the purchase. A place that involves all five senses of the consumer/customer stimulating the desire to satisfy his own ego.


    



    The design of places, whether public, offices, shops, etc, must take into account that multi-sensory communication adds value, makes them unique, manages to involve the individual.


    The multi-sensory stimulation is crucial to ensure the wellbeing of people, it is composed of useful elements to influence in a positive way an individual. They are visual, auditory, olfactory, tactile, gustatory, the interface of our body that receives and translates information. One other important component is the social one.

  


4.1 Five senses

View.

It is the sensory system through which the
eye allows us to explore the world around us, it
perceives eighty
percent of the information received by
the brain, it plays a key role. The sensory stimulation is played
by the type of lighting more or less fascinating, by feelings
transmitted by furnishing materials, colors, lights in the
departments or in the dressing room, architecture in general, by
images and signs. The research of materials helps in the
identification and positioning of the sign, characterizing
it.
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Hearing.

Voices of people, movement of customers,
background music, structures that isolate the different parts of
the store offer solutions more relaxing and enjoyable, they
communicate with the
customer involving him, helping in the perception of the
products. The music at low volumes,
promotes relaxation in consumers making most enjoyable time of
queues.
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Olfactory.

The individual tests different emotions
aroused by the smell. In practice, before the conscious and
rational part can remember where we have just smelt a certain
fragrance, the unconscious responds evoking the feeling recorded in
the memory, something that he has a special sentimental value. The
history above all the beliefs of the human have always been linked
to the scent. In ancient Egypt, the Greeks and the Romans perfumes
and incense, were essential to perform the ritual functions, and
still, in the Catholic liturgy

The scent evokes a spiritual presence, and
recalls the nature of the soul, in the Eastern religions the scent
is synonymous of perfection and virtue. Essences and perfumes can
be made more pleasant the environments, inspire emotions, memories
and moments that help to increase the desire. They are used in
stores to characterize them, to remind the customer where we are,
or simply to awaken memories.

Even before
seeing, the smell can stimulate us and tell us the
situations. The sense of smell is the
oldest sense of the human beings and therefore more developed. The
newborn babies recognize their mother with the sense of smell which
is linked to the limbic area of the brain, the seat of emotions. It
is now established that natural fragrances can affect moods and
behavior of people. Fragrances recall the products or the
environment that we want to represent. Imagine a baker's shop: the
scent of these products attract us to enter, before you even see
the product or the store.

The purpose to use the olfactory stimulus
is to capture the nostalgia of memory, such as scent of talcum
powder which reminds our childhood. The scent in the environment is
an added value, it must clearly represented the products of the
sign. The fragrances used in various human activities help him to
live an experience and a personal well-being. Here it is the use of
fragrances in showrooms, theatres, museums, welfare area, medical
settings ( the selected fragrances are helpful to patients to calm
their
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Touch.

The type of pavi [...]
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