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Filled with highs and lows, 
this past year was another 
tumultuous one for retailers, 
designers and shoppers alike. 
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The setting is November 1897 in Chicago. L Frank Baum (who would go on to author 

“The Wonderful Wizard of Oz” just a few years later) was editing the first edition of The 

Show Window, a trade publication dedicated to the art of window dressing, store design 

and visual merchandising. 

After Baum departed the publication in the early 1900s, the magazine would go on to 

become the main competitor of Display World, another VM-focused trade pub, which 

it later merged with in 1938. From that point on, there would be many name changes: 

The Merchants Record & Show Window; Visual Merchandising; VM&SD; VM+SD and, 

finally, VMSD – sans the plus sign. Despite the name changes, the magazine’s mission has 

remained consistent during the past 125 years: to deliver timely, important content to the 

retail industry at large. 

This special anniversary issue features a comprehensive timeline (pg. 42) authored 

by our New York Editor, Eric Feigenbaum – also perhaps our unofficial VMSD historian! 

We’ve also included some of your favorite retail memories (gathered through our Brain-

Squad) as well as pictures from a plethora of past issues. Also, be sure to meet our staff 

and regular contributors on pg. 52. 

We’d be remiss if we failed to mention the other exciting content in this issue, includ-

ing an in-depth case study on Wilson Sporting Goods’ physical concepts; the “Bomb-

shell” Victoria’s Secret High Line pop-up; and a Two-Minute Tour on New York’s SoHo 

– November/December is historically our “New York” edition after all! This issue also fea-

tures our Top Stories of the Year (pg. 36), penned annually by VMSD’s former editor and 

longtime contributing writer Steve Kaufman, illustrated by our Art Director Danielle Sy. 

So now that we have 125 years under our belt, what does the future hold for VMSD? In 

2023, you can look forward to thicker issues, more trends pieces and in-depth web exclu-

sives to be featured on vmsd.com between print editions. In the coming months, we’ll be 

announcing our location for the 2023 International Retail Design Conference (read about 

2022’s event in our recap on pg. 30). And per usual, our January/February “Look Book” 

issue will offer up some inspiration in the form of the latest and greatest retail products – 

it also includes our 2023 retail forecast and coveted holiday windows recap.

In short, there’s a lot to look forward to in the coming year, and you’re all a part of 

that. Whether you’re discovering VMSD for the first time or have read this publication for 

many, many years, we thank you for being such an important part of our story.

Here’s to another 125! 

F R O M  T H E  E D I T O R

Centenarian 
Celebration
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T H E  G O O D S
Edited by Phil Dzikiy, Editor-in-Chief

\ P O R T F O L I O  \

VICTORIA’S 
SECRET 

BOMBSHELL 
GARDENS 

POP-UP, NEW 
YORK

In time for this Mother’s Day, Victoria’s 
Secret dropped a bombshell on The High 
Line this spring – a 10,000-square-foot pop-
up devoted to its Bombshell product, its 
best-selling fragrance launched in 2010. 

Running May 3-9, Victoria’s Secret 
Bombshell Gardens transformed a 500-foot 
space (from 14th to 16th streets) into a high-
energy experience with fresh-cut florals and 
greenery, special events and music in New 
York City’s elevated park.

Victoria’s Secret collaborated with The 
Lionesque Group (New York), an MG2 (Seat-
tle) studio, on design, development and build 
out. The fruity floral fragrance itself served as 
inspiration. Taking a cue from Bombshell’s 
peony middle note, designers incorporated 
58,000 fresh stems, half of them Shangri-la 
peonies with softball-sized blooms, in over-
sized bouquets, flower beds, structures and 
swags.

According to Melissa Gonzalez, Founder 
of Lionesque Group, the team started work 

last December in order to open by early May 
and obtain the necessary permits to secure 
The High Line. To do that, she says, “We had 
to have design concept pretty well locked-
in by the of end January in order to pursue 
approvals for NYC parks department and 
permitting.” 

With okays in place, the team sourced 
fresh-cut floral as well as 150 pounds 
of greenery, 525 feet of LED neon and 
1350-square-feet of vinyl in Victoria’s Secret 
signature pink. Of course, the sensorial expe-
rience included a well-placed and welcoming 
sales area.

ADRIAN WILSON, NEW YORK
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RIGHT  The 
“infinity 

tunnel” refer-
ences the  

emerald-cut 
shape of the 

Bombshell 
perfume 

bottle.

  \ T W O  M I N U T E  T O U R  \

SOHO, N.Y.
THE NUMBERS
Featuring the largest collection of historic 
cast-iron buildings in all of New York, the 
SoHo neighborhood – short for South of 
Houston Street – is a former industrial area 
turned cultural hub whose cobblestone 
streets were once a draw for artists and cre-
ative types in the ’70s and ’80s. While it still 
retains its artsy charm (many of its art galler-
ies relocated to Chelsea), SoHo is known for 
its pricey real estate, luxury retail and trendy 
restaurants. 2019 estimates from the NYU 
Furman Center show the Greenwich Village/
SoHo neighborhood is home to more than 
164,000 people.

THE PULSE
A little more than a year ago, The New York 
Times reported that SoHo had been one of 
the hardest hit commercial districts in the 
country due to the pandemic. More than 40 
stores closed and the newspaper noted that 
“almost overnight, the shoppers evaporated.” 
The good news is, as tourism rebounded, so 
has the neighborhood. “SoHo is definitely 

To mark the Gardens’ entrance, design-
ers reimagined Bombshell’s emerald-cut 
bottle as a portal. Walking through the 
trellis-like structure, visitors passed several 
bottle-shaped,  Instagram-worthy selfie 
stations (#LikeABombshell). Brand ambas-
sadors stationed at a series of mirrored floral 
carts greeted all with free blooms and fra-
grance spritzes. Visitors could then enter an 
enclosed, pink “infinity tunnel” – again echo-
ing the octagonal bottle – to upbeat music 
and the voice of pop star Camila Cabello. 
Cabello, Bombshell’s current face, could 
be heard sharing her thoughts on the word 
“bombshell.”

Another bombshell moment? An 
unscheduled visit by Cabello. Victoria’s 
Secret Albert Gllkey, SVP, Store Design & 

Construction, says, “Camila surprised us 
when she came by and connected with the 
audience signing autographs and taking 
photos with customers … The (public) reac-
tion was beyond our imagination.”  

From the estimated 93,000 visitors to four 
reported marriage proposals to significant 
social media impressions, Gilkey says, “It was 
a surprise and delight every single day.”—
Janet Groeber

SHUTTERSTOCK.COM
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back,” says Sophie Winckel, New York resident and Direct to 
Consumer and Concept Store Marketing Manager at Adidas 
(Portland, Ore.). 

And there’s data to back that up: Per commercial real estate 
brokerage firm CBRE, average retail rents in Manhattan have 
risen for the first time since 2016 to $607 per square foot. And 
the number of direct ground floor availabilities tracked across 
the city’s main shopping spots, including SoHo, decreased from 
241 to 229. 

THE HOT SPOTS
Many SoHo stalwarts remain: think luxury flagships for Chanel 
and Louis Vuitton, the MoMA Design Store, Swedish fragrance 
brand Byredo and iconic restaurants Cipriani Downtown and 
Balthazar (the latter recently in the news for banning, then 
unbanning, a certain English talk show host). But new offerings 
are filling those once-vacated storefronts on the regular, includ-
ing Los Angeles-based contemporary clothing brand Staud (its 
first New York location), luxury French fashion brand Givenchy, 
British leather goods shop Mulberry, furniture store Jonathan 
Adler and California activewear brand Vuori. This past August, 
Target (Minneapolis) opened a 27,000-square-foot store in the 
neighborhood.

OBSTACLES AND OPPORTUNITIES
“SoHo has an opportunity to continue to be fashion forward, 
while still providing storefront opportunities for younger 
brands to thrive and gain visibility,” Winckel says. “It’s been and 
should be the epicenter to see trends and new brands to mar-
ket. It’s a space for exploration and curiosity – a map of design 
trends.” –Lauren Mang





T H E  G O O D S

NOW ON VMSD.
COM: NXTLVL 
EXPERIENCE 

DESIGN
Hosted by VMSD’s longtime Editorial Advi-
sory Board member David Kepron, NXTLVL 
Experience Design (season 4) debuted on 
vmsd.com this October. With an excit-
ing lineup of guests, season 4 will be full of 
discussions with a range of industry leaders 
and creatives, aligning with the podcast’s 
mission of providing “Dynamic and Daring 
Dialogues on DATA: Design, Architecture, 
Technology and the Arts.” Click podcast in 
the menu bar on vmsd.com to explore the 
latest season as well as past episodes from 
seasons 1 through 3. For more information, 
stay tuned to vmsd.com



T H E  G O O D S

CALLING ALL 
STUDENTS: RETAIL 
DESIGN INSTITUTE 

CANADA
VMSD is proud to be a media partner for the Retail 
Design Institute of Canada’s “The Future of Retail 

Spaces: Student Design Competition.” This student 
opportunity is open to eligible, full-time Canadian 

college or university students studying experiential 
design, graphic design, gaming design, architecture, 
industrial design, interactive design, interior design 
and/or visual merchandising. The first-place win-

ner will take home $3000; second place will be gifted 
$2000 and third place will receive $1000. Finalists 

will be recgonized at a to-be-announced awards cer-
emony this coming year. The deadline to submit is 

Jan. 15, 2023. To learn more, please visit
https://bit.ly/3UOuBB2 today. 
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the sit-down restaurant, fast-casual 
and QSR sectors continue to impress us with 
their adaptations to the rigors of the Covid era, 
through the incorporation of compelling app fea-
tures, tackling sustainability through design and 
packaging, and evolving to provide self-pickup 
and delivery services. 

Yum! Brands, Inspire Brands and Darden 
Restaurants, along with other small and 
regional chains, have been inspiring us with 
new approaches to the customer experience. 
Taco Bell is just one recent example of knocking 
it out of the ballpark with compelling exteriors 
and statement-making building shells. 

We’re living in an era where there is a boom 
in food choices, covering just about every cui-

N E X T  U X

sine known to civilization. As I pointed out in my 
article about food courts in VMSD’s October 2022 
issue, the huge network of restaurants through-
out the world are feeding hundreds of millions 
every day, and it takes a lot to grab customer 
attention. It’s not just about the interiors and 
digital experiences, but the total brand experi-
ence, including the food itself.  

If you want to understand the modern shop-
per, look no further than evolving trends. Plant-
based selections are driving new chains and 
customer engagement in traditional food chains 
such as McDonalds and Mendocino Farms. 
Healthy options are outpacing other categories; 
we even see “salad-based” chains become com-
monplace in urban and suburban centers.

Sweetgreen continues to expand all over the 
U.S. and is offering quick, healthy options at 
affordable prices. The brand also goes beyond 
its reportedly sustainably sourced food by uti-
lizing sustainable building practices. Speaking 
of design, Sweetgreen’s locations are beautifully 
minimalistic. I love the Scandinavian aesthetic 
and the mix of light, bright materials. They also 
just opened a digital kitchen that is for online 
and app pick-up orders only. (Mixt in the San 
Francisco Bay area is another prime example of 
a smaller group serving this same market well 
with similar interiors.)

Technology is playing a major role in the way 
we order, too. In June, I had the opportunity to 
go on a guided tour (at AIA’s A’22 conference 

Food matters more than ever as restaurant 
dining becomes experiential.

FOOD FUTURE
B Y  B R I A N  DYC H E S  |  C O N T R I B U T I N G  W R I T E R

COURTESY OF SWEETGREEN/DGC
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could potentially use the data to make accurate 
predictions as to what products are selling at 
what rates, thus triggering supply chain replen-
ishments much faster.

These kiosks are also a great way to beta test 
new items and to see what visually entices your 
customers. These systems are coupled with con-
tactless payment systems that also simplify the 
need to handle cash. I see this happening more 
and more in store and we’ll see other segments 
adapt. 

Beyond the in-store experience, food packag-
ing is yet another area where we’ll see innova-
tions continue. It’s common for consumers to 
throw away packaging after using or consuming 
the product, and regardless of the material used, 
this habit can harm the environment as certain 
packaging materials can threaten wildlife and 
pose risks to human health.

In 2022, the popularity of biodegradable or 
compostable packaging was expected to increase, 
with one of the most common examples being 
plantable seed paper boxes. This type of packag-
ing will produce beautiful plants when discarded 

into soils and gardens.

Here are a few alternatives to 
plastic packaging we’re beginning 
to see at retail: 

3 Glass containers: Reusable, 
recyclable and durable material 
that’s also easy to clean and use 
as transportable food packaging. 
Glass food and drink containers 
include water bottles and bento 
boxes. 

3 Bamboo:  Bamboo is biode-
gradable and possesses many 
desirable traits for food packag-
ing, being durable and heat resis-
tant.

3 Rice husk: A byproduct of rice 
farming that’s low-cost, renew-
able and biodegradable. One 
study has shown that rice husk 

possesses bio-adsorbent properties, which means 
that it absorbs pollutants from its surrounding 
environment. Products made from this com-
pound include sealable lunch boxes and shat-
terproof serving bowls.

Finally, flexible/modular spaces will become a 
hallmark in restaurants and QSR design. This 
means that as diners seek to be outside or even in 
their cars instead of dining rooms, you’ll see inte-
riors take on a more meaningful and event-driven 
tone. Why can’t meet-ups and other civic net-
working events find a new home in the sit-down 
and QSR worlds? Look for furniture to be mov-
able and for some restaurants to style interiors 
with business flows and booked events in mind.  

Next UX is always about evolution and 
refinement. I look forward to more dining expe-
riences that align with my taste and yearn to 
have meaningful experiences, even if I’m only 
spending $15. 

Brian Dyches is the CEO and 
Founder of Ensemble, a global 
design, strategy and BIM/archi-
tectural production partnership 
network. www.go-ensemble.com 

in Chicago) with the team that created McDon-
ald’s Chicago flagship location. I have to say the 
planning and requirements for this parcel are 
impressive. From the underground storage facili-
ties to the required parking space, the building 
is a marvel of architectural design. Overall, the 
design supports customers getting their food in 
a timely manner.

Self-order kiosks are increasingly becoming 
commonplace, as well. With ongoing staffing 
issues impacting the service sector, this seems 
like an ideal placement of digital assets. When 
I used one recently, it felt slower than if I’d just 
blurted out my order at the counter, but it did 
something magic that otherwise would’ve been 
missed: It digitally presented me with imagery 
that frankly made me shift my order and pur-
chase a strawberry milkshake that otherwise I 
would have foregone.

From a back-of-house perspective, the data 
gathering opportunities are tremendous and on 
par with any e-comm site. You can map out the 
order process and see what may have triggered 
a cancellation or, as I did, an added item. You 
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Though the struggles of the past may challenge 
our hopes for the future, New York retail in 2022 
demonstrated that the days ahead are brighter 
than the days behind us. Even in the face of great 
political turmoil, a relentless pandemic and dif-
ficult economic challenges, the past year offered 
a sense of hope and optimism across New York’s 
retail landscape.

A promising sign for the future is the buzz of 
new retail ventures throughout the city. Madison 
Avenue and SoHo are clearly leading the way, with 
the Flatiron District, Fifth Avenue and the West 
Village not far behind.

In a shuffling of the cards, Maison Hermès left 
its longtime location for a new 20,250-square-foot 
gem on Madison Avenue. The French luxury label 
opened its largest store at 706 Madison Avenue, 
offering five floors of elegance, a rooftop garden 
and a touch of architectural history.

The fulcrum of the store is its Federalist style 
edifice built in 1921 for the Bank of New York. The 
strategic connection to contiguous structures on 
Madison Avenue and 63rd Street created an dis-

tinctive footprint for the new flagship. Upon enter-
ing, customers are welcomed by a small Hansom 
cab from the 1830s on loan from the Émile Hermès 
collection.

The space is anchored by a curved stone stair-
case running from the ground level to the fourth 
floor. Supporting the staircase is a 49-foot-high 
wall that doubles as a vertical gallery displaying 
curated artwork, both commissioned and from the 
Hermès collection.

The lights are also shining brightly at 711 Fifth 
Avenue with the opening of Mango. The Spanish 
retailer designated the Neoclassical building, for-
mer home to Disney and Polo Ralph Lauren, as its 
New York flagship. The Barcelona-based purveyor 
of moderately priced trendy clothes remodeled the 
23,000-square-foot space around the structure’s 
existing limestone façade and high-reaching Pal-
ladian windows. With a mix of terrazzo and wood 
floors, earth-toned ceramic presentation walls and 
a series of repeating archways, the environment 
speaks to the retailers Mediterranean roots.

Further uptown, Wilson Sporting Goods 

By Eric Feigenbaum, New York Editor

S I D E W A L K S  O F  N E W  Y O R K

Store openings in the Big Apple are a celebration of 
new beginnings, aesthetic sensibility and localization.

Retail Resets and Rebounds

opened a neighborhood store on the Upper East 
Side. Located on what is quickly becoming an 
important retail crossroad, Wilson joins the likes 
of Ulta Beauty and Lululemon at the intersection 
of East 86th Street and Third Avenue. 

The 8000-square-foot store, spanning two 
levels, features the brand’s first-ever “Equipment 
Room,” allowing customers to test baseball, ten-
nis, pickleball, basketball and football products 
before purchasing. The lower level is a journey of 
curated experiences including a golf simulator 
and pickleball court, and services such as golf club 
fittings, tennis racket stringing and baseball glove 
personalization. 

Downtown, the cobblestone streets of SoHo 
are buzzing with excitement as new store open-
ings inject renewed vitality into the area. Mul-
berry, a purveyor of handbags, accessories and 
outerwear, celebrates its British heritage in a new 
location on Wooster Street. Designed by London-
based Toogood Design, the environment offers 
a touch of the English countryside with suede 
presentation shelves complimented by peach and 
grey toned surface treatments.

Givenchy’s two-level, 3500-square-foot bou-
tique on Greene Street features tailored men’s 
and women’s ready-to-wear and accessories, in 
addition to exclusive made-to-order programs.

The color and materials palette delights the 
aesthetic sensibilities with the intermingling of 
stone gray, lavender and stainless steel. In a nod 
to SoHo’s architectural history, a dramatic open-
to-below with skylight above, draws visitors to the 
lower level. Adding to the experience are a series 
of lifestyle mannequins strategically positioned 
around thoughtfully curated works of art.

The new Loewe store on Greene Street pres-
ents a wide array of fashion and leather offerings 
in a luxurious setting framed with peach-toned 
vertical tiles, original oak floors, terracotta vases 
and a contemporary neon sculpture. A wooden 
staircase leads to the upper level where menswear 
is highlighted against a backdrop of hunter green 
porcelain tiles.

From the broad avenues of the Upper East 
Side to the narrow cobblestone streets of SoHo, 
New York retailers are reimagining customer 
engagement in the Big Apple as they look to the 
future with confidence and a newfound positive 
outlook. 

Steeped in historic architectural references, the
Hermès flagship on Madison Avenue offers up a luxe in-store journey.
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F or many brands, brick-and-
mortar stores are often the 
first touchpoints from which 

all other channels radiate. Not for Wilson. 
The sporting goods retailer has existed for 
elite athletes as a wholesale brand for more 
than 100 years, being the “official ball of 
everything” from tennis to golf. For aspir-
ing sportspeople, Wilson products existed 
on a par with everything else in department 
stores and retailers like Dick’s Sporting 

HOME BASE
How Wilson Sporting Goods has made its first ever flagship 

stores the ultimate urban playgrounds.

Goods. But no longer. 
Beginning with a pop-up store and “ten-

nis museum” in New York in 2021, Wilson 
has now opened its first physical flagship 
stores as part of an immersive rollout that 
“connects customers with the brand in a 
way you just can’t achieve through another 
channel,” says Eric Kuhn, Associate, Design 
Practice Leader, Bergmeyer (Boston), who 
worked intimately on the Wilson projects. 
“Wilson has an incredible heritage and these COLUMBUS CIRCLE

NEW YORK
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THIS PAGE Starting with 
this pop-up and “tennis 
museum” in 2021, Wilson 
has now begun opening 
permanent physical stores 
in New York and Chicago.

CLAIMING A HOME BASE

stores tell the story. It was a chance to con-
trol the brand narrative beyond wholesale 
and put Wilson products in context.” 

The new stores in New York (SoHo and 
Columbus Circle) and Chicago all marry 
the brand’s century of history with cutting-
edge innovation. In the flagship location on 
Broadway in SoHo, a feature wall dotted with 
baseball gloves allows customers to grab 
product and test it out, while the entirely 
new lifestyle apparel line showcases the 
brand’s recent street-meets-sport ethos. 

“The design’s fluidity was key to address-
ing Wilson’s seasonality; there’s constant 
shifting of specific sports features and asso-
ciated apparel,” Kuhn says. Under spotlights 
in a four-story atrium is an interior court-
yard or “Urban Playground,” offering a bas-
ketball half-court and tennis practice wall 
for moments of play. Flanked by columns of 
basketballs, rackets and footballs, alongside 
a mural designed by a local artist, this truly 
unique space brings street sports indoors 
for special events and community hangouts. POP-UP & MUSEUM 
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Hands-on interaction with the brand 
extends to the hometown store in Chicago. 
If the NYC flagship is all about innovation, 
the Chicago location speaks to heritage. “We 
leaned into a traditional aesthetic for this 
store,” says Kuhn. 

The graphics have a vintage quality, 
while archival photos and old catalog cov-
ers line the walls and dark wood flooring is 
reminiscent of retro gymnasiums. Alongside 
a curated collection of signature products, 

shoppers are able to customize rackets and 
gloves in-store. “Critical to a definitive Wil-
son experience is the store’s ability to pro-
mote engagement with the products. An 
invitation to play,” says Kuhn. 

It’s this tangible, interactive experience 
that Wilson has integrated into each of its 
locations, making the successful step from 
wholesale to immersive retail. Wilson’s new 
stores do more to put its long-trusted sport-
ing goods into everyone’s hands. 

CHICAGO

THIS PAGE Wilson’s Chicago flagship aims to speak to its heritage 
and innovation through traditional materials like dark wood flooring 
paired with archival imagery.

CLAIMING A HOME BASE



CALL FOR 
SUBMISSIONS

DESIGNER DOZEN
Do you know someone making a difference in your organization, 

age 35 or under? Nominate yourself or a co-worker for this annual 
recognition of rising stars in the retail industry. Retailers, designers 

and visual merchandisers are eligible to enter.

D E A D L I N E :  F E B R U A R Y  9 ,  2 0 2 3

RETAIL DESIGN FIRM RESOURCE GUIDE
Get noticed! This annual listing of design and architecture firms from 
around the world also includes a ranking of the top firms of the year 
(based on annual firm fees). The full, comprehensive listing is found 
year-round on vmsd.com, and the ranking is featured in our May/

June 2023 issue. 

D E A D L I N E :  F E B R U A R Y  2 4 ,  2 0 2 3

INTERNATIONAL VISUAL COMPETITION
This annual competition highlights displays with a temporary shelf-
life, from storewide promotions to pop-ups to windows, from the 
previous year. Our Best in Show winner, along with 1-5 First Place 

winners and 6-8 Honorable Mention winners, is featured in our July/
August “Visual Issue.”

D E A D L I N E :  M A R C H  3 ,  2 0 2 3

RETAIL RENOVATION COMPETITION
Featuring the best retail renovation and conversion projects 

from around the world completed the previous year. Our Retail 
Renovation of the Year, along with 1-5 First Place winners and 6-8 

Honorable Mention winners, is featured in our September issue.

D E A D L I N E :  A P R I L  7,  2 0 2 3

To browse more deadlines or to submit your materials, please visit 
www.vmsd.com/submit-your-competition-entry today!
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A BEAUTIFUL 
BEGINNING
After opening statements by Murray Kasmenn, 
VP Group Brand Director, Publisher, VMSD, 
and Carly Hagedon, Managing Editor, VMSD, 
and Co-Chair, IRDC, the conference officially 
kicked off with keynote speaker Ruth Zuck-
erman, the Co-Founder and former CEO of 
SoulCycle and Flywheel, and author of “Rid-
ing High.” Sharing her inspirational story of 
“starting over” late in her career as well as the 
importance of embracing change, Zuckerman 
left the audience with the notion that reinven-
tion is possible at any age.   

After the opening keynote, attendees 
moved into two hands-on workshops. “Fake it 

Till You Make It,” led by Chuck Palmer, Retail 
Strategist, and Stephanie Bair-Garant, Direc-
tor of Visual Merchandising, ZenGenius Inc., 
was improv-driven and mixed and matched 
attendees into a number of impromptu groups 
to get those creative juices flowing. 

“Next Top Retail Concept,” facilitated by 
Jay Highland, EVP Creative, and Jody Was-
bro, SVP Strategy & Experience Design, WD 
Partners, challenged attendees with recreat-
ing a modern-day vision for the now-defunct 
department store Lazarus in a timed creative 
sprint. Teams were judged by a retail panel: 
Jamie Schisler, Chief Comfort Officer, Upwest; 
Heidi DeMers, Director, Store Design, Target; 
and Geoff Painter, Managing Director, Store 
Design, Starbucks. 

between a vibrant retail scene
and a plethora of sights and sounds, Colum-
bus, Ohio, was the engaging setting for VMSD’s 
22nd annual IRDC. This year’s event, taking 
place Oct. 26-27, featured more hands-on 
workshops and interactive sessions alongside 
our first guided offsite tours since IRDC 2013 
in Vancouver, British Columbia.

IRDC was also co-located with the Shop! 
Ideation Conference and Retail Challenge this 
year, featuring a crossover event Tuesday, Oct. 
25 – a welcome reception hosted by IRDC Sup-
porting Sponsor Piddi Design in the 402 Lobby 
Bar at the host hotel – where attendees from 
both conferences were able to meet and min-
gle. (You can read more about this year’s Shop! 
Ideation at shopassociation.org.)

COUNTING
ON COLUMBUS
VMSD hosted its 22nd annual International Retail Design 
Conference (IRDC) at the Hilton Columbus Downtown 
Hotel in Columbus, Ohio, Oct. 26-27. 

B Y  T H E  V M S D  E D I T O R I A L  S TA F F

SPECIAL REPORT

2022 
INTERNATIONAL 
RETAIL DESIGN 
CONFERENCE

RECAP
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Following the workshops, two sessions 
focused on the importance of customer expe-
rience, sustainability and practicing what you 
preach. “Purpose Beyond Profit: How Company 
Purpose Drives Brand Success from the Inside 
Out,” featured Katherine Cousins, Global Brand 
President, Sperry; Elizabeth Drori, Chief Mar-
keting Officer, Sperry; and Bevan Bloemendaal, 
Chief Creative and Brand Officer, NELSON 
Worldwide, and focused on Sperry’s mission of 
bettering lives and improving society through 
its purpose-driven efforts. 

“Tackling the Food Desert: The High-Tech, 
High-Touch Story of Nourish + Bloom Market,” 
was a panel presentation featuring Nourish + 
Bloom Market Co-Founders Jilea and Jamie 
Hemmings as well as James Margrave, Direc-
tor, Autonomous Store Technology, UST, and 
moderated by Stuart Armstrong, Managing 
Director/Founder, AAG Consulting. (You can 
read more about the first African American-
owned autonomous grocery store concept 
which opened in a notorious food desert in 
VMSD’s June 2022 issue.)

Following the breakouts, lunch was served: 
VMSD’s New York Editor, Eric Feigenbaum, 
gave a special lunchtime presentation on the 

history of VMSD magazine and its 125th anni-
versary in print. The compact presentation 
took a deep dive into the publication’s history 
and featured a plethora of archival imagery 
(check out Eric’s VMSD timeline on pg. 42).

The educational sessions ended for the day 
with a fireside chat between Columbus’s own 
Jeni Britton, Founder and Chief Creative Officer 
of Jeni’s Splendid Ice Creams and VMSD’s Carly 
Hagedon. The chat focused on the importance 

of branding and customer experience.
Following the fireside chat, attendees 

were able to go on a guided offsite tour of the 
vibrant Short North Arts District, facilitated 
by the Ohio Chapter of the Retail Design Insti-
tute and sponsored by WD Partners. Equipped 
with their handy guides, guests visited several 
local retailers throughout the district, includ-
ing Tenspace, the rotating-IRL-experience for 
brands to test out physical concepts. 

NO CRYING IN VISUAL 
MERCHANDISING
The first evening of IRDC welcomed the 16th 
annual Iron Merchant Challenge, co-hosted 
by ZenGenius Inc., and emceed by Joe Baer, 
Co-Founder, CEO and Creative Director, 
ZenGenius. This year’s “All Star Challenge” 
pitted last year’s winners – the Blue Team, 
led by Jay Highland of WD Partners – against 
other past Iron Merchant winners, including 
longtime reigning champs Bevan Bloemendaal 
of NELSON Worldwide and David Kepron of 
NXTLVL Experience Design. Each team was 
also equipped with 1-2 students from The Ohio 
State University and the Columbus College of 
Art and Design, identified by PAVE. 

Starting with the VMSD staff dressed as 
characters from “The Wizard of Oz” – a direct 
reference to our founding editor L. Frank Baum 
– and led by Joe Baer (appropriately dressed as 
the Wizard), a PAVE-themed cake was wheeled 
into the ballroom in honor of the organization’s 
30th anniversary. During the opening presenta-
tion, teams were then allowed to choose at ran-
dom a box containing a (cake) flavor of Jeni’s 
Splendid Ice Cream, which would become the 
theme of their display. Corresponding fabric 
created by the Columbus Fashion Alliance was 
paired with each flavor so teams could dress 
their gender-fluid mannequins in diverse skin 
tones (donated by Fusion) in the fabric or use 
it throughout their faux window. VMSD’s Carly 
Hagedon unveiled this year’s secret ingredi-
ent – a small, articulated Sasquatch – by pop-
ping out of a giant cake brought onto the floor 
from behind the stage during Baer’s opening 
remarks. 

Using displays created by Axis Display 

ABOVE The 
16th annual 
Iron Merchant 
Challenge fea-
tured a “food 
and fashion 
theme.” A secret 
ingredient was 
revealed onsite 
for the teams to 
utilize in their 
displays.
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Group – and this year, illuminated by Amer-
lux – teams had an hour to create their win-
dow using all of the components and the secret 
ingredient. 

And what goes better with cake than ice 
cream? In addition to cocktails, onlookers were 
served Jeni’s ice cream while they watched the 
creative chaos unfold. 

EDUCATION 
SENSATION
The final day of IRDC kicked off with a sponsor 
case study breakfast presentation by NELSON 
Worldwide, which led into our opening general 
session,  “How Retail Saves the World,” pre-
sented by Bergmeyer’s Christian Davies. Davies 
examined the role retail has to play in saving 
our planet, presenting a number of concrete 
ways to make a difference – from a focus on 
prioritizing refurbished physical spaces over 

new construction, to using organic cotton.
A few breakout sessions were next on the 

docket. One featuring Rick Neira, VP Visual 
Merchandising, Merchandise Operations, 
Petco, and Daniel Montaño, Partner & Retail 
Design Principal, Little Diversified Architec-
tural Consulting, showcased how Petco cre-
ated a new flagship store in New York for its 
Reddy private label brand in “Reddy, Pet…Co! 
The Importance of Creating a Brand Presence 
and Facilitating Immersive Design.”

Meanwhile, other attendees were treated 
to a presentation by Richard Lems, Director 
of Format and Design, Rituals Cosmetics, 
focusing on the success story of the B-Corp 
brand Rituals, a Netherlands-based brand 
with a strong commitment to sustainability; 
Lems also reminded the audience about the 
importance of “slowing down” and how that 
philosophy is translated into the brand’s physi-
cal stores.

WINNER, WINNER
Between the morning’s presentation and 
afternoon’s full-audience interactive work-
shop, Networking Roundtable Lunches tran-
sitioned into VMSD’s annual Awards Luncheon 
Thursday afternoon. The luncheon recognized 
winners from our 2022 Designer Dozen, Retail 
Renovation Competition and International 
Visual Competition, as well as the 2022 VMSD/
Peter Glen Retailer of the Year – Dick’s Sport-
ing Goods – also featured in our October 2022 
issue. Toni Roeller, SVP of Store Environment, 
Dick’s Sporting Goods, took to the stage to 
accept the coveted award which is named in 
memoriam after VMSD’s longtime columnist 
Peter Glen.

The winning team of the 2022 Iron Mer-
chant Challenge was also unveiled during our 
Awards Luncheon: The Orange team, led by 
Sharon Lessard, Chief Creative Officer, Ensem-

BELOW In 
addition to 

keynote speak-
ers and general 

sessions, this 
year’s event 
featured a  

range of hands-
on workshops, 

educational 
sessions and 

interactive 
panel presen-

tations.



VMSD.COM  | NOVEMBER/DECEMBER 2022  33

THANK 
YOU TO 
OUR 2022 
SPONSORS
DIAMOND

Alpolic Metal 
Composite 
Materials
NELSON 
Worldwide

EMERALD

AGI
Axis Display 
Group
The Bernard 
Group
D|Fab
Epidaur 
Digital
Econoco
OPTO Intl. 
Visual 
Creations
Visual 
Elements
WD Partners

SUPPORTING

Amerlux 
Bergmeyer
Columbus 
College of 
Art & Design 
(CCAD)
Fusion
Little 
Diversifi ed 
Architectural 
Consulting
NORR
Piddi Design
Rainier 
Display
IDW
Sky
iService 
Nation
Ædifi ca
EWI
OnQ

STRATEGIC 
PARTNERS

Shop! 
Association
Retail Design 
Institute
PAVE Global

ble Business Group, took home the winning 
sash this year, beating former 2021 returning 
champions, the Blue Team. 

FINAL COUNTDOWN
Following the luncheon, it was time for a full 
audience workshop: “Retail Gets Weird” gave 
our attendees mystery boxes (created and 
donated by D|Fab) filled with curious items, 
which were used to develop a quick retail 
concept. Facilitated by The Retail Duo, Karen 
Kritzer and Diane Spiridoulias, VMSD’s Mur-
ray Kasmenn was beckoned to the stage to be 
blindfolded and stick his hands into mystery 
boxes, announcing the themes for each team 
in the room to work with – from a cauldron of 
warm spaghetti to a toilet brush. Following the 
session, materials were donated to the Child-
hood League of Columbus, Ohio. 

Prior to the closing keynote, two breakout 
sessions took place. In “A Better Future: What 
Retailers Can Do to Reduce Their Impact on 
the Planet,” Melanie Moody, Store Experience, 
Fixture PM, Sr., REI and Christen Soares, Prin-
cipal, Field Paoli Architects, examined what 

retail solutions that can 
move us beyond a “cul-
ture of consumption,” and 
explored real-life examples 
with the audience. 

In “Redefining Pop-
Ups: Designing for Omnichannel,” attendees 
learned about how soda brand Olipop’s col-
laboration with Columbus-based Tenspace 
made waves for the growing beverage brand. 
Moderated by Tenfold’s (the firm behind 
Tenspace) Creative Director, Brand Culture, 
Amanda Raines, other panelists included 
Rachel Friedman, Founder and CEO, Tenfold, 
Faith Huddleston, Director of Creative Activa-
tion, Tenfold, and Olipop’s Director of Business 
Insights Ed Kolovson. During the presentation, 
Olipop was distributed to attendees so they 
could taste the product firsthand. 

IRDC’s closing keynote was delivered by 
Gregory Cohen, Founder and Owner, Lofty 
Pursuits. Cohen, a candymaker and popular 
YouTuber, did a live demonstration of candy 
making while he discussed his passion of Vic-
torian-era candy making. It also highlighted 
how his forward-thinking marketing decisions 

have allowed his small candy business in Tal-
lahassee, Fla., to punch well above its weight. 
With interactive moments, the audience was 
engaged until they got a sweet treat at the end 
of the presentation. 

SEE YOU AGAIN SOON
To cap off the event, the IRDC closing party 
was held at The Revery space at North 
4th Corridor, a glass-enclosed space with 
wraparound patios featuring a backdrop of 
the downtown Columbus skyline. Attendees 
and speakers took in the city sights from the 
rooftop as they mingled and dined the night 
away. In the coming months, we’ll soon be 
announcing IRDC’s 2023 location, so stay 
tuned to irdconline.com and vmsd.com for 
updates. As attendees of this year’s event will 
tell you — you’ll want to be there! 

PHOTOGRAPHY 
Ray Lavoie, 
Columbus, Ohio
To see all the photos 
from IRDC 2022, visit 
vmsd.com. 
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With the world adjusting to Covid a few years 
later as less of a threat and more a part of 
everyday life, retailers sought to return to 
business as usual. But backrooms filled up, 
investment money dried up, inflation cut 

into consumable income, workers sought to 
organize and loss prevention became a top-

of-mind concern. Happy New Year.

ILLUSTRATIONS BY DANIELLE SY
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INFLATION ON 
YOUR MIND

     n 2022, inflation drove prices 
and interest rates higher. And 
how can that not have an 
effect on consumers’ minds? 

Especially with the all-important holiday 
season looming. It’s certainly one of the rea-
sons most retailers sought any opportunity 
to cut overhead – closing stores, releasing 
employees, trimming marketing budgets 
and technology investments, etc.

Mid-year, Walmart announced that its 
profits were sinking – an attempt at trans-
parency aimed at calming investors and 
soothing shoppers. Other retailers followed 
suit.

Unilever CEO Alan Jope (Dove, Ben & 
Jerry’s, Hellmann’s, et al.) said prices had 
outpaced volume growth for four consecu-
tive quarters. Jope expressed concerns about 
peak cost inflation in the second half of the 
year.

BARISTAS OF THE 
WORLD, UNITE!

etail employees in the earlier 
days of the pandemic came 
to work in spite of the dan-
gers, then many were forced 

to stay home from work for months at a time. 
Their job situations became shaky as retail 
doors closed; they were asked to do more as 
employee rolls thinned; inflation ate away at 
their earnings and salaries stayed static – 
often without any boost in health benefits.

It even got to those sunny, smiling cof-
fee baristas. Starbucks workers organized at 
many locations in 2022. In February, workers 
in a Mesa, Ariz., location voted in favor of 
starting a union. It was the third company-
owned location to so vote. But it was far from 
the last. 

Other retailers saw some of their stores 
vote to unionize this past year including 
Apple, Trader Joe’s and REI.

 his being our annual Year in Review, we should probably take a look at what Amazon has been 
up to.

In California, Amazon-owned Whole Foods stores launched palm-scanning technology at 
checkout. The palm images, after being entered in a kiosk at the 65 locations, link shoppers’ palms 

to payment cards. They then remain encrypted on Amazon One’s cloud server.
Apparently it cannot be used, though, to declassify documents.
Also in California, Amazon said it will begin to deliver products using Prime Air drones. It’s the first time 

the company plans to use drones for customer deliveries in the United States. The initial plan is to drop these 
package-carrying drones into the backyards of residents in Lockeford, Calif. What about chimneys, say, or birds 
or kites or kids’ balloons – or giraffes in the yard? No problem, Amazon claims: “If obstacles are identified, our 
drone will automatically change course to safely avoid them.”

LIKE THE PALM OF 
YOUR HANDS
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  ohl’s Corp., which all year has 
searched for Santa Claus, 
may end up the year with an 
all-but-empty stocking. The 

once-thriving retailer has succumbed to 
every other retailer’s horrible two years: sales 
are down, profits are down, store traffic is 
down, stock price is down, optimism is 
down. The board has been seeking a cava-
liere servente but seems to have scuttled 
every promising suitor. In the spring, activist 
investor Macellum Capital Management 
put pressure on the board to sell, but 
shareholders voted differently. In the 
summer, Franchise Group Inc. 
offered a bid, but then lowered that 
bid shortly afterward. The retailer 
nears the end of the year with noth-
ing much having changed.

ardon us while we brag for a 
moment. This year, VMSD is 
celebrating its 125th year in 
print. That’s right! From store 

windows to interiors to props and display to 
visual merchandising to store design to in-
store technology to online marketing to AI 
and digital diagnostics, the magazine has 
steered retail designers, architects, educa-
tors, builders and even “digital” visual mer-
chandisers through best practices, illus-
trated examples and analyses. (And, by the 
way, we’ve run the groundbreaking Interna-
tional Retail Design Conference for 22 years.)

Someone by the name of L. Frank Baum 
had the brainstorm in the Gay Nineties to 
highlight the inviting display store windows 
that were part of the new steel frame archi-
tecture sweeping urban skylines. Thus, the 
original magazine name was The Show Win-
dow. Who then would have thought that, 125 
years later, we’d be talking about artificial 
intelligence and digital diagnostics?

Who then would have thought that, 125 
years later, we’d still be talking?

WHO’S BEEN YOUR 
OLDEST FRIEND?

LUMP OF KOHL’S
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or two Covid-dominated years, a lack of dockworkers 
left ships unloaded and retail warehouses empty. In 
2022, everything reversed. There’s plenty of goods 
(except, perhaps, from China) and warehouses are 

now stuffed. The problem? The goods aren’t selling fast enough. Retail 
prices have inflated and consumer demand has softened. Container 
ships are canceling routes from Asia to North America.

Retail inventory is up as much as 50 percent in some cases. Past 
product shortages created a demand for new factories and distribu-
tion centers. Done! But now they’re clogged.

This year, Target was one of a few retailers to institute a “keep-it” 
policy, continuing to honor returns, but offering shoppers the option 
of keeping the products. Costly and counter-intuitive? Perhaps. But 
retailers are stuck with excess inventory of unprecedented levels and 
simply can’t afford to take back even more of it. 

ANYONE FOR 
MONOPOLY?

pparently ungrateful for the 
drone deliveries, the state of 
California sued Amazon in 
September for causing higher 

prices across the state and “stifling competi-
tion.”

The monopoly charge, according to the 
state, has to do with penalizing sellers on 
the Amazon site if they offer products else-
where for lower prices. In a statement, Ama-
zon retorted, “Like any store, we reserve the 
right not to highlight offers to customers that 
are not priced competitively.” It also said, 
“The relief the [California attorney general] 
seeks would force Amazon to feature higher 
prices to customers, oddly going against core 
objectives of antitrust law.”

The $500 billion retail behemoth also 
claimed, under oath, that, yes, it owned 
Park Place.

BEYOND AWFUL
he headlines blared, “Blood, 
Bath & Beyond” and “Bed, 
Bath & Bruised.” It has been 
that kind of a year for the one-

time category-killing leader. In the Covid 
years of 2020 and 2021, it had closed a great 
number of stores to improve profitability. 
But the expected comeback in 2022 – both 
in store and online – never materialized. 
Strategies came and went. Board members 
rebelled. Potential suitors went home. Stock 
prices jumped up and down erratically. Hun-
dreds of stores were shuttered and 20 per-
cent of the total staff was laid off.

In September, still struggling to find the 
key to survival, the retailer announced more 
than $500 million in new financing.

CHAIN
OF DEMAND
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YOUR MONEY 
OR YOUR LIFE

n September, 83-year-old Yvon Chouinard announced he was transferring ownership of his $3 
billion company, Patagonia. And the recipient? Family? Nope. Employees? Nope. Investors? Nope.

Chouinard, his wife and two adult children have transferred their ownership to a specially 
designed trust and a non-profit organization, with the aim of combating climate change and 

protecting undeveloped land around the world.
“Hopefully this will influence a new form of capitalism that doesn’t end up with a few rich people and a 

bunch of poor people,” he said. “We are going to give away the maximum amount of money to people who are 
actively working on saving this planet.”

HELP WANTED
hough the term “quiet quit-
ting” may have entered the 
C-suite lexicon as an explana-
tion for poor employee reten-

tion, retail workers themselves often cite low 
pay, abusive customers and inadequate ben-
efits as the top reasons they’re leaving store-
level positions. With those reasons, it’s little 
wonder why retailers are facing a staffing 
crisis, and recruiting has become a massive 
challenge.

A recent survey conducted by Multime-
dia Plus of 149 senior-level retail executives 
showed that wages and staffing were the 
top concern of respondents heading into 
the all-important fourth quarter. A return 
to in-store shopping demands a higher level 
of service and a more engaging shopping 
experience, which requires a well-trained, 
enthusiastic staff – which is hard to come by 
without reasonable pay and benefits.

“After two years of adjusting to a new 
normal, retailers and hospitality executives 
are scaling for pent-up demand,” says David 
Harouche, CEO & CTO, Multimedia Plus, in 
a statement. “Getting enough trained staff in 
place is a major focus and is more important 
than other issues that we have seen in the 
past.” 
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ABOVE The very first cover of  The Show Window, published in November 1897.

PROGRESS AND 
ENLIGHTENMENT

in 1897, William McKinley was 
sworn in as the 25th President of 
the United States, Thomas Edison 
patented the Kinetoscope, and The 
New York Times began using the 
slogan “All the News That’s Fit to 
Print.” Poised on the threshold of 
the 20th century, the world looked 
toward the future with hope and 
optimism. But even the most 
forward-looking could not have 
visualized the enormity of change 
that lay ahead.

The relentless march of prog-
ress was exponential, and retail 
as we know it today was in its 
formative stages. Captivated by 
technology and industrialization, 
entrepreneurs such as Henry Sie-
gel and John Wanamaker visual-
ized a new retail format. Embold-
ened by the expanding railroad 
system, cast iron architecture and 
the harnessing of electricity, a new 
and dynamic entity began to take 
root in major industrialized cities 
across the world.

In the late 19th and early 20th 
centuries, well before high-end 
shops and boutiques graced the 
iconic retail corridors of Fifth 
Avenue, Champs-Élysées and Via 
Monte Napoleone, consumerism 
and desire became a driving force 
in Western culture. Major cities 
from the U.S. East Coast to the 
boulevards and avenues of Paris 
and London were the spawning 
grounds for grand commercial 
buildings that housed everything 
from pots and pans to glamorous 
evening gowns. 

New York quickly became the 
epicenter of burgeoning new retail 
concepts. Ladies Mile – a section 

of Manhattan bounded by 23rd 
Street and 8th Street, between 
Broadway and Sixth Avenue – 
symbolized a more opulent time. 
Gaslight lamps and cobblestone 
streets were the order of the day. 
Stylish patrons seeking the latest 
fashions from shirtwaists to wing 
collars, and the finest of fabrics, 
flocked to an impressive roster of 
newly founded department stores 
including The John Wanamaker 
Store (designed by Daniel H. Burn-
ham, architect of the Flat Iron 
Building), James A. Hearn & Son, 
B. Altman, Hugh O’Neill (with its 

wonderful Corinthian columns), 
Lord & Taylor (with its mansard 
roof and cast-iron dormers), the 
esteemed Arnold Constable, and 
the Beaux-Arts style Siegel and 
Cooper (then the largest store in 
the world).

The original Stern Brothers 
Store on 23rd Street, between 
Fifth and Sixth avenues, is still in 
mint condition today. It’s a great 
example of cast iron architecture, 
which – coupled with the availabil-
ity of plate glass – was a keystone 
to merchandising theater. These 
building technologies, with the 

ability to span large spaces, led 
to the development of the show 
window. These innovations were 
the sparks that led to the inception 
of the visual merchandising and 
store design industries.

And while these megastores 
were in their seminal stages, 
nobody quite knew what to do 
with them and the unending 
mountain of merchandise sitting 
under their roofs. Nobody except a 
young man named L. Frank Baum, 
who edited The Show Window 
in November 1897, a periodical 
devoted to the presentation of 
merchandise. Originally based 
in Chicago, it was purchased by 
Cincinnati-based ST Publications 
(later renamed ST Media Group) 
and eventually merged with its 
competitor at the time – Display 
World – in 1938. Throughout the 
decades, it has been known by 
various names, including The 
Merchants Record & Show Window, 
Visual Merchandising, VM&SD, 
VM+SD and VMSD. 

In one of the first editions 
of The Show Window, billed as a 
monthly “Journal of Practical Win-
dow Trimming,” Baum enthusias-
tically wrote, “Suggest possibilities 
of color and sumptuous display 
that would delight the heart. Bring 
the goods out in a blaze of glory, 
make them look like jewels.”

“When Merchants Record & 
Show Window debuted in 1897, it 
was cataloging the ideas of mas-
sive store windows as retail honey 
traps for miladies promenading 
on the main streets of U.S. cit-
ies,” says Steve Kaufman, former 
Editor-in-Chief of VMSD from 
1998 until 2009. “And its editor 
was a sometimes-writer named L. 
Frank Baum, who famously looked 

125TH ANNIVERSARY TIMELINE



44 NOVEMBER/DECEMBER 2022  |  VMSD.COM

across his office at the file cabinets 
labeled A-N and O-Z and had his 
name for the fictional empire and 
its wizard in a story he was labor-
ing over,” – as the story goes.

A couple years after publish-
ing The Show Window, Baum went 
on to write the beloved American 
classic, “The Wonderful Wizard 
of Oz.” And while the tales of 
Dorothy, Toto and the Tin Wood-
man captivated readers across the 
world, the publication evolved into 
the ever-present VMSD magazine, 
the industry’s oldest and most 
influential publication. 

Within a few short months of 
its debut, circulation grew into the 
tens of thousands. One of its first 
supporters was Harry Gordon Self-
ridge of Marshall Field’s, who went 
on to found Selfridges in London. 

Over the course of the next 
125 years and through the ensu-
ing decades, VMSD took readers 
from the cobblestone streets of 
Ladies Mile to the outer reaches 
of cyberspace. “One of my favorite 
things about VMSD is its history 
with L. Frank Baum,” says Joe Baer, 
Co-Founder, CEO and Creative 
Director of ZenGenius Inc. “Visual 
merchandisers come from all 
sorts of creative backgrounds, and 
when I realized that VMSD was 
started by the greatest storyteller 
ever, it helped me appreciate the 
rich history of the magazine and 
the power our creative efforts can 
make on the world.”

A true thespian at heart, Baum 
drew inspiration from the theater, 
seeing a connection between 
performance art and retail pre-
sentation. He wrote about fanciful 
props, imaginative themes and the 
use of color and lighting to capture 
the attention of passersby. His 

theatrical instincts led him to sug-
gest the hiring of actors to work 
as professional window gazers. In 
that role, he envisioned “a well-
dressed gentleman of respectable 
appearance.” Baum explained in 
the first issue of The Show Window, 
“He comes down the street at a 
swinging pace, glances casually 
at the window, and then abruptly 
stops to gaze eagerly at the goods 
displayed.”

Changing attitudes and emerg-
ing technologies in the early years 
of the publication sparked new 
approaches to mercantile design. 
The turning calendar welcomed 
an era of progress and an age of 
enlightenment, offering broader 
educational opportunities, greater 
access and extended avenues of 
communication. As the industrial 
revolution continued to churn, an 
agricultural society evolved into 
a manufacturing powerhouse. 
A new and distinct culture was 
born – business oriented and com-
merce driven. As the 1800s gave 
way to the 1900s, necessity was 
yielding to desire. Soon, people 
wanted more and more. 

“A magnitude of goods were 
produced to satisfy the needs that 
no one knew they had,” wrote 
Emily Fogg Mead. “Consumers 
wanted berry spoons, mustard 
spoons, sugar spoons, and soup 
spoons in ever increasing variety.”

In the previous century, little 
thought had been given to the 
aesthetic arrangement of mer-
chandise or the visual appeal of 
the store. Goods were haphazardly 
displayed in disorganized stacks 
and piles, or carelessly hung on 
columns and railings. Goods that 
weren’t scattered across walls 
were often hidden in drawers, out 

of sight and reach. The term “cus-
tomer friendly” did not apply.

As merchants stared into the 
face of the new century, philoso-
phies began to change. Retailers 
now considered welcoming ges-
tures that invited customers into 
the store. A single architectural 
initiative, the dismantling of the 
doorstep, was a compelling state-
ment. It was soon understood 
that a step at the entrance was a 
mistake. “No hindrance should 
be offered to passersby as they 
enter the establishment,” said 
John Wanamaker. In addition, 
aisles were widened, and outdated 
swinging doors were replaced with 
revolving doors. Access was made 
easier with multiple entrances 
from the sidewalk. Wanamaker 
boasted that no other large 
store in the world had as many 
entrances as his grand emporium 
in Philadelphia.

THE END OF THE 
BELLE EPOQUE

in  the early 1900s, Baum 
resigned from the editorship of the 

The Show Window, leaving behind 
the framework of an enduring 
industry publication and the 
foundation of a new and dynamic 
profession. He believed that mer-
chandise presentation was an art 
form. As such, visual merchandis-
ing was born.

By 1910, show windows were 
becoming an important tool 
for entrepreneurs across the 
retail spectrum. As a theatrical 
approach to merchandising was 
beginning to evolve, clever “dis-
playmen” used fantasy and theater 
as aspirational enticements. In 
1913, the windows at Marshall 
Field’s in Chicago displayed a 
line of merchandise inspired by 
Japanese culture and tradition. 
Arthur Fraser, recognized as the 
most prominent display director of 
the decade, celebrated the theme 
with a series of large Japanese 
landscapes. The Merchants Record 
and Show Window wrote: “The soft, 
hazy tones and vague lines, with 
the faint, snow-capped Fujiyama 
in the distance, gave wonderful 
perspective to the whole setting.” 
Marshall Field’s traditionally 

ABOVE This illustration from an early 1900s issue is captioned, “The window 
gazer at work.”
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covered its windows on Sundays, 
pulling down drapes to discourage 
window shopping on a day of reli-
gious observance. Unexpectedly, 
the Monday morning unveiling 
of the windows increased antici-
pation as thousands assembled 
to see Fraser’s weekly spectacle. 
When Fraser started at Field’s, his 
display department consisted of 
just seven people. By 1916, Fraser 
led a staff of 50.

Show windows began to prolif-
erate across the retail landscape. A 
walk down any retail corridor was 
akin to a walk through a crystal 
wonderland; window displays 
were ubiquitous. By 1915, Ameri-
cans were reportedly consuming 
half of the global production of 
plate glass. 

An advertisement in the 
August 1917 edition of Merchants 
Record and Show Window pro-
claimed that the Koester School 

was “The Greatest Window Dis-
play School in the World.”

Retail advanced in a time of 
hope and of despair. A peaceful 
century succumbed to worldwide 
war, and extravagance yielded 
to discretion. The ravages of The 
Great War were to spawn move-
ments in art and literature. Was-
sily Kandinsky, Franz Marc and 
the other German Expressionists 
portrayed the human condition 
while poet John McCrae famously 
wrote, “In Flanders fields the pop-
pies blow between the crosses, row 
on row…”  

 And, undeterred by global 
theater and international events, 
commercialism persevered and 
flourished as America continued 
to grow. As the decade began, a 
new and creative approach to 
retailing began to evolve. Goods 
were infused with associative qual-
ities, connecting them to people, 

places and events. The show win-
dow was fast becoming a selling 
stage. Macy’s 1914 spring window 
extravaganza allowed customers 
to stroll down a promenade on 
the French Riviera as mannequins 
cloaked in luxurious evening 
gowns were staged in an opulent 
ballroom.

In 1919, Merchants Record and 
Show Window published an article 
titled, “Enhancing the Value of the 
Store Front.” That same year, soon 
after World War I, Gropius intro-
duced the Bauhaus in Weimar, 
Germany. The movement was 
influenced by modernism and con-
structivism, and had a significant 
impact on architecture, graphic 
and industrial design, fashion and 
even music.

When the war ended, the 
boys came home from France. 
But another powerful army was 
marching across the landscape: 

the major corporations of Amer-
ica. It was an age of big business, 
mergers, conglomerates and large 
capital investments. The age of 
demand returned, but now it was 
the insatiable demand of big busi-
ness.

At the end of WWI, Merchants 
Record and Show Window ran an 
advertisement by Doty & Scrim-
geour Sales Co. Inc. for store win-
dow decorations in honor of the 
returning soldiers.

SELL THEM THEIR 
DREAMS

the period between the 
World Wars and the uncertainty 
of the Great Depression spawned 
the art deco movement (perhaps 
the most influential period of 
design in the 20th century), greatly 
impacting all creative endeavors, 
including visual merchandising 
and store design.

The July 1920 edition of Mer-
chants Record and Show Window 
boldly reported, “The Displayman 
Is the Great Dis-Coverer Of Busi-
ness. What the fire is to the Engine 
- What the ‘juice’ is to the Motor. 
So is the Displayman to modern 
business. He is the force that 
makes things move. Might as well 
board up the windows if Display is 
to be neglected.” 

In 1922, Display World began 
publication in Cincinnati and 
quickly became a competitor to 
Merchants Record and Show Win-
dow, as interest in the industry 
grew. Helen Landon Cass, a popu-
lar radio personality of the time, 
told a display convention in 1923: 
“Sell them their dreams. Sell them 
what they longed for and hoped 
for [...] Sell them this hope and you 

RIGHT, LEFT An advertisement for decor references the return of American soldiers from WWI (left). The June 1925 cover of 
Merchants Record and Show Window features a floral, art deco-inspired theme. 
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won’t have to worry about selling 
them goods.”

The theatrics and enticements 
continued in 1924 as Macy’s held 
its first Thanksgiving Day Parade. 
Called the Christmas Parade, it 
covered a five-mile route from 
Harlem to Herald Square. The 
participants were mostly Macy’s 
workers and immigrants who 
missed the festivals that were 
common in Europe.

The strategic seduction of the 
masses was fueled by three A’s: 
advertising, art and air condition-
ing. In 1925, Secretary of Com-
merce Herbert Hoover said, “The 
Midas of advertising has given art-

ists freedom and independence.”
Sherwood Anderson, John P. 

Marquand and F. Scott Fitzgerald 
were writing ad copy. The paint-
ings of Georgia O’Keefe were seen 
in the windows at B. Altman’s and 
Marshall Field’s; the murals of 
Boardman Robinson graced the 
walls of Kaufmann’s. The power 
of advertising and the enrichment 
of fine art were reinforced by a 
commitment to customer com-
fort. Retailers now prolonged the 
selling season into the dog days of 
summer thanks to the magic of air 
conditioning.

In 1928, Frederick Kiesler of 
Saks Fifth Avenue created what he 

called America’s “first representa-
tive exposition of modern show 
windows.” The use of modernism 
in the retail environment brought 
with it a sense of simplicity, 
allowing the viewer to focus on 
the goods. Kiesler spoke of his 
“spotlighted” windows: “Accent 
one chair – one white fur. One sees 
only a chair – a white fur collar.” 

ELEGANCE, 
ESCAPISM AND 
THE GOLDEN AGE 
OF DISPLAY

in 1931, the famed mannequin 
designer Pierre Imans modeled a 
mannequin after French jazz leg-
end Josephine Baker. Iman’s cre-
ation was the epitome of art deco 
design, with its elongated hands 
and facial features, in addition to 
the subtle bend of the neck.

In sharp contrast to the harsh 
realities of the Depression, the 
1930s was the most elegant period 
in Hollywood’s history. And retail 
took its cues from the movies. In 
1935, Cora Scovil, a renowned 
mannequin sculptor and window 
dresser, captured the attitude of 
Hollywood’s elite in a series of 
mannequins bearing the likenesses 
of Joan Crawford, Greta Garbo and 
Joan Bennett. And Lester Gaba 
produced a series of papier mâché 
mannequins modeled after Garbo, 
Marlene Dietrich and Carole 
Lombard. (Gaba was a premiere 
mannequin sculptor who brought 
his much-loved “Cynthia” with 
him everywhere he went. Cynthia 
hadn’t a heart; she weighed in 
at 125 Plaster of Paris pounds.) 
Through the influence of Scovil 
and Gaba, mannequins assumed a 
new posture in American retail.  

ABOVE The Sept. 1949 cover of  Display World highlighted a jewelry display created 
by the legendary Gene Moore, a longtime Tiffany & Co. window dresser.

The world was changing expo-
nentially in the waning years of 
the 1930s, and retail was following 
suit. In 1938, Merchants Record and 
Show Window ceased publication 
and merged with its competitor 
Display World. “Over the years, the 
magazine meandered in from the 
sidewalk and into the stores for a 
new focus called Display World,” 
says Kaufman. “Show Window
was a name anyone could relate 
to. Display World was a concept 
familiar only to those who created 
those magical windows and in-
store merchandising presentations 
and holiday extravaganzas with 
their new tools of props and man-
nequins.”

In 1939, Montgomery Ward 
advertising copywriter Robert May 
needed to come up with an entice-
ment for Santa to give to children. 
Unknowingly he created one of the 
most enduring Christmas charac-
ters the world over, Rudolph the 
Red-Nosed Reindeer. Approxi-
mately 2.4 million copies of May’s 
endearing Christmas tale were 
distributed. Ten years later, Johnny 
Marks put the story to music, and 
the song became a massive hit for 
the singing cowboy, Gene Autry. 

PROSPERITY AND 
MOBILITY

as the ’30s gave way to the 
tumultuous ’40s, The National 
Association of Display Industries 
was founded in New York City. 
That same year the U.S. entered 
World War II, creating shortages 
in personnel and materials. Due 
to wartime rationing, mannequins 
became shorter to conserve mate-
rials. Tall mannequins and cuffed 
pants were considered wasteful 
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and unpatriotic.
As the war raged on in Europe, 

America became isolated from the 
influence of Parisian fashion and 
searched for its own signature. 
Voila! A new generation of Ameri-
can designers included Claire 
McCardell, who originated the 
“American Look,” inspired by the 
working garb of the nation’s farm-
ers, railroad engineers, soldiers 
and sportsmen. McCardell and her 
contemporaries put their stamp 
on a more casual attitude. The 
basic construction of American 
sportswear was compatible with 
mass production, greatly influenc-
ing international fashion, store 
design and visual merchandising. 

In 1945, the end of WWII 
prompted a dramatic economic 
upturn and population explosion. 
As the baby boomer generation 
was born, sales at Sears exceeded 
$1 billion. With the battle-weary 
men returning home after the war, 
women re-embraced traditional 
roles, leaving the workforce for 
the household. Fashion responded 
with longer, fuller, more feminine 

skirts with thin, fitted waists. 
Seizing the moment, Mayorga 
Mannequins introduced a line of 
“Welcome Home Mannequins” 
featuring the outstretched arms 
of a young couple and the long-
ing gaze of their little girl. It was a 
quest for tranquility. Young Ameri-
can families searched for a new 
life, a new start and an escape to a 
new world.

By 1946, a frenetic postwar 
building boom had a great impact 
on downtown stores. By 1947, 
more than half of America’s house-
holds had automobiles. Affordable 
housing, wash-and-wear fabrics 
and suburban shopping centers 
were becoming exceedingly 
common. With an uptick in auto-
mobile traffic, a trip downtown 
became less desirable. Suburban 
stores began to blossom with 
broad merchandise offerings as 
downtown merchants struggled to 
maintain their client base.

An advertisement for 
D.G.Williams Inc. in the August 
1948 edition of Display World
reads, “A Macy’s Grows In Brook-
lyn. Opening of the new Brooklyn 
Macy’s poses the familiar question: 
Whose mannequins will model the 
Macy merchandise? Answer: Mary 
Brosnan’s. And why has Macy’s 
chosen Mary Brosnan manne-
quins despite the blandishments 
and special inducements of other 
makers? Answer: Because Mary 
Brosnan mannequins are the dom-
inant, sales making beauties of the 
Visual Merchandising world.”

In North Carolina, Belk’s main-
tained a healthy confidence in 
their downtown locations. In 1948, 
Hudson-Belk decided to improve 
its Fayetteville Street store in 
Raleigh, N.C., rather than aban-

doning it in the wake of changing 
times. The city’s first escalators 
were installed to great fanfare. 
One young customer was inspired 
to say, “It’s like going right up to 
heaven!” Scarcely did he realize 
that heaven would have a subur-
ban zip code.

MID-CENTURY, 
AN AGE 
OF AWAKENING

culturally, the 1950s was 
the decade of Mies van der Rohe 
and Ozzie & Harriet, Hollywood 
Cinemascope and Hollywood 
blacklists, Frank Lloyd Wright and 
Elvis Presley, gray flannel confor-
mity and cuffed jeans irreverence. 
It was the decade of McCarthy-
ism, nuclear fears, beatnik poetry 
and the hula hoop. It was also the 
decade of suburban sprawl. Eco-
nomic expansion was fueled by a 
new affluence. Post-war America’s 
patchwork of suburban communi-
ties – single-family homes sprout-
ing quickly like mushrooms across 
the landscape – were connected 
by highways of enthusiasm.

In 1950, B.B. Butler Mfg., Chi-
cago, advertised PegBoard in Dis-
play World. This innovation led to 
other self-selecting fixtures such as 
rounders, four ways and T-stands. 
The advancing decade also pro-
vided visual merchandisers with 
foam board and a new interlocking 
fabric called Velcro.

In 1951, Victor Gruen, an 
Austrian-born architect, philoso-
phized that if suburban commu-
nities were to survive, they must 
provide places for people to inter-
act. Gruen presented a progres-
sive vision to Minneapolis-based 
Dayton’s department store: two 

competing department stores in 
the same center.

That same year, Stanley Mar-
cus started the Neiman Marcus 
art collection, the largest of any 
retailer in America. In the ensuing 
years, Neiman Marcus continued 
collecting, considering art an 
important part of their store envi-
ronments.

In 1955, an article in Display 
World titled “Projection of Store 
Personality,” read, “It is flashes of 
personality traits that make the 
Lord & Taylor customer feel at 
home in any Lord & Taylor store. 
While this is an acquired art, not 
easy to achieve, it is worth striving 
for in any branch store.”

The December 1957 issue of 
Display World profiled the new 
Saks Fifth Avenue store in Spring-
field, N.J. The display director 
Joseph Rouse said the store relied 
on a multiplicity of elegances such 
as satin covered dress forms, to 
create the overall feeling of luxury. 
Advertisers at the time included 
the A.L. Hansen Mfg. Co., Chicago, 
the makers of the visual mer-
chandiser’s most important tool, 
the tacker. The ad described the 
relationship of the professional 
display-man and his tacker as 
“inseparable.”

COUNTER-
CULTURE AND THE 
AGE OF AQUARIUS

in 1966, a London-based man-
nequin manufacturer premiered 
an innovative modern manne-
quin, with realistic movement 
and uniquely human qualities. 
Slim-limbed Twiggy, wiry Sandie 
Shaw and seductive Luna (the first 
widely recognized black manne-

ABOVE Our Sept. 1979 issue focused 
on signage and graphics with a 
detailed, illustrated cover.
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quin) highlighted the company’s 
line and defined a new mannequin 
attitude.

If the ’60s was British insouci-
ance, it was also French stylish-
ness. As Yves St. Laurent began 
opening small Rive Gauche 
shops around the fashion world, 
American merchants adopted the 
French term boutique for the first 
time. Large U.S. department stores 
were soon feeling the effects of this 
new form of “shop” shopping. In 
New York, Henri Bendel opened 
the Haze Glazebrook-designed 
Street of Shops on its main floor. 
Inspired by the Via Mizner in Palm 
Beach, this was the first grouping 
of boutiques within a single large-
store environment.

In 1960, Display World cham-
pioned a new material called 
Fomecor. An advertisement for the 
National Equipment Corporation 
said, “You can do almost anything 
with new Fomecor.” Limited only 
by their imagination, a generation 
of display artists went on to cre-
ate magic with this versatile new 
material.

In 1968, Bloomingdale’s began 
to stock ties by a then unknown 
designer named Ralph Lauren, 
and a year later Donald and Doris 
Fisher open the first Gap store in 
San Francisco. In keeping with 
the ever-evolving industry, 1973 
brought another name change to 
the magazine, from Display World
to Visual Merchandising. 

During the transitional years 
of 1968 to 1972, American youth 
dissociated itself from bygone eras, 
values and traditions. As the ’60s 
slipped into the ’70s, the counter-
culture produced a new couture 
and the streets produced a new 
anti-fashion. The nuances of the 

street dominated fashion while 
“street theater” defined fashion 
windows. In 1976, Rosemary Kent 
coined the term in her New York 
Times piece on the new trend in 
fashion windows. With New York 
“street artists” setting the pace, 
this window genre soon spread 
across the country.

Social awareness brought a 
new sense of realism to man-
nequin design. In 1972, Henry 
Callahan designed the “Contessa” 
mannequin for Saks Fifth Avenue’s 
windows. A dramatic departure 
from the aloof, unblemished 
beauty of past mannequin cre-
ations, she represented a woman 
in her mid-30s who, though of 
regal bearing, looked totally 
human. The decade’s most telling 
mannequin innovation, however, 
was also a by-product of street 
theater. Increasingly, mannequins 
were designed to be sold as sets or 
groupings. 

MERGERS, 
ACQUISITIONS AND 
A SEARCH FOR 
IDENTITY 

in december 1982, Visual 
Merchandising introduced Peter 
Glen’s monthly column which 
quickly became a reader favorite. 
Then in 1983, Visual Merchandis-
ing changed its name to Visual 
Merchandising and Store Design. A 
year later, in the 1984 movie “Mos-
cow on Hudson,” Robin Williams 
decides to defect in the middle of 
Bloomingdale’s.

The advancing decade began 
to obscure baby boomer idealism. 
The Hippies of the 1960s and ’70s 
had become the Yuppies of the 
1980s – materialistic, narcissistic 

and acquisitive. The “Me” gen-
eration was reaching its earnings 
peak and trading beads and flow-
ers for power ties and dress-for-
success outfits. Shopping became 
a sport, with fashion as the ulti-
mate prize.

But over-optimism fueled 
over-spending, over-borrowing 
and over-expansion – ultimately 
leading to over-storing. A rash of 
liquidations, acquisitions, merg-
ers and restructuring plagued the 
department store world, and 1986 
was a year of monumental change. 
Canadian real estate developer 
Robert Campeau turned the indus-
try upside-down when he acquired 
Allied Stores Corp., and an 
employee-led takeover of Macy’s 
was completed. In that same year, 
Gimbel’s folded, and May acquired 
Associated Dry Goods Corp.

Specialty retailers such as 
Gap, Guess, Limited, Benetton, 
and Esprit began to offer their 
own brands. Large retailers tried 
fighting back with unique environ-

ments of their own, but the brands 
they were promoting – Ralph Lau-
ren, Liz Claiborne, Perry Ellis, Cal-
vin Klein – took on a life of their 
own, assuming a dominant role 
on selling floors. Ralph Lauren’s 
flagship in New York’s Rhinelander 
mansion was opened. Soon, large 
retailers were fighting to grab back 
their identities.

As visual merchandising 
progressed, the job description 
changed dramatically. Creativity 
was still paramount, but a busi-
ness acumen and merchandising 
skills became necessary accompa-
niments.

AN AGE OF 
AWARENESS

the world wide web spurred 
global connectivity and global 
awareness, bringing a cross-polli-
nation of international cultures in 
the early ’90s. Fashion transcended 
all international boundaries. Nike 
T-shirts were on the streets of 

ABOVE The May 1992 issue featured profiles of leading women across an array of 
retail organizations.

125TH ANNIVERSARY TIMELINE
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Taipei and Nairobi, Hilfiger was in 
Seoul and Manhattan, and Lager-
feld influenced Tokyo and Paris 
and all points in between.

In the late 1980s, VM&SD
began coverage of environmental 
concerns in a series titled “Earth-
works.” The articles covered a wide 
range of initiatives taken by retail-
ers, from reducing packaging des-
tined for landfills, to how retailers 
and brands celebrated Earth Day.

The May 1992 cover story of 
VM&SD read, “Women - A Force 
in Our Industry.” Profiles of lead-
ing women in retail organizations, 
design consultancies as well as 
leaders in retail equipment/decor/
fixturing manufacturing organiza-
tions, continued throughout the 
year. “The profiles revealed more 
personal details about each of the 
women and that resonated with 
readers,” recalls Janet Groeber, 
Editor-in-Chief, 1992-1998. “In 
looking back over the profiles, 
I’m so impressed with the range 
of women interviewed and 
the diversity of the group. We 
asked these women if they ever felt 
the constraints of a ‘good old boy’ 
network impeding their progress 
in any way. Across the board, they 
answered with a resounding ‘No.’ 
in fact, most have found men to be 
receptive and responsive to their 
contributions – and respectful of 
their work.”

In October 1997, Groeber 
received the ultimate word: a 
commendation from President 
Clinton. The president wrote, “In 
an increasingly competitive mar-
ketplace, you can take great pride 
in your longevity. Your efforts 
have contributed immeasurably 
to the economic well-being of your 
industry.”

The evolution of retail marches 
in perfect time to the evolution 
of the cities in which retailers 
plant their flags. A 2004 article in
VM+SD read, “Uptown Girl Goes 
Downtown,” as Bloomingdale’s 
opened a new store in one of 
SoHo’s 19th century cast-iron 
buildings. In 2009, VMSD reported, 
“After a multi-year renovation that 
involved moving departments 
around like a Rubik’s cube, the 
revitalization of the main floor of 
Bloomingdale’s Manhattan flag-
ship was complete.”

Recognizing that kale is the 
new black, VMSD began covering 
the fashion of food. A 2006 article 
reported that as Whole Foods 
prepared for its 25th anniversary, 
it opened its biggest store yet, an 
80,000-square-foot flagship in its 
its home base, Austin, Texas. 

TECHNOLOGY 
RULES

the impact retail has had on 
our lives is undeniable. “For centu-
ries, trading and what we now call 
retail has been an elixir for human-
ity,” says Brian Dyches, a VMSD 
contributing writer. “Daily life, 

community and innovation have 
been at its roots since day one.” 

The last decade of the 20th 
century proved to be the zenith 
of the most dynamic period in 
world history, ushering in an age 
of unprecedented technological 
advances. In the ’90s, cutting-edge 
technology revolutionized retail 
with computer-aided design and 
manufacturing, and electronic 
purchasing and replenishment. 
Data transfers that previously 
took days or even weeks happened 
instantly. At Federated Dept. 
Stores, the Visual Directors’ Team 
used video conferencing to share 
strategies and selling techniques 
throughout the entire far-flung 
organization.

Patricia Sheehan, VMSD
Editor-in-Chief from 2013 to 2015, 
recalls the unprecedented changes 
in the shopping experience during 
her tenure. “We witnessed the rise 
of digital commerce and the chal-
lenge to retailers, designers and 
merchandisers to keep the in-store 
experience relevant, inviting and 
invigorating. We saw a renewed 
commitment to strong storytell-
ing and experiential design, while 
embracing the technical advances 
in signage, lighting and fixtures 
that best served the customer 
experience.”

YESTERDAY, 
TODAY AND 
TOMORROW

“as we look back at our storied 
history, it’s almost unthinkable to 
consider an American magazine 
that has been in business for 125 
years! And not a general interest 
magazine, like Reader’s Digest
or Harper’s,”says Kaufman. “But 

rather a trade magazine with, 
by definition, a narrowly defined 
readership base. And not just a 
trade magazine, but one whose 
focus over the years has changed 
with the times, its ups and downs, 
ins and outs, trends and changing 
trends.”

VMSD’s Managing Editor 
Carly Hagedon says, “I am truly 
honored to work for such a storied 
publication. I’m often in awe of 
how old the magazine really is – 
many brands are not fortunate 
enough to have made it to 100 
years, let alone 125. I think the fact 
that we’re still here, and relevant, 
proves the importance of print 
and journalism for this indus-
try. Even though we at VMSD 
embrace our digital channels, it’s 
nice to see that folks still rely on 
and prefer the physical medium.”

It would be difficult to under-
stand the last 125 years of retail 
design without understanding a 
century of cultural development. 
Over the years, VMSD has been 
at the forefront in reporting on 
cultural movements and tech-
nologies that drive retail innova-
tion. Great art, architecture and 
literature all blend and co-exist. 
All are reflective of their times and 
all have made an impact on retail 
design.

“It’s remarkable that VMSD
has been inspiring retail creators 
for more than a century,” says 
Murray Kasmenn, VMSD VP 
Group Brand Director, Publisher. 
“It’s an honor to be a part of this 
legacy brand that’s adapted and 
maintained relevance in our ever-
changing industry. I’m excited 
about what’s next in retail and 
look forward to VMSD continuing 
to lead us into the future.”
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What is your favorite 
and earliest memory 
related to retail, win-
dow displays or interior 
design?

“My earliest memory being in 
visual was coming up with cre-
ative ideas and concepts that 
would incorporate humor, story-
telling, a point-of-view and create 
customer curiosity. I remember 
using hundreds of small articu-
lated wooden mannequins all 

wearing tiny construction hats, 
climbing all over mannequins 
wearing the latest fall fashions 
and [we] titled the window, ‘Fall 
Fashion Construction.’ 
Cheap and cheerful!” Bess 
Liscio, Director, Retail 
Straetgy, GH+A

“Every Christmas, from 
the time I could walk, my 
grandmother took me to down 
Fifth Avenue in New York, from 
FAO Schwarz to Bergdorf Good-

man’s to Bonwit Teller and Saks 
Fifth Avenue to see the windows. 
If she had the energy, we'd walk 
all the way down to Lord & Taylor 

for their windows. The 
windows were magical!” 
Linda Cahan, Owner, 
Cahan & Co. 

“This is going to seem 
not-so glamorous, but 

one of my favorite retail memo-
ries was the glass candy counter 
at a G.C. Murphy’s store. Even at 

a young age, I was fascinated with 
how wonderful everything looked 
under the glass and lights. Of 
course, it may have just been that 
it was candy!” Dan Marihugh, 
VP, Store Innovation, Burling-
ton Stores Inc.

“When I was little, in the Chicago 
area, my family would go to the 
Marshall Field's downtown store 
in December to have dinner and 
view the Christmas tree. We 
would always look at all the retail 
window displays along State 
Street and Michigan Ave. Fond 
memories.” Don Bona, Lead 
Store Designer, AT&T

What is something you 
learned early when 
you started working in 
the retail industry that 
you’ve carried through 
your whole career? 

“One of the most important 
things I learned when I started 
working in the retail industry 
were the merchandising stan-
dards at The Gap in the ’80s. 
This is where I learned to fold 
an array of apparel from blue 
jeans to chunky sweaters. Our 
assistant manager was relentless 
when it came to precise folding, 
sizing, vertical merchandising 
and more. These valuable lessons 
on the importance of good basic 
merchandising skills have stayed 
with me throughout my career.” 
Joe Baer, Co-Founder, CEO, Cre-
ative Director, ZenGenius Inc.

“In the early days of my career, 
I very quickly learned that there 
is no room for ‘subjectivity’ in 

VMSD’S BRAINSQUAD: 
ANNIVERSARY EDITION
Throughout the year, VMSD surveys its BrainSquad with a range of retail-
related questions seeking their expert insights. For our anniversary issue, 
we asked our BrainSquad about their favorite retail memories and moments 
during their careers. Read all of their responses on vmsd.com.

Bess Liscio

VMSD’S BrainSquad
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Here are a few of our favorite snapshots from the past 125 years. To see more archive photos 
from our 1500+ back issues, check out vmsd.com during the month of December. 

VMSD PHOTO GALLERY
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S H O W R O O M

Each issue of  VMSD showcases the latest new and noteworthy products from a variety of 
categories, from fixtures to mannequins to materials to lighting – and everything in between. 
Be sure to check vmsd.com monthly for additional product coverage, including all of the 
products from this month’s editors’ picks list. 

David Weeks for Tala
tala.co.uk
Exclusively designed by David Weeks, this Echo Chandelier has intersect-
ing steel cylinders and seven matte white Sphere IV bulbs that combine to 
create a cloud-like, whimsical decorative piece. Along with dimming capa-
bilities, it’s housed in a white powdercoated steel structure.

Nora Lighting
noralighting.com
Now available without any recessed housings, the Iolite LED Small Aperture Can-less 
Downlighting collection features IC Air-Tight-rated luminaires in round or square apertures. 
To install, simply cut the ceiling, wire the junction box and insert the luminaire directly into 
the ceiling.

NOTEWORTHY NEW PRODUCTS 
OF 2022: EDITORS’ PICKS

Donovan Design Co.
donovandesign.com
Custom designed for the Maid-
stone Hotel in East Hampton, N.Y., 
Sun+Moon #2 has the strength of 
highlighting darkened, forgotten 
corners in large and high-traffic 
areas. Handmade with solid maple 
and polished nickel details.

Pioneer Millworks
pioneermillworks.com
A black-painted, random mix of Red and 
White Oak boards salvaged from Ken-
tucky horse farms creates the Black & 
Tan 50/50 Oak line, with a skip-planed 
surface so half of the original paint re-
mains, leaving its durability intact while 
conveying a rock-and-roll character.

3form
3form.com
Made from this company’s flagship material 
Varia, Tulsi features a winding material made 
from Nepalese lokta paper that’s hand-laid 
and made-to-order in Salt Lake City. The or-
ganic material is encapsulated between two 
panels, available in 4-ft.-by-8-ft. and 4-ft.-by-
10-ft. sizes.

SparkleMasters
sparklemasters.com
Transform any graphic, image or logo into this glittering Photographic 
Sequin Mosaic. Ideal for use in store as feature walls, selfie backdrops or 
even to create an eye-catching cashwrap.

Epidaur Digital 
Displays
epidaurdigital.com
Use this FX Series Modular 
LED Display to quickly cre-
ate a video wall in a range of 
shapes, sizes or configurations. 
Its flexible design allows its 
panels to follow either flat or 
curved surfaces. Installation 
is easy too with its magnetic 
mounting system.
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Astek
astek.com
In both large- and small-scale op-
tions, Astratta Miami wallcoverings 
feature clean lines and contemporary 
patterns, paying homage to Miami 
Beach’s historic district through its 
pastel color palette. Printed in-house 
on smooth Type II, eco-friendly and 
PVC-free substrates containing 31 
percent post-consumer recycled 
content.

Holiday Foliage
holidayfoliage.com
Chic and urban, the Nopa Nesting Tables makes 
a statement with its arched, modern legs and 
contemporary color scheme. 

Panel Processing 
Inc. 
panel.com
These Pegboard Skinz 
are perforated paper 
overlays that can be 
placed over existing 
pegboard. Your printer 
or graphic house sends 
this company the 
printed paper and they 
perforate it for you. Can 
be secured with pegs, 
double-sided tape or 
tree clips. 

Barovier&Toso
barovier.com
Vallonné and Vallonné Opale
designed by Luca Nichetto is a col-
lection of suspension lamps draw-
ing from organic curves found in 
nature (vallonné means “hilly” in 
French). An optional milky finish 
(shown) omits a soft light in- tend-
ed for any interior.

Bernstein Display
bernsteindisplay.com
Featuring a demure, artistic, elegant and 
inclusive attitude, this new collection has 
a timeless appeal and style. Celebrating 
curves, Bebe can be customized in a range 
of finishes.

Frank Mayer and As-
sociates Inc. 
frankmayer.com
This custom GE Cync (Smart 
Home) display for Meijer stores 
was created to fit the grocer’s 
shelving systems and also 
features a crown molding header 
that matched the store decor. 
Showcasing how smart home 
technology goes beyond lighting, 
the display includes a video 
monitor that plays a loop until a 
button is pushed for sound. 

Axis Display Group 
axisdisplaygroup.com 
Custom created for Trek, this company 
combined plywood, metal and veneer to 
create units utilizing top and bottom chan-
nels to support airline cables allowing for 
backlit signage to be displayed. The back 
wall contains a lightbox featuring change-
able SEGs.

Visual Citi
visualciti.com
This company offers a bevy of props and 
decor, as seen here through this custom 
fall global rollout created for Kate 
Spade’s interiors.

Marking Specialists 
Group
markingspecialists.com
Ideal for p-o-p displays, these 3-D 
molded lettering designs called 
Duro-Graphics can be customized 
in various colors, sizes, materials 
(translucent, opaque or transpar-
ent) and shapes. Parts can be easily 
adapted to mounting surfaces.

DK Display 
Corp.
dkdisplaycorp.
com
This youthful and 
hyper-realistic 
sartorial col-
lection, dubbed 
Diversity from 
New John Nissen, 
is available exclu-
sively through this 
company.
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STYLMARK INC.
When you think Metal, Light and Color, think 
Stylmark. Stylmark, a leading US manufacturer 
of aluminium fixtures, creates showcases,  
fitting rooms, LED lighting systems & light  
boxes, mirrors, shelving and trimwork  
anodized to an array of colors. For over 65 
years, Stylmarkcontinues to enhance the  
functionality and 
aesthetics for the world’s largest brands  
incommercial retail, hospitality and out-of-
home advertising environments.

CONTACT: Carrie Harvey
6536 Main Street NE / PO Box 32009
Minneapolis ,  MN 55432
P: 800-328-2495
F: 763-574-1415
EMAIL: info@stylmark.com
WEBSITE: www.stylmark.com

TRION INDUSTRIES INC.
Trion is the world leading manufacturer of re-
tail solutions producing over 90% of our items 
in the USA.  Items include display hooks, shelf 
edge label strips, adjustable pusher trays, the 
WonderBar Tray Merchandiser, the all-adjust-
able ZipTrack push system for all shelf sizes 
and merchandise sizes including single serve 
drinks, AMT organizers for freezer and dairy 
products, and much more.

CONTACT: Customer Service
P: 800-444-4665
EMAIL: info@triononline.com
WEBSITE: www.triononline.com

ENSEMBLE BUSINESS GROUP
We are a curated global collection of pas-
sionate architects, designers and marketplace 
strategists enjoined to service Architectural & 
Design Firms.

We’re led by top creative thinkers who can 
help with expansion into new practice areas.

CONTACT: Brian Weltman,  
Director of Interiors & Experience. 
1901 Avenue of the Stars,  
Los Angeles,  CA 90067
P: 858 877 8335
EMAIL: bweltman@go-ensemble.com
WEBSITE: www.go-ensemble.com

ALPOLIC
More brands turn to ALPOLIC than any other 
MCM manufacturer. We precision match your 
brand colors for a consistent look across all 
your corporate architecture. ALPOLIC means 
business, providing lightweight, affordable, 
versatile products backed by industry-leading 
quality, syupport and warranty protection. 
Trust ALPOLIC to be the face of your brand.

CONTACT: 401 Volvo Parkway
Chesapeake, VA 23320
P: 800-422-7270
EMAIL: info@alpolic.com
WEBSITE: www.alpol ic-americas.com/
corporateid

QUAD GRAPHICS
Quad is a worldwide marketing solutions  
partner dedicated to creating a better way 
for its clients. Our data-driven, integrated 
marketing platform helps clients reduce 
complexity, increase efficiencies and  
enhance marketing spend effectiveness.

Quad creates permanent and temporary 
display, signage, decor and pop-up shops 
using innovative design, stress-free 
installation and everything in between.

CONTACT: Brenda Kiehnau
N61W23044 Harry’s Way
Sussex, WI 53089
P: 414-566-2899
EMAIL: PermIn-Store@Quad.com
WEBSITE: www.quad.com

LEDCONN CORP.
LEDCONN provides custom LED backlight-
ing solutions that are uniquely engineered 
to ultimately satisfy the retail environment & 
display lighting needs of major brands as well 
as commercial spaces such as exhibition & ar-
chitecture. Our customers rely on our expertise 
to enhance their brands with custom lighting 
delivered on time & as stress-free as possible.

CONTACT: Kyle Seabolt, Director of Sales
P: 714-256-2111
EMAIL: sales@ledconn.com
WEBSITE: www.ledconn.com

VMSD Network delivers more than 53,000 impressions to retail design professionals each month.  
VMSD Network is the “go to” source of the industries’ most innovative suppliers, services and manufacturers.

N E T W O R K

Contact:  Linda Dadamo  |  917-359-1676  |  Email: linda.dadamo@smartworkmedia.com

DESIGN AND MARKETING FIRMS

FIXTURES ARCHITECTURAL

KEEP YOUR COMPANY IN FRONT OF 
53,000+ RETAIL DESIGN DECISION MAKERS
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C H E C K I N G  O U T
A conversation with Steve Kaufman

Timberland is an outdoor-inspired 
brand. Is that your lifestyle?
All the way. I was born in Massachusetts and 
live in New Hampshire on the seacoast. We’re an 
active family, we like to be outdoors and explore – 
whether that means the beach or the mountains, 
we really enjoy being part of nature.

Live and die with Red Sox and Patriots, 
too?
I’m not a huge sports fan, but I’m also a wife and 
mother to my husband and three sons, so I play 
along. As for the ‘live and die’ part, I live and die 
with whatever team my 14-year-old son Lucas is 
playing for in school. I love to watch him play.

When did you decide that your life 
would be devoted to retail, design and 
branding?
Very early on, as it turned out. I switched high 
schools, in fact, because I’d heard Manchester 
High School in Manchester-by-the-Sea, Mass., 
had a class aimed at students interested in busi-
ness and marketing. It included a competitive 
after-school program in which you could focus 
on specific marketing areas, such as fashion mer-
chandising and retail marketing. I was 15 and I 
was just blown away.

Which led to . . .?
A Bachelor of Science in Fashion Marketing from 
Lasell University, then an internship with Bose 

Corp., and then four years at Cahill Display in 
Boston, a visual merchandising firm that worked 
on client projects and also sourced mannequins, 
fixtures and furniture. I was visual manager, and in 
that role I learned both sides of the business, from 
the brand side to the vendor side. And Timberland 
was actually a client of mine.

So on to Timberland?
Not right away. By 2008, I had two young chil-
dren and wanted to concentrate on them. While 
I stayed at home raising my boys, I also freelanced 
as much as I could and taught at local colleges 
because I needed that creative offset.

Did that work out for you?
It did. But by 2014, the kids were in school, and 
I felt it was time to get back to work. So then, on 
to Timberland. I became Visual Merchandising 
Manager of their 48 U.S. outlet stores.

But then your role expanded beyond 
the outlet business?
In 2019, I became Senior Manager of Environments 
for the Americas. In this role, I was responsible for 
retail windows and in-store creative and experi-
ence, visual merchandising and retail design. And 
last December, I became Director of Global Retail 
Design. Currently I oversee the strategy, vision and 
direction for all aspects of the brand’s retail design 
including fixture designs, lighting, furniture, mate-
rials, etc.  

So visual but also store design, 
planning, construction, etc.?
In my current role, I oversee the hardware side of 
the design function within our retail stores.  While 
visual merchandising doesn’t fall under my leader-
ship, I use my expertise in VM daily while I develop 
retail designs for our fleet. Knowing the ins and 
outs of visual merchandising principles certainly 
helps me to do my job well while working on the 
design, planning and construction side. 

Amber Bazdar
Timberland’s Director of Global Retail Design is 

entrusted with one of retail’s most iconic brands. 

It’s a plus that she enjoys the great outdoors.

HOW NOT TO GET 
A JOB?
When I was in school, I interviewed 
for a visual merchandising intern-
ship at Bose Corp. I didn’t get it, 
and I was so upset. I had met with 
two women at Bose, and I really 
wanted to work with them. So I 
actually called the HR department 
every single day for two weeks, 
and I guess I bugged them so 
much that they opened up another 
spot for me. They said they were 
impressed by my persistence.

I know that’s not the textbook 
way to land a job, but being able 
to work with these women – Kris-
tin Lauer and Midge Kirby – they 
inspired me. I am incredibly thank-
ful for the doors they opened back 
when I was just beginning my 
career.






