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Retail Revamp is an exciting new book full of simple 

tips and practical advice on visual merchandising 

and display suitable for any retailing environment. 

Retail Revamp introduces the reader to what visual 

merchandising is all about and details the 

importance of a visual merchandising strategy for 

any retailer, no matter how big or small, in today's 

marketplace.

This book offers a Do-It-Yourself approach to visual 

merchandising, with basic merchandising principles 

and practices that can be picked up and 

implemented in any retail setting. It takes the mystery 

out of visual merchandising, without losing the 

wonder, and helps you create those WOW 

retail displays. 

An easy- to -read book, packed with information and 

inspiration with plenty of colourful visual examples, it 

will have you merchandising your store to great 

financial advantage in no time at all! 

Retail Revamp is predominantly written for 

independent retailers, visual merchandising students 

and anyone else who has a keen interest in 

visual merchandising.

About the Author

A passionate visual merchandiser inspired by her 

mother, an independent retailer, Carol Bagaric 

started her career in visual merchandising as a 

window dresser and instore merchandiser over 15 

years ago and later moved into senior Visual 

Merchandising Management roles. During the 

course of her career Carol has worked with an 

assortment of retail chains and has merchandised 

an array of product from cosmetics right through to 

Barbeques. 

In 2005 Carol formed AUSVM, Australia’s leading 

Visual Merchandising Company, partnered with   

Tamarra Barrett, a Retail Marketing Specialist. Their 

aim is to ‘Retail Revamp’ as many retailers as 

possible! You can learn more about AUSVM @ 

www.ausvm.com.au 
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Why Retail Revamp? 

Thank you for purchasing my book. This book 

comes about as a result of many requests and 

cries for ‘visual merchandising’ help I have heard 

from various retailers and visual merchandisers  

over the years. 

In 2004 I was working for a national retail chain 

and after a presentation a licensed operator of this 

chain approached me and asked where is it exactly 

he could go to learn more about VM. He commented 

that he had received and implemented the company 

VM briefs I had sent out and had seen great  

sales results. 

His exact words to me were, “Where is it I can 

learn more about this VM?” “What can I buy or 

read?” I shrugged my shoulders and I replied,  

“There is nothing that I know of in the  

Aussie market.” He walked away and muttered 

something along the lines of, “Someone should write 

a book on the subject.”  The seed was planted. 

A few years later and to the best of my knowledge 

I have put together Australia’s first book on  

Retail Visual Merchandising aimed at educating 

those in the industry who are after a practical guide,  

a beginner’s perspective on the subject. 

With this in mind the objective of this book has 

been to take a very complex subject and simplify it.  

And it’s as simple as that. 

Over the years I have conducted hundreds of  

store visits, where the focus for the most part has 

been on improving presentation standards to attract 

more customers into the store and through great 

VM, entice them to buy, buy, buy! I have taken these 

key tips and VM principles that I have shared over 

the years and put them into this book. 

I have written this book as if it were one long store 

visit. I understand that in this day and age the 

average retailer does not have a spare week to kick 

back, put their feet up and indulge in a book of visual 

merchandising. With this in mind it is an extremely 

practical and straight to the point read, backed 

up with plenty of photos and illustrations to help 

drive home key principles of visual merchandising 

and display. Not only is it practical; it is also an 

inspirational read. 

I share photos in this book that I have collected 

for over 5 years. To this day I draw inspiration and 

motivation from these photos; from all the weird 

and wonderful things retailers have done around 

the world. I hope this book inspires you to make 

wonderful and financially successful changes  

in your store. 

One of the greatest things about VM is it does 

not have to cost you a fortune. Through visual 

merchandising you have total visual control over 

your retail space and by investing some time and 

energy into your store you can merchandise it into 

whatever you want it to be. 
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I hope this book inspires the small business retail 

operators and visual merchandisers out there to 

continue in their wonderful and creative efforts 

of VM. Because without you the Australian retail 

landscape would not be the same!!! 

Enjoy 

Carol Bagaric

carol bagaric, half way through a christmas window installation
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      The buzz word here is PRESENTATION: it is all about the 

theatre in retail design where each day the curtain goes up on a new,  

different and enticing show of product. Presentation makes the 

difference between whether the store is serving up ‘comedy’ or 

‘tragedy’ and how the show will be judged by the shoppers.

Store Presentation and Design – Martin M. Pegler (2004, pg7)

“ “

crate & barrel, usa
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huh …visual Wot? 
visual meRchandising 
defined 

true story
Many years ago, I decided to branch out on my 

own as a freelance visual merchandiser contracting 

mostly to small independent retailers.  

During the start up phase of my new venture I found 

myself supplementing my income, working part 

time as a telemarketer in a Sydney call centre. The 

role involved selling Reader’s Digest’s Wind in the 

Willows book and video sets. Riveting work for any 

aspiring visual merchandiser, as you can imagine. At 

the time I reminded myself this was only temporary 

work till the really big visual merchandising 

contracts started to roll in! 

One shift I found myself seated next to James, 

a soccer mad backpacker from Liverpool, 

England. Between calls the following  

conversation unfolded. 

James: (thick Liverpool accent): So, Carol, what 

is it you really do?

Carol (very proudly): I am a freelance visual merchandiser.  

James (dumbfounded facial expression):  

A wot?

Carol (slowly this time): A….. visual…. 

merchandiser.

James: Wot’s that?

Carol: Well, I work in the retail industry, and 

my work involves creating window displays and 

arranging product so that it attracts customers 

to buy it. I support retail promotional events like 

Christmas, Valentine’s Day … hmm …….what 

else? Basically I am responsible for the way a store 

looks and making sure…  

James: You’re having a lend aren’t you…? 

Carol: What do you mean?

James: Is that seriously a job? 

Carol: What do you mean, ‘Is that a job?’  

Of course it’s a job! 

James: Seriously, do people really do that? I’ve 

never heard… 

Carol: Of course people do it!  Think about it, 

James. How do you think a retail store comes to 

look the way it does?  Think about all those big 

retailing chains out there – how do you think the 

window displays come about? With the product 

displayed in such a visually appealing manner 

presented in size order, colour order, mannequins 

dressed perfectly. How exactly do you think this  

all happens? 

James: You know, never really thought about it. I 

just thought that staff put the stuff here and there!  

Many years on, this conversation still comes to mind. 

“Is that a job?”  

Yes, indeed it’s a job!  And a very important one  

at that! 
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visual meRchandising defined 

“In simple terms, visual merchandising (VM) 

is a practice that supports retailers of any 

shape and size in presenting their retail space 

in the best possible way to maximise sales.”

Visual merchandising does not stop at great looking 

window displays. It is far more than this. From 

your instore layout and product merchandising, 

to housekeeping, lighting, music, price tickets, 

posters and graphics, window display and 

props, right through to the colour you paint 

your walls and the fixtures you sell from: all 

these elements and how you visually organise 

and rotate them within your retail space is  

visual merchandising.

Visual merchandising is a technique that is applied 

and practised in any retailing environment. 

Whether you’re an up–market fashion chain 

or the local hardware store, it doesn’t matter 

what you sell because if you have a retail 

space and open your doors for trade, you are 

conducting visual merchandising on some level.  

 

The practice of visual merchandising calls on 

creativity, inspiration, logic and organisation. 

It has been quoted on numerous occasions as 

being a mix of art and science, but know this:  

 

When a retailing environment makes visual 

sense, a customer will be naturally attracted to 

the space, enticed to come in, convinced to stay 

and shop and, most importantly, want to buy! 

This is what visual merchandising does. Now, isn’t 

this the position you, as a visual merchandiser or 

retailer, want to be in?

seed, children’s clothing store,  
woollahra, nsw  
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WheRe is youR visual 
meRchandising hat?
  

The average independent retailer totally 

underutilises VM as a selling tool in their business. 

I see this happen all the time. I use this analogy to 

illustrate my point. 

Visual merchandising is a retailer’s silent 

salesperson. This definition is often used to describe 

VM. My version is different: ‘Visual merchandising 

is your silent continuous salesperson’. VM is always 

working, always selling for you in your store.  

It is important to remember this: always working; 

always selling. 

When you are too busy on the phone, caught up with 

a delivery, stuck on paperwork, or short staffed and 

just can’t get to that customer, VM is your store’s 

salesperson, doing the selling for you. Now, how 

well this silent salesperson does, all depends on how 

well you VM your retail space.  

So, how would you rate your in store VM?  Good, 

bad, ok? Perhaps you are thinking, non existent?   

If you are in retail, and you do not conduct some 

form of VM activity within your store, you are 

missing sales. I speak with retailers all the time who 

are quick to blame the lack of foot traffic into their 

store on the weather, the economy, petrol prices, 

the latest international crisis and so on, yet fail to 

realise that they themselves are contributing to the 

loss of business. 

How? 

Most independent retailers in today’s marketplace 

wear many hats. More often than not, you find 

yourself wearing the hat of a salesperson, marketer, 

product buyer, accountant, recruiter, advertiser, 

instore trainer, human resources officer, instore 

cleaner and, somewhere, at the bottom of the list, 

visual merchandiser. 

How well does your visual merchandiser hat fit your 

head?  How often do you pop it on and merchandise 

away?  Is your visual merchandising hat maybe a 

little old, dusty and uncomfortable?  Do you even 

know where it is?  Or, worse still, do you have no 

VM hat at all in your store?   

When a customer walks into your store, the first 

of your ‘hat jobs’ to hit them is VM. A customer 

will always, always judge a book by its cover. Ask 

yourself, ‘How does my cover look?’

Would a customer walk into your store today and 

see a fresh new window display, a promotional area 

to greet them at the door, and a well laid–out store 

to shop around?  

Or would they see a window display that has not 

changed in the last six weeks, six months, or six 

years, lined with dust and dead flies, some faded 

signs, a non–existent promotional area, and some 

product shuffled about here and there?  

fRom a visual meRchandiseR’s 
point of vieW

I love what I do. As corny as that may sound, it’s the 

truth. I have spent many years working as a visual 

merchandiser in the retail industry. My very first 

visual merchandising job (unofficially) was for my 

mum’s shop, a ladies apparel boutique located in the 

southern suburbs of Sydney 

Left to my own devices, (thanks mum!), I spent 

many a Saturday and school holiday turning my 

mother’s store upside down, practising putting stuff 

here and there. 

Then I would sit back, watch and wait to see what 

would happen. I would observe how many people 

stopped and looked at my new window display, and 

I’d ask myself so many questions. Was it drawing 

the customers in?  And, once in the store, how long 

did the customers shop around? Why did these 

customers always seem to walk in and go straight 

to that one particular fixture of clothing, something 

I saw happen over and over again? And what about 

the back left corner of the store? Why did customers 

hardly ever go over there?  

On and on it went, and with every question that was 

somehow unanswered my mind called forth another 

re–merchandising of my mum’s store. 

From there I went on to merchandise young and funky 

fashion apparel, indoor furniture and homewares, 

jewellery, lingerie, electronics, telecommunications 

(mobile phones and accessories), cosmetics, 

barbeques, outdoor furniture, wood heaters, bed 

linen, gourmet food and motorbikes to name but 

a few. 

Through all of this, what have I learnt, and what 

can I share with you to make your business more 

successful?  Three absolutes come to mind. 

1. Customers are always naturally attracted to 

displays and merchandise that make visual sense, 

displays that tell a story and give the customer 

answers. 

2. It doesn’t matter what you sell. Visual 

merchandising is simply a technique that is 

always required and applied in any retailing 

environment for any product. 

3. There is next to no information available 

for the independent retailer or VM 

beginner who wants to learn the basic 

how–to on visual merchandising. This is  

desperately needed!   

Which brought me to write this book. 

10 11

saKs, winter  
window display, usa
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is this Book foR me? 

If you are an independent retailer, a small retail 

chain operating with no VM staff, a licensed or 

franchised retail operation, or thinking about 

opening your first retail business and seeking some 

basic, easy to understand instructions and direction 

on VM, this book is for you. 

If you are a visual merchandising student, entry 

level instore visual merchandiser, or thinking about 

starting a career in this field, this book will become 

your best friend. 

If you manage or are involved with a retail sales team 

and wish to see the standards of VM in your stores 

improve, this book is a great resource for revisiting 

and reminding a sales force about the basics of retail 

visual merchandising. 

Most importantly, this book does not talk about the 

theory of visual merchandising, but goes straight 

to the nitty gritty, giving you the how–to of visual 

merchandising. It is written through the eyes of a 

visual merchandiser using documented case studies, 

before and after photos, diagrams, illustrations, 

checklists, references and some of my own personal 

visual merchandising highs and lows from along the 

way. I promise you it is fun, inspiring, rewarding 

and, believe it or not, so easy to do. 

So where do we start? 

Always, always with a plan!

  

A customer walks into your store not knowing how 

many different hats you wear day in and day out, 

and they do not care anyway. 

They do not care that your business activity 

statement is late and incomplete, that Sally has just 

called in sick, and that your much–needed stock 

delivery is running four days late. Customers are in 

your store because they want something. They want 

to spend money, and they want to be served. And 

before you can even throw on your sales hat and run 

to the door to greet them, ask yourself this:

Visually, how does my store speak to my 

customers and, visually, how does my store sell 

to my customers?

you aRty types
 

I speak with retailers all the time who say to me, 

“I don’t understand exactly what it is that you 

creative, arty type people do.” Understand this: you 

do not need to be creative or arty to carry out 

visual merchandising in your store. It helps, there 

is no denying that, but it is not a prerequisite. 

This book shows you how visual merchandising 

is really an easy, logical, commonsense tool and 

technique that, when it is broken down and put into 

play, transforms any retail space! 

This book shows the beginner, in easy steps, how to 

work a VM routine into the day–to–day operations 

of the retail environment. When you follow the 

visual merchandising practices in this book, you 

will not recognise your store by the end of the 

first month. Best of all, when you follow the VM 

practices outlined in this book, you will see your 

profits rise as a result. 

This book shows you how to VM your 

store very easily for maximum impact and  

maximum profits.

the deli, ersKineville, nsw

a visual merchandiser hard at worK. 
munich, germany



Merchandising a store is, at the best of times, an 

overwhelming experience. I can guarantee you this: 

you will always find that the product does not fit 

onto the fixtures, that the actual merchandising does 

not look quite right, that you will run out of time, 

run out of the right product, the right fixtures, and 

you will also run out of energy and enthusiasm!  

While all this is happening, you become more and 

more confused, disillusioned, and fed up. You get to 

the point where you are just about ready to throw 

your hands up in the air and start jamming the stock 

wherever it fits here and there! Does all this sound 

familiar to you? 

It is here that your master plan will become your 

best friend. A plan will keep you on track and will 

constantly remind you where you are going and 

what you want to achieve with your store, saving 

you time and stopping you from turning it into a 

merchandised mess. 

When I first started my career as a visual 

merchandiser, I loved the creativity of the role, and 

that was all I wanted to know about. I desired to 

make everything look pretty, and simply wished 

to further develop my artistic flair. This was my 

focus. I had no time or inclination for any type of 

plan! (Students take note!) It took a few jobs and 

hours of unpaid work to teach me about planning 

for success. I was caught in one too many situations 

where I totally underestimated the amount of work 

before me because I didn’t plan and assess the entire 

store thoroughly to start with.  

It’s important to understand that there is a very 

logical and organised side of visual merchandising. 

One can really see it in the planning stages. Look 

at your store and the cold, hard facts before you. 

Don’t worry about pretty, funky, colour–matching 

displays just yet. Start with a good solid plan that 

will see you through to all the fun, colourful stuff! 
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WheRe does it all go?  
the impoRtance of a visual 
meRchandising masteR plan   
 

Before you touch a single thing, it’s important to plan 

your merchandising moves. You might be thinking 

you don’t have time for a plan. Well, I am here to tell 

you that yes; you do. It can be as long or as short as 

you like. Spend ten minutes writing down in point 

form what you would like to do, or spend ten weeks 

strategising your merchandising moves. It’s your 

plan, so make of it what you please. The point is to 

put pen to paper and write something down. 

Why plan?  

Over the years, I have re–merchandised more 

stores than I care to remember. The most difficult 

were those that had been poorly planned.  

Re–merchandising a store is like playing a game 

of dominos: move just one thing and the knock–on 

effect begins. 

It goes something like this. One day you decide to 

re–merchandise your store. You have no plan, but 

you do have (in your head) a rough idea of what you 

want. You move some product and it looks good in 

its new home. Now this affects the previous product 

that was there, so you take the now displaced 

product to the other side of the store, moving a few 

fixtures along the way. You attempt to merchandise 

the product onto a fixture but half of it does not 

fit. What now? You scan your store. Of course! The 

shelves near the counter! It should all just fit there 

nicely. Phew! Saved! 

You carry on, although you notice these shelves 

are just barely attached to the wall by a few little 

screws. Apply the smallest bit of pressure and it will 

all come down. You remember you saw this about a 

week ago, but forgot to fix it. 

So there you are, still with the product in your hands 

so, temporarily, you drop half of it on the floor near 

the counter and the other half on the counter. You 

are concerned about the lack of stability of the 

shelves, so you remove the existing product off the 

shelves and pile it on top of the displaced product 

already growing on the counter. 

You are trying to remove the shelves when a customer 

requires some assistance. You attend to the customer 

then, out of the corner of your eye, you see another 

customer rummaging through all that product on the 

floor while leaning on those shelves that are barely 

holding up. All of a sudden you see a nice little mess 

growing before your eyes. Does this sound familiar? 

What was in your head? 

If I were to ask you at this point what exactly was 

in your head to begin with, what would you say?  

What exactly did you want to move, and how did 

you want the store to look in the end? Most people 

would not be able to remember. At this point, most 

would be wondering if and when the shelves could 

be replaced, and if they could afford it. Not to 

mention wondering about all that product on the 

floor getting dirty, and where it will go.
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the dolac, local marKetplace,  
Zagreb, croatia 
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Chapter 10

Event and Seasonal Merchandising 

This chapter addresses the importance of delivering 

on instore marketing and promotional activity from 

a visual merchandising perspective. There’s plenty 

of reference material and a promotional calendar to 

keep you on track. 

 

Chapter 11

Retail Signage 

Price tickets, signs and posters: it’s all in the detail. 

Something as simple as a price ticket can be easily 

overlooked and be detrimental to sales. Here you 

learn how to incorporate vital detail into your daily 

retail routine. 

 

Chapter 12

Visual Merchandising – Recap 

Now you’ve created the perfect store, it’s time to sit 

down with a cup of coffee and get all fired up on 

how to keep the VM spirit alive, week in week out, 

in your store. 

At the end of each chapter, there’s a workbook 

section with a few blank pages for you to take 

notes, make lists, sketch out what you want, write 

down ideas, dreams, potential problems, budgets 

and so on. I strongly recommend you sharpen your 

coloured pencils and make use of this part of the 

book because this is the fun way to create a VM plan 

for your retail space in next to no time. Just doing 

the exercises creates the plan!

Remember this. When you start your plan, don’t 

hesitate to write down everything you wish to 

achieve. Get it all out of your head and onto paper. 

This way, once the plan is complete, you can start 

a timeline for activity. What you may not get done 

this week, this month, or this year, is always there, 

recorded in your plan. And remember: this exercise 

of creating and implementing a VM plan applies 

whether you have an existing store or whether 

you’re looking to open a new one.

So, get your pencils ready and let’s begin! 
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Where and how do I start? 

Step by step. Bit by bit. 

From this point on, this book will act as your visual 

merchandising master plan. I have identified 10 key 

components that shape a visual merchandising plan 

and I have dedicated a chapter to each component. 

These are: 

Chapter 2 

Understanding Visual Merchandising  

Design Basics

Everyone needs to start here. It’s an easy read 

covering the basic design principles of visual 

merchandising. This is where you start to think 

about what look you want to achieve for your  

retail space. 

Chapters 3 and 4 

Window Merchandising 

Before we move inside your store, focus on the 

windows, the eyes of your store, is required. These 

chapters cover how to achieve outstanding window 

displays that will stop customers in their tracks and 

command them to look and come on in. 

Chapters 5 and 6 

Instore Merchandising  

From here we make our way into and around your 

store where every aspect of your instore layout 

and merchandising is broken down in a simplified 

manner. Everything is covered from fitting rooms, 

point of sale area, the best place to put new product 

arrivals and much more. 

Chapter 7 

Fixtures and Fittings 

What is right for your store?  Here you’ll take a 

brief look at what is available in the marketplace 

and where to go for the best possible advice and 

information on instore fixtures and fittings. 

Chapter 8

Merchandising with Props 

Should you or shouldn’t you?  Instore props work 

wonders for some retailers. This chapter looks at 

how and when to incorporate props into your retail 

environment without breaking the budget. 

Chapter 9

Senses Merchandising 

The right lights, music and smell: it’s all about the 

senses. In this chapter, you’ll discover some handy 

tips and hints to make sure you incorporate the right 

senses in your store. 

KooKai, sydney




