Editorial

Olympic Games Expand Potential of Chinese Sports Market
As you’re reading this, the 2008 Olympic Games are in full swing. Heralded
as China’s coming-out party, the Beijing
Games signal China’s emergence as a
formidable economic power.
China has invested an estimated $42
billion in preparation for the Olympic
Games—a record outlay for a host city.
The huge inﬂow of capital to support
such a massive sporting event has resulted in major infrastructure changes.
Beijing upgraded its public transporta-

tion system, opening a new cross-city
subway line and adding a light-rail link
from the airport, expanded its digital
communications networks, and constructed dozens of sports facilities including the National Stadium.
Some observers have criticized China’s lavish spending on construction of
sports complexes because of its inability
to satisfy the everyday demands of the
country’s swelling urban population.
But these state-of-the-art facilities,

combined with China’s ambitious quest
to win more Olympic gold medals,
could establish the country not only as
an economic superpower but also as a
sports superpower.
China’s people, now exposed to dynamic international sporting events,
could develop more interest in watching and participating in sports. And the
growing Chinese consumer base could
opt to spend their discretionary income
on sporting goods.

China’s sports industry is tiny now,
but the sector could grow rapidly with
increased demand. The Hong Kong
Trade Development Council estimates
that China’s sports industry will soon
grow by 20 percent a year.
Bicycles could be part of that growth
if the industry can captivate China’s rising consumer class. Our challenge is to
convince Chinese consumers to view a
bicycle not only as transportation but
also as sports recreation.

Guest Editorial

Merchandising for Female Customers Requires Softer Side
BY TROY SCHWEHR
Who doesn’t remember the “Come see
the softer side of Sears” commercials? A
bold move for a retailer best known for
its lawnmowers and Craftsmen tools,
but a smart one for a company looking
to get more of the most powerful and
inﬂuential shoppers (i.e., women) to see
Sears as a store for them too.
With more earning their own incomes and making their own purchase
decisions, women are a force to be reckoned with on the retail ﬂoor. This means
retailers—especially those positioned
in traditionally male-dominated markets—will need to get past the stereotypes, rethink the shopping experience
and make their stores more femalefriendly to remain competitive.

Color. Pink has long been the proverbial color of femininity, but today’s
woman is OK with retailers getting creative with color in their store design. Incorporate brighter colors to keep things
from becoming too dark. Heavy color
palettes are viewed as very masculine
and can intimidate female shoppers.
Displays & Layout. Display design
and layout can also add a softer touch to
a store. Hard-edged and boxy displays
are a no-go for women. Organic shapes
and curves soften a display’s appearance
and are more pleasing to the eye. Keeping ﬂoor displays lower in proﬁle and
limiting tall shelving to the perimeter
walls or avoiding it altogether also helps
to create a more welcoming space.
Some retailers are going so far as to

bring touches of home into their stores.
Fixtures and displays with the ﬂair of
furniture add warmth and comfort to a
space—two qualities that women appreciate. More and more, we see displays,
merchandise and accents arranged
into vignettes, creating the illusion of
“rooms” within a selling area. This style
of merchandising beneﬁts the consumer
by showing her how products can be
used in her life and what products and
accessories complement each other.
A more understated aspect that may
be even better appreciated by women is
wider aisles. They create a more open
environment and make navigating a
stroller through a store a lot easier.
Signage. Focusing your signage and
graphic content on how your products

can be used is another great way to
speak to the female audience. Take digital cameras, for example. The number of
megapixels doesn’t mean much to many
consumers, but saying that a camera is
capable of taking 8- by 10-inch portraitsized pictures means something.
There are plenty of retail design tricks
to appeal to female customers. Anything
can be given a feminine makeover, and
with the increasing purchase power of
women, now’s the perfect time to get in
touch with that “softer side.”
Troy Schwehr is a retail consultant for
F.C. Dadson, a manufacturer specializing
in the development of retail environments
and display programs. For more information, go to www.fcdadson.com.
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