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L
ifestyle retailing has
been all the buzz since
the beginning of the
new millennium, but
the following music

stores shatter that trend. While
they still promote the music-
making experience, these deal-
erships boast store designs that
are more Nordstrom than
Barnes & Noble, more classy
than cozy. Special effort has
been put into creating a luxuri-
ous environment, so they can
attract upscale customers along
with general musicians.

Some of their design con-
cepts require a considerable
investment. Others are as sim-
ple as replacing a fixture. Learn
from their strategies in the fol-
lowing walk-throughs.
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MERRIAM MUSIC
OAKVILLE, ONTARIO, BY JEFF CAGLE

Merriam Music recently invested more
than $1 million into its flagship,

25,000-square-foot complex in Oakville,
Ontario. President Alan Merriam brought
in a high-end design firm to help create a

feel that combined traditional and con-
temporary elements.

Over the past year, the company also
acquired several high-end piano lines.
Merriam set out to showcase them in a

way that oozed elegance and sophistica-
tion, but with a listening environment sim-
ilar to the instrument’s final home. The
company added custom-built shelving for
its print music displays and its acces-

sories kiosk, as well as earthtones and
wood paneling for a warm, refined feel.
“We’ve always tried to do things a little
bit differently and a little more cutting-
edge,” Merriam said.

bbHIGH-
END
FLOOR
Merriam Music’s Oakville,
Ontario, showroom has
three different types of
high-end flooring in various
sections: carpeting, slate
tile and hardwood. The dif-
ferent floors help segment
sections of the showroom,
but have an added value
when demonstrating
acoustics to customers.
Employees can show how
different flooring types
affect sound reflectiveness,
helping customers get a
better sense of how an
instrument might sound in
their own environment.

bbFLAT
SCREENS
The store features three
large, flat screen TVs.
Each broadcasts in-
house-produced content,
including trivia questions,
general facts about pianos
and specific information
on the lines Merriam sells.
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bbWARM LIGHTING
Merriam said he wanted the store to have a “warm feel while still being well-lit.”
In many areas, florescent lighting provides an abundance of light, while incan-
descent cans are used strategically to add warmth. Merriam added a hanging
fixture around the high-end pianos to add an element of refinement. To give the
Shigeru Kawai section a contemporary Asian feel, he had a series of Japanese
window sections installed along one wall.

bbCUSTOM SHELVES
Merriam had shelves custom-built for his print music selection. The shelves
are constructed of a veneer, but the dark cherry stain gives them an ele-
gant look. Some books are displayed in vertical towers, showing the top
third of the cover. Others are displayed on the type of shelves found in an
art store, showcasing the entire cover.

bbSALES OFFICES
A portion of Merriam Music’s sales offices are aligned in a row
separated by glass partitions, much like in luxury car dealer-
ships. The desks boast a contemporary design, topped with lit-
tle more than a computer monitor, telephone and business card
holder. This minimalist feel tells customers that their salespeo-
ple have their full and undivided attention. “We wanted the look
and feel of a Mercedes or BMW dealership,” Merriam said.

bb IMPULSE SALES
Merriam Music’s accessories kiosk is located next to the staircase lead-
ing to the showroom on the retail level, strategically placed in a high-
traffic location. It includes a custom-built cabinet and matching slatwall
display. “It’s important that accessories are merchandised in a sophisti-
cated way, especially because they are impulse buys,” Merriam said.


