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Tommy Hilfiger Virtual Merchandising department in London; 
 
Brompton Road, Head office 
Brompton Road Flagship store 
Regent Street Flagship store 
Stratford, Westfields 
Oxford Street, House of Fraser 
Bank, House of Fraser 
Wimbledon, Elys 
 
My Blog: http://robynarmfield.wordpress.com/ 
 
 
 
 
 
 

As one of the world’s leading premium lifestyle brands, Tommy Hilfiger delivers 
superior styling, quality and value to consumers worldwide. The brand 
celebrates the essence of Classic American Cool and provides a refreshing 
twist to the preppy fashion genre 

Tommy Hilfiger website 
 

Tommy Hilfiger distributes to over 90 countries worldwide.  They design clothing and 
accessories that aim to appeal to a diverse range of customers with their "classic 
American cool" and "preppy with a twist" lifestyle looks. With this look they try to ‘define’ 
their lifestyle brand. The Tommy Hilfiger brand possesses a strong world-wide brand 
awareness. Tommy Hilfiger has two distinct brands, Tommy Hilfiger, aimed at the 25 to 
45 year old consumer, and Hilfiger Denim, targeted at the 20 to 35 year old consumer. Its 
apparel is aimed at Men, Women and Children. 
 
Tommy Hilfiger products include: sportswear; footwear; athletic apparel (golf, swim and 
sailing); bodywear (underwear, robes and sleepwear); accessories; bags; men's tailored 
clothing; men's dress furnishings; fragrances; home products and luggage. 
 
The Hilfiger Denim products include: jeanswear and footwear for men and women; bags 
and accessories and is positioned as being more "fashion forward" and casual than the 
Tommy Hilfiger label.  
 
Tommy Hilfiger sells its products via retail, wholesale and concessions. In North America 
it has many of its own stores but it also sells its products through Macys. In Europe the 
Tommy Hillfiger brand is sold predominately via wholesale and subsequently through 
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large department stores like House of Fraser and John Lewis, although smaller 
independent stores also sell their products.  
 
 
Tommy Hilfiger is a world-wide business as stated. The graphs below (Fig 1) 
demonstrate that the Tommy Hilfiger global retails sales have increased by over $3 
billion dollars (approximately £2 billion) in the last 6 years. 
 
Additionally, as you can see from the second chart, whilst Tommy Hilfiger was originally 
a solely American business, the largest proportion of the market is now Europe where it 
has strengthened its hold in its market and increased sales. It has become a global 
business where it appears to be thriving. 

                              Fig1  

The last graph below (Fig 2) is taken from a website, www.pvh.com, which analyses 
market data and the strength of a brand. The Bonding Score measures the current 
strength of the brand while Brand Voltage indicates its future potential. 
 
From this information you can see that Tommy Hilfiger has a positive voltage score. 
This means it is more likely to retain customers and improve its market share. 

Brand Bonding Score and Voltage 

 
 
 

 

 

 
 
Fig2 
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Hilfiger are also looking to embrace the mobile and online market to expand their 
business and develop their market strategy. This has an impact on how the brand is 
viewed visually online. It is important that the on-line visual impact reflects the store view 
and compliments the stores strategy to ensure continuity across the markets. In a key 
note speech at a conference in Palm Desert, California, USA, in February 2013, Jared 
Blank vice president of e-commerce at Hilfiger stated, 
 

The customer’s view is all one – it is a new opportunity for companies that are 
established like ours to rethink their teams and rethink their strategies about how 
they get in front of the customer. 
 
I think it is more about how can you use what we know from the digital world and 
bring it into the physical world, because frankly offline is still where consumers 
buy most of the stuff. Ecommerce sales will come if you look at the customer 
more holistically. 

Jared Blank, vice president of ecommerce (2013) 
 

What we can see from this quote is the importance that Hilfiger, and consequently, the 
fashion retail market, puts on the online market. Additionally, they recognise the 
significance of digital interfacing to placing the product in front of the customer audience. 
This is a vital aspect of the companies strategy. 
 
The business has a stated coorperate responsibility published on its website. 
 

Central to our identity is a genuine commitment to corporate social responsibility, 
a fundamental component of how we run our business that is directly linked to 
our strategies and practices. 

PVH Website 
 

Specifically they state that they will protect human rights, have fair working practices, and 
launch community based projects. The company that owns Tommy Hilfiger has its own 
website on coorperate responsibility indicating that they take ethical and social 
responsibility seriously (http://www.pvhcsr.com/csr2011/index.aspx). The Tommy Hilfiger 
brand supports a variety of ‘good cause’ including: ‘fresh air fund; Martin Luther King 
Memorial;  ‘War Child’ charity; world wildlife fund, and Save The Children charity.  
 
The above information indicates that the Tommy Hilfiger business is in a very strong 
position. They are an innovative company constantly looking for new markets and 
opportunities and heavily in to social responsibility supporting a variety of projects and 
making a multitude of social commitments. Tommy Hilfiger understands the importance 
of transparency to customers of their whole production process in respect to the raw 
materials and manufacturing of their clothes.  
 
Their strategy in recent years can be seen as being very affective. At a time of recession 
they have grown and expanded. The Tommy Hilfiger Brand has been able to establish 
itself in a large part of the market and as shown above, they have good customer loyalty 
basis. They are developing world-wide expanding in to new markets, like India and 
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Brazil. Their revenue worldwide- was great by £3 billion than that received in North 
America. 
 
This market strategy and outcome means that customers expect certain things from 
Tommy Hilfiger in terms of its clothing range. The Hilfiger range continues to have an All-
American look but also demonstrates ‘bravery’ with its new season designs. This, of 
course, has a significant impact on the area I have been working in, visual 
merchandising. Customers expect visual merchandising displays to reflect the company 
image.  
 
In conclusion, Tommy Hilfiger has become a well-established brand that conducts most 
of its business in North America and Europe, with Europe now becoming its biggest 
market. Even during the recent recession the Tommy brand has done relatively well, 
partly it seems, to its capacity to maintain its customers who have continued to return to 
the shop. Customer loyalty, it appears, is central to its on-going success. Additionally, 
Tommy Hilfiger is now expanding in to new markets such as Brazil and India. The 
outlook looks good for the company and it would appear that it will continue to grow and 
be successful. This appears to be reflected in other brands that Tommy competes with, 
for example, both Calvin Klein (PVH website, Brand Overview-Calvin Klein) and Ralph 
Lauren (Yahoo Business website, Ralph Lauren Annual Report) have seen their profits 
grow in recent years. Both have employed similar strategies by expanding in to new 
markets. The Tommy fashion concepts seem to remain popular over time and continue 
to attract customers to the brand. 
 
 
 
 
 
 

We’ve always focused on creating a fun, welcoming atmosphere with a few 
surprises tucked in.  

         Tommy Hilfiger (2009) 
 

The above quote is how Tommy Hilfiger responded to a question on Visual 
merchandising at his stores in 2009. Visual Merchandising is clearly an integral part 
Tommy Hilfiger, as it is, of any company store and online profile. There are particular 
jobs that VM’s are seen as responsible for. However, whilst there is a degree of 
consistency in this across companies, there will exist differences from company to 
company. 
 
VM’s will initially need to produce design ideas and floor plans for stores, often following 
company guidelines. Designs will often be drawn up via computer but occasionally by 
hand.  
 
Companies often have promotions or want to ‘showcase’ a particular product and it will 
be the role of the VM to do this.  
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When merchandising the actual display the VM will need to decide how to use the space 
and lighting creatively and make best use of a stores space and layout. The VM will set 
up and bring down displays. They will dress mannequins, arrange screens, fabrics and 
posters. Prior to the display they may have to source materials and props. Of course the 
display will need to be taken down and the success of the display analysed by the store 
staff and feedback to the buying department of the company. 
 
The work of a VM can be physically and mentally challenging, as displays can take a 
long time and often need to be done whilst the stores are closed if taking place on the 
high street. Therefore, working to deadlines is important to ensure displays are in-store 
on time. 
 
A good VM needs to demonstrate a good sense of design, colour and style that when put 
together shows imagination and creativity. A good understanding and grasp of current 
fashions and trends is equally essential, as VM displays need to have currency. Detail 
can be vital and VM’s need to ensure that all displays are precise and follow the 
companies guidelines. This is a vital aspect of the VM role. VM’s at major fashion 
retailers have to follow strict guidelines, handed to them by the company. The VM then 
has to skillfully interpret these and craft them in to a display for the store. VM’s, who are 
naturally creative people, may find such guidelines restrictive on their creative instincts 
but the alternative may lead to inconsistency in merchandising the company’s brand 
image. Companies want a degree of consistency as they believe customers expect it. 
 
Obviously a VM doesn’t work in isolation and therefore team work is another essential 
skill a VM will require. Additionally meeting a multitude of people from differing 
backgrounds means that it’s extremely important that VM’s have good organization and 
communication skills, for example, quite often VM’s will need to show store staff how to 
construct displays and its extremely important that they understand the requirements of 
the display.  
 
The future of Visual Merchandising will develop further in to the on-line market as an 
increasing amount of mediums are used by companies to ‘show’ their products, for 
example, tablets, phones, apps. Many companies are now developing this market and 
therefore a ‘modern’ VM will need to have an understanding, and some expertise, of this  
method, this would be seen as digital merchandising.  

Tommy Hilfiger is a typical model for this sector of the fashion industry as it uses a 
variety of platforms to showcase its merchandise. Apart from stores, there is their online 
website and an app (initially launched in 2009). Additionally, Tommy Hilfiger can be 
reached via social networking sites, such as, Facebook, Pinterest, Twitter, Tumblr, and 
google+. Tommy Hilfiger uses all these platforms to full affect to highlight its range and 
interact with its customers. 
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Fig 3. Tommy Hilfiger, Facebook page 

Whilst Tommy Hilfiger uses all these platforms to merchandise its products it’s clear that 
the main focus on creative development happens centrally. The central VM’s create 
guidelines that are then sent to the stores. These guidelines are followed by the store 
and online. As a centrally created concept, the Visual Merchandising, it would appear, is 
initially driven towards the online market. It is subsequently important that the store VM’s 
reflect what customers see on the various web based platforms. Customer will often view 
products online before seeing them in-store, meaning that they would expect to see 
consistency between online products and those viewed in stores. Therefore we can see 
that, at Tommy Hilfiger, each new concept and brand is created centrally. The guidelines 
that the stores and online have to follow are sent out to them seasonally in the form of a 
booklet. 

 

Fig 4. Tommy Hilfiger Guidelines, Menswear Spring/Summer 2013 
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Prior to starting my placement at Tommy Hilfiger, I felt it was important to gather 
information of a VM role from a different company. Therefore I met with Nikki Patrick, VM 
manager for Chanel beauty. From this interview (Appendix 1) one of the most significant 
factors concerning the role of VM at Chanel was that within Chanel VM is the biggest 
team and is considered the most important team, due to image and aesthetics being the 
highest priority. This is different to most Brands as this is not the usual set up. 
 
The job I have undertaken at Tommy Hilfiger was in the Visual Merchandising (VM) 
department in their London team. This has led me to working in a variety of locations, 
being able to get a feel of all the different job roles within the VM team. One such location 
was their head office in Knightsbridge in the showrooms. Here I was setting up 
showrooms for press day and also merchandising the new collection ready for the 
wholesale team to sell.  
 
Outside the office I was able to experience being an in-store VM in both of the flagship 
stores located on Regent Street and Brompton Road. Both the stores were different due 
to customer clientele, location and space available.  
 
Additionally I got to work in concessions within different House of Frasers and other 
various department stores. Whilst working on the concessions I experienced working on 
new shop fits and it was very different from working in the Tommy Hilfiger stores due to 
having a small area to work on and having different product to work on, small variety of 
product and collections, due to the different buyers. 
 
In conclusion, I have gained a wide variety of experience in terms of working on different 
aspects of the VM job and in different locations. This has helped me to develop a variety 
of new skills and improve on ones that I already have. The work has been very 
strenuous, both mentally and physically. However, I also felt that it gave me a really good 
insight and appreciation of the VMs role in a major fashion retailer. Additionally, my 
interview with the Chanel VM has assisted me in understanding that there are similarities 
and differences between companies within all different roles. 

texts or interviews? 

 
 
 
Whilst on the placement my role gradually increased as the weeks went on.  The more 
experience and tips I learnt, grew whilst I observed the VM team.  My learning curve 
sharpened when being able to get involved doing things myself. The best way of learning 
is being hands on and performing the task yourself, so the more jobs I was given the 
more confident I became. My role developed and progressed from learning the different 
types of folds, to merchandising a whole wall or fixture.  
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I developed many skills whilst on my placement. Initially I learnt how to dress female and 
male mannequins, in soft and hard forms. Tommy Hilfiger has signature looks, detailing; 
tommy tuck on sleeves and trouser legs, belts, sunglasses, scarves, layering.  

Fig 5. Taken from Menswear Guidelines, 
Instructions on how to fold  

 
One really crucial aspect of Visual Merchandising was money mapping. It is a key thing 
for merchandising in the store. This shows you which wall fixtures, rails, tables are taking 
most of the money and in which areas. From this the VM team will then look at which 
ones aren’t performing and try to establish why. The consequences of this evaluation 
results in repositioning of the collection, rearranging of the product, or making the display 
into more of a product statement.  I discovered that it is proven that hanging stuff sells 
better than the folded product, but product statements and tables will sell the best 
numbers. 
 
A surprising aspect of the VM placement was that guidelines for Tommy Hilfiger are sent 
from Amsterdam and that these guidelines are strict so all stores follow the tommy 
signature style, and only vary within reason to customer base. Most of the creative side is 
done in Amsterdam by a team, so not much creative influence can be put into it as VM’s 
are given key looks to put onto the mannequins. Additionally windows are given with 
strict guidelines. Key product statements are given to you, which will go on to tables or 
certain fixtures. Creativity comes when placing the collection into the fixtures and fittings, 
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you are shown some pictures to help but ultimately it’s your own work as long as the 
collections are kept separately.  
 

      
Fig 6. Taken from the Menswear Guidelines,  

Showing mannequin looks, wall layouts, and product statements. 
 
I also learnt that mannequins change every 2/3 weeks to refresh the store. They may be 
changed because products on the mannequin have sold through and only have a couple 
sizes left or there may be a product that isn’t selling well that needs promoting more so 
displaying it on the mannequin will do this. 
 
Seasonal promotions lead to a window change and quite often these windows are set-up 
to showcase a special promotional collection.  
 
All store changes with VM happen before the store opens, meaning early start times, 
tight deadlines, fast paced work. This is often where the most physically and mentally 
tiring aspect of the VM’s job occurs. On my placement this happened on six occasions. It 
was a great experience as I was able to witness and participate in a whole window 
change from start to finish. It was on one of these window dressings that I learnt the 
importance of mannequin placements, specifically that mannequins with the same 
positions shouldn’t be next to each other.  
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Fig 7. Tommy Hilfiger, Regent Street, Surf Shack Window, Summer 2013 

My own photography 
 
I found the placement mentally and physically challenging. I needed to be on top form all 
day every day. I was required to have my head focused to allow for the best results when 
merchandising the collections. If I wasn’t I wouldn’t produce the best outcome for the 
store and the customer. Physically it is challenging due to all the lifting and moving of 
fixtures, props, and mannequins. It’s all go all the time, especially when big store 
changes are going on. When this happens my boss described it, “like organized chaos”. 
 
From doing this placement with the VM team, experiencing the different roles it has 
allowed me to see that some roles were not as I had anticipated.  I discovered that there 
was less freedom with regard to the level of creativity, freedom of layout, positioning, 
mannequin looks and window displays. If I was to go forward in Visual Merchandising I 
feel that working within a smaller company would allow for more design and range within 
the role, allowing me to make bigger decision regarding the visuals of the stores. 
 
This experience has been a great eye opener and will enhance my Curriculum Vitae due 
to it being a new area in the industry in which I have not worked in. Having this 
experience has allowed me to see that people have a very distorted view on what a 
visual merchandiser does, its not just window dressing, VM’s become rather offended if 
you think that. It involves all the things in which I have explained. When I sat down and 
discussed my progression so far with Ian, the VM manager, he told me how much an 
useful addition I have been to the team, admitting he was initially concerned to take me 
on as he had had bad experiences with previous students on placements. He noted that I 
had worked in different aspects of the industry beforehand and he felt that this has 
helped me understand the VM role more extensively. He added that having such a 
variety in experience in industry that I could add to my CV would only assist me further 
when seeking employment, therefore he feels I am in a good position with my experience 
levels and offered me part time job alongside my university studies. 
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I interviewed 7 VM’s I worked alongside during my placement asking them a variety of 
questions, (Appendix 2) in particular I obtained some essential information among the 
less formal answers that will aid me further in my career progression. This being some of 
their best tips when working as a VM, for example, never take opinions personally and 
being able to back up what you have done. Additionally I was advised on things not to 
do, for example, over style a look, drop a mannequin and mix collections. These were 
just a few of the tips and advice I received from all the VM’s whilst at Tommy Hilfiger. 
 
In conclusion, I have found the whole work placement extremely valuable for my own 
personal and professional development. Working at a variety of locations and carrying 
out a multitude of tasks has greatly enhanced my understanding and appreciation of the 
role of the VM. It has given me an essential insight in to the skills and qualities required 
to undertake this role. Observing VM’s and participating in the work has taught me 
certain key things about a VM. Notably, ’ what to do’ and ‘what not to do’, when carrying 
out the role. 
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Fig 1. Tommy Hilfiger Global Retail Sales 
 PVH Website. Brand Overview. (accessed May 2013). Online.  

Available from: http://www.pvh.com/brands_tommy_hilfiger.aspx  
 
Fig 2. Brand Bonding Score and Voltage 
 
Fig 3. Tommy Hilfiger Facebook page 
 online (accessed April 2013). Available from: 

https://www.facebook.com/tommyhilfiger 
 
Fig 4, 5 & 6. Tommy Hilfiger Guidelines, Spring/Summer 2013 
 
Fig 7. Tommy Hilfiger, Regent Street store 
 Window display, May 2013, My own photography 
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Interview with Nikki Patrick for Chanel 

Visual Merchandiser Manager for Beauty, Field Based 
 
Describe where Chanel see’s itself in the industry? 
Chanel is a Luxury brand, it considers itself top of all the luxury brands. Unlike other 
brands it doesn’t do promotional offers as it thinks this is cheap and not what luxury is. 
There are a small amount of stores, quality not quantity.  This is also so that they only 
attract the right customer. Independent stores that stock Chanel, go through a grueling 
process to be accepted to stock the products. There is something like a 30 page 
document that is to be filled in. Including things such as an assessment of the area and 
the stores in which surround the store being assessed. 
Like a family run company, close unit of people 
What products does Chanel stock? 
Chanel covers all areas including; beauty, accessories, women’s and men’s wear, 
footwear. 
 
What stores stock Chanel? 
John Lewis, House of Fraser, Harvey Nichols, Selfridges, Debhenams, Harrods. 
 
What is the VM setup? 
Within the UK there are 2 Head offices, where the VM teams are based. The London 
head office VM team are store designers who work alongside the marketing team, there 
are 8 visual merchandisers at the London office.  The other head office is in Croydon, the 
old Boujour House. Here they allocate modules to stores, look at statistics and logistics 
of product sales and stores developments. There are 4 visual merchandisers at this 
office. Within Chanel VM is the biggest team and is considered the most important team, 
due to image and aesthetics being the highest priority. This is different to most Brands as 
this is not the usual set up. 
All directory is sent from the head office in Paris, then adapted to the market and 
customer’s needs here in the UK. UK head office also looks after South Africa where 
there are 10 stores. Paris head office looks after the rest of Europe. American head office 
looks after itself. 
 
Would you say Chanel are economically friendly? 
It is not green! the packaging is very o.t.t and could be cut down. But due to Chanel 
being so luxury they don’t care. However the beauty products are ethically sourced. 
 
Describe the look Chanel aim for? 
Minimal, understated, quality, streamlined look 
 
What is the future of VM within Chanel? 
It will get bigger, however it will only grow slowly as they are very selective with their 
employees.  
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As technology progresses will this affect your job role? 
Chanel are very old school when it comes to technology, I would say they are the least 
technologically advanced company. Employees only got blackberry’s 2-3 years ago 
which is very behind. They have only just started to introduce ipads into stores to 
become more interactive. They are no trendsetters when it comes to technology. 
 
Tips to succeed within VM? 
- Know the brand!!- Especially their image 
- A lot of experience, as you get thrown in the deep end 
- Form good relationships with stores and their staff- Sales associates and store teams 
are the most important people as they know what sells, what comes in and out 
- Good multi-tasker 
- Hyper organized, as there are always last minute changes  
- Adaptable 
 
Is it easy to develop within your role? 
If you want to develop you need to create your own roles and opportunities. When they 
are looking for new employees they will head hunt, there is no working your way up in 
stages. However there is high staff retention within the company, so they must be doing it 
right! 
 
What are a few differences between high street and luxury fashion? 
High street fashion is a lot faster paced than luxury fashion. High turn over on the high 
street. The height of garments from the floor tells you how luxury a rand is. High street 
brands will have products close to the floor to make use of all space. However luxury 
brands will have at least a couple of foot between the bottom of the garment and the 
floor. No garments will drag on the floor. Luxury brands will also only have one/two sizes 
out on display, whereas high street will put out all sizes and a lot of each size. 
 
Money mapping 
Where the money is coming in from e.g. jeans, accessories, dresses, a certain range etc. 
Look at the top 20 sold products within the store 
You then move the store around so that products and lines bringing in the most money is 
in prime location in the store. Also allocate space in proportion to money income. So if 
something is bringing in a lot of money enlarge the floor space and collection on show. 
 
Store layout 
Discovery- The first 1m of space when you walk into the store, you are just adjusting and 
will more often than not, walk past garments in this area. 
Primary- couple of meters into the store where your sight goes straight to. Your best 
selling products should be placed here, and at eye level. There will be different primary 
locations in stores due to if the layout has fixtures in the way so you have to walk round 
the store in a certain route.  
 
Little Interesting Fact 
---80% of people turn to their right when they walk into a store.--- 
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Interview with Tommy Hilfiger, Visual Merchandising Team 
 
I interviewed all members of the team in which I worked with these were; 
Fiona Gaule- Visual Merchandising (VM) coordinator for stand alone stores 
Suzi Dewsbury- VM coordinator for stand alone stores 
Gregory Laney- VM coordinator for the South 
Dawne Hughes- VM coordinator for the Midlands 
Callum- VM coordinator for the North 
Fran- In-store VM, Brompton Road 
Tom- In-store VM, Regent Street 
 
Describe Visual Merchandising in three words? 
Fiona: Backbreaking, thankless, jack-of-all-trades 
Suzi: Creative, hectic, diverse 
Gregory: Organisation, balance, money 
Dawne: Hard work, tiring, fast paced 
Callum: Challenging, creative, rewarding 
Fran: Commerciality, passion 
Tom: Soleless, depressing, creative 
 
What’s your favourite collection/window you have worked on? 
Fiona: Miss Sixty window for Harrods, Butterfly campaign  
Suzi: Tommy Hilfiger (TH) kidswear, sea mast window, Spring/Summer 2013 
Gregory: First ever window he fitted, Virgin Megastore Christmas window, he had a 
budget of $20, and produced miniature Christmas trees on top of record tops so they 
span round, whole image was the wreckage of Christmas morning 
Dawne: House of Fraser, denim window 
Callum: Foot Asylum, Stratford, Olympic window 
Fran: Miss Sixty, Carnaby Street, Christmas window 2011 
Tom: Tommy Hilfiger, Regent Street, Christmas window 2012, ski themed with neon 
lights  
 
What has been the most difficult job you have had to do? 
Fiona: TH, Regent Street, ceiling layout for Olympic windows, sheer precision 
Suzi: TH, Regent Street, the Olympic windows, logistics of it 
Gregory: TH, wholesale account, Jersey, DeGruchy 
Dawne: Communicating with idiots and covering floorboards 
Callum: Having to change one mannequin 7 times 
Fran: Miss Sixty, store opening, when there wasn’t enough stock to fill the store 
Tom: TH, rebuilding wall in the Surf Shack windows, Summer 13 
 
3 things you should you never do? 
Fiona: - Wear a short skirt when doing a window 

- Wear heels when up a ladder 
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- Wear low-rise jeans when bending down a lot, g-string alert! 
Suzi: - Take away Fiona’s tobacco 
         - Take opinions personally 
         - Stagnate in a job 
Gregory: - Put a white shirt on a face out 
                - Have dirty shoes on a mannequin and dust on there heads 
                - Over style, keep it simple 
Dawne: - Drop a mannequin 
              - Wear socks and sandals 
Callum: - Put outerwear on everything 
              - Mix collections 
              - Drink on an empty stomach 
Fran: - Merchandise for colour, take same colour products from different collections 
          - Mix collections 
          - Leave mess in the windows after working on them e.g. pins, paper 
Tom:  - Change a lighbulb when the lights on  

- Do poppers on a night out  
- Come into work pissed when you have a big floor move 

 
What’s your 2 best tip? 
Fiona: - Always use a good squeedgy when doing a window decal 
 - Keep your toolbox topped up 
Suzi: - Know your brand image 
          - Always be able to back up what you’ve done, your not just making it look pretty! 
Gregory: - Keep up on your time management 
      - Try to enjoy yourself 
Dawne: - Always carry pliers and a screwdriver 
    - Delegate the rubbish jobs 
Callum: - Remove poor selling stock 
    - Use accessories on mannequins 
Fran: - Never take something personally 
          - Ask as many questions as you can to be best prepared/informed for the job 
Tom: - Learn how to manage your manager 
          - Learn how to work with a hangover and hold your drink on a night out 
 
One interesting fact? 
Fiona: I used to sleep underneath Keane Egan from Westlife when I was younger, he 
farted lots 
Suzi: The distance between South Ealing and Northfields is the shortest on the whole 
underground 
Gregory: The deepest tube station with the longest escalator up is Angel 
Dawne: The tallest women on record came from Birmingham 
Callum: Before used on people breast implants were tested on dogs 
Fran: VM is the worst paid job in the industry 
Tom: Ross Kemp is gay and had a threesome with Simon Cowell 


