
• Prevents falls & makes life easier

• HUGE selection of colors and sizes
available in store

• Water resistant fabric

• Heat & massage options

Sale
All In-Stock

Lift Chairs $300 off!

$100 off a
ll Special O

rders!

Just what your
mom needs!

Expires 5/31/14

7 Metro Locations
Main Showroom - 127th & Q

402.408.1990 • www.kohlls.com

Hurry in for
best selection!

Trusted workmanship, quality

products and reliable service.
Locally owned and

operated since 1981.

0% INTEREST AND

NO PAYMENTS

FOR 12 MONTHS

(RESIDENTIAL CUSTOMERS, W.A.C.)

402-426-2644
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www.mckinnisroofing.com

®

Storm Damage Experts

ROOFING SIDING WINDOWS DOORS GUTTERS SERVICE

Paul Saathoff

673 N 132 Street • Omaha

psaathoff@lincolnfed.com MEMBER

FDIC

Paul specializes in

RD LOANS
(Rural Development)

and will offer you COMPETITIVE rates,

LOW fees and FREE pre-qualification.

Call 402.493.5599 or visit
www.lincolnfed.com
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They’re ‘critical to
sales’ at stores, and
their makers are using
innovations to add to the
attraction

THE ORANGE COUNTY

(CALIF.) REGISTER

May Jaramilla, store manag-
er for 2b bebe in the Westfield
Culver City (California) mall,
loves the new mannequins that
arrived in February.

Just about everything is bet-
ter: The translucent, pale pink
forms are lighter, adjustable
at every magnetic joint, and
possess ears and toes that can be
accessorized with jewelry, sun-
glasses and sandals. They also
make Jaramilla’s job easier.

“They’re cute,” she said. “A
lot of people don’t know how to
put an outfit together, and men
shopping for their girlfriends
will point to a mannequin and
say, ‘Get me this exact outfit.’”

The maker of 2b’s upgraded
mannequins is Buena Park,
California-based CNL (short for
Creative New Leader), a global
manufacturer of mannequins.
Virtually all work is custom,
but the price of CNL’s fiberglass
mannequins is a steal at $400, on
par with the average retail price
for the mass-produced variety.

CNL regularly rolls out man-
nequin armies numbering in the
tens of thousands, and boasts
a client portfolio that includes
big-name retailers like Uniqlo,
Hermes, Quiksilver, Reebok and
J.C. Penney. While the compa-
ny won’t say how much money
it makes, it does say annual
revenue growth has exceeded 20
percent in the past three years.

If you’re wondering why the
fuss, it’s because mannequins,
known as the retail industry’s
“silent salesmen,” are playing a
bigger role than ever in attract-
ing brick-and-mortar customers.

The NPD Group, for instance,
reported that 42 percent of cus-
tomers said mannequins affect-
ed their purchasing decision,
ranking just behind friends and
family in terms of influence.

“Online shopping has gotten
so popular, stores have to find
new ways to create a more
interesting ambience and user
experience to get people to come
in. Mannequins are visually
enticing, and retailers are
stylizing mannequins as exten-
sions of their brand,” said Judi
Henderson Townsend, owner
of Oakland, California-based
Mannequin Madness, one of the
country’s largest recyclers and
resellers of mannequins, which
are sold at up to 80 percent off
original prices.

Townsend works with individ-
uals as well as brands like Gap
and Nike to recycle more than
100,000 pounds a year of man-
nequins. (When you factor in
stands, the average mannequin
weighs about 30 pounds.)

“Mannequins never really go
out of style, but there are times
they’re bigger. They’re critical
to sales now,” she said.

To change it up, some retail-
ers have gone plus-sized and
curvier, and others feature more
athletic and toned mannequins.
Others are trying different
facial features, eco-friendly
materials and even digital com-
ponents.

These days, CNL releases at
least two new collections every
year. The 2014 catalog is a hefty
200-plus pages of mannequins in
all sorts of active poses, finished
in cement, marbleized fabric,
papier-mache, riveted metal
and wood — plus an entrancing
array of hand and feet forms.

On one page, a black metallic
female form is clad in a slinky
sequined dress with an arm per-
petually outstretched, walking a
still dog. On another, bikini- and
swim-trunk clad featureless
“eggheads” of all different col-
ors lounge by a fake hot tub.

CNL’s headquarters and
warehouse are tucked away in
an industrial area of town with
railroad tracks crisscrossing
nearby roads. During a quick
tour, founder and CEO James
Chiao explained how, in his
previous life as a computer pro-
grammer, he became aware that
downtown Los Angeles — a hub
for the fashion industry — was
also considered the place to buy

mannequins and display forms.
“Every time I exited the free-

way at work, I would face one
of the many mannequin stores
downtown. When I saw business
in China was booming, I thought
I should start a business of my
own selling products in the Unit-
ed States,” Chiao said.

In 1988, Chiao began selling
mannequins wholesale to those
same stores in downtown L.A.
But at retail-fixture trade shows
like EuroShop and GlobalShop,
he saw more opportunity in
selling to large chain stores
directly. Soon, he was going
after big accounts and focusing
on design, quality and expanding
capacity.

“We are not a manufacturer.
We are a design house. We try
to see what’s next in the retail
climate and try to interpret it
into mannequins,” said Tasha
Kusama, CNL’s creative director
and a graduate of the Art Center
College of Design in Pasadena,
Calif.

Hired in 2010 to enhance
the company’s design-focused
approach, Kusama collaborates
closely with visual merchandis-
ers to produce exactly what they
want.

Dockers, for example, wanted
a papier-mache finish, and
couldn’t find anyone to execute
the vision. Kusama spent three
days putting the paper on the
mannequin, figuring out how to
make it work, piece by piece.

“It was a painstaking effort,
and there’s a steep learning
curve,” she said.

THINGS YOU DIDN’T KNOWABOUTMANNEQUINS

>> In the late 1800s, full-bodied mannequins (costing $15 apiece) came
into regular use in the U.S., after the Industrial Revolution brought about
manufacturing of large, plate-glass windows and the wide-scale use of
electricity.

>>U.K.-based Rootstein is known for making the industry’s most
expensive mannequins. One could set you back $12,000.

>>David’s Bridal has championed use of more realistically shaped forms
with thicker waists, saggier breasts and back fat.

>> The average life span of a mannequin is seven years, either through
wear and tear or going out of style.

>>Mannequin use is sensitive to market swings. When the economy is
good, retailers splurge on wigs and makeup for realistic mannequins and
the labor for maintaining them. When it’s bad, expect more headless and
featureless mannequins.

>>Styling a mannequin takes serious skill, which is why a lot of visual
merchandising jobs are outsourced. A suit on a male form can require
150 pins (plus paperboard) to make it flow naturally.

THE NEW YORK TIMES

Gregg Steinhafel, the chair-
man and chief executive of Tar-
get, resigned Monday, the latest
in a series of moves made by the
company as it struggles to re-
cover from last year’s extensive

data breach of
customer infor-
mation.

The com-
pany’s board
made the
announcement,
saying that the
resignation of
Steinhafel, who
had been with
Target for 35

years, occurred after extensive
discussions and that the board
wanted new leadership.

Known for promoting up
through the ranks, the major
retailer, one of the country’s
largest, said it would conduct a
search for Steinhafel’s succes-
sor. In the interim, it named
John Mulligan, Target’s chief
financial officer, to be president
and chief executive. Roxanne
Austin, a Target board mem-
ber, will serve as nonexecutive
chairwoman.

“The last several months have
tested Target in unprecedented
ways,” Steinhafel said in a letter
to the board. “We have already
begun taking a number of steps
to further enhance data security,
putting the right people, pro-
cesses and systems in place.”

Those steps are proving
quite costly. Last week, the
company announced an accel-
erated timetable for adopting
a chip-and-PIN technology for
all its in-house debit and credit
cards, a technology used widely
in Europe that is considered
more secure. Target officials
estimated that the switch to
a new technology would cost
$100 million. In addition, the
company reported spending $61
million in its fourth quarter for
breach-related expenses.

The last several months have
seen a spate of data breaches
at retailers, including Neiman
Marcus and Michaels, which
people involved in the investiga-
tion have said were likely perpe-
trated by the same loose gang of
criminals in Eastern Europe that
attacked Target.

Target’s troubles have extend-
ed beyond the breach, however.

The company, which has about
1,800 stores in the United States,
recently opened more than 100
stores in a matter of months in
Canada. That expansion has de-
livered disappointing margins,
and the company has struggled
with inventory problems.

Target is to release its
first-quarter earnings this
month, its second earnings
report since the breach, and in
notes to investors on Monday,
retail analysts said Steinhafel’s
resignation did not bode well for
the company’s performance.

“Presumably, the board was
not pleased with Steinhafel’s
performance, and we think that
it is fair to assume that current
business trends are not particu-
larly good,” Faye Landes, an an-
alyst at Cowen, wrote in a note
to investors. “The board also
may have come to the conclu-
sion that the problems leading
to the credit breach were the
results of underinvestment,
which is a CEO decision, and the
after-effects of the breach may
ultimately be quite costly, which
we believe to be the case.”

Steinhafel had been chief
executive since 2008.

Target’sCEO is latest breachvictim

Mannequins are big business

A mannequin gets
special attention
from visual stylist
Alyssa Whitrock
at the 2b bebe
store in Culver
City, California.
The NPD Group
reported that
42 percent of
customers said
mannequins
affected their
purchasing
decision, ranking
just behind
friends and
family in terms of
influence.
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Konrad Fry, left, James Chiao and Tasha Kusama show some of the
mannequins their company, CNL Mannequins, created for an exhbit at the
GlobalShop Expo.

Gregg
Steinhafel


