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senses marketing – sight

McKenzie & Willis
Illuminating the new Dunedin showrooms of South Island home furnishing 

and décor retailer, McKenzie & Willis, threw up its share of challenges for 

lighting expert Kevin Cawley.

Situated in Crawford Street, the open-plan nature of the building meant that 

the space had to be carved up into segments to give each area its own 

distinctive feel and mood.

Once again, the emphasis was on creating pools of light. In the furniture 

section, items were clustered into settings which were individually lit. The 

space between settings received no special attention. After all, “we’re not 

selling the ģoor, we’re selling the merchandise,” says Kevin. “What that 

creates is a visual symphony of light and shade and it draws the customer 

to the product.”

A tracking system was used so that McKenzie & Willis can change things 

around when necessary. And, the company installed light Ğttings to the 

best quality which Kevin says will be more cost-eĘective − because the 

use of lower wattage lamps will reap long-term energy savings.

“They understood exactly the power of light and what it does for their product.”

Next month, NZRetail will investigate 
the role of sound in retail marketing.

Present products at 
eye level. Lack of 

height is the number 
one window-

dressing mistake. 

Nicolle Aston  |
freelance merchandiser

Left  Fronting this Build-a-Bear store is a creative and
colourful totem pole.

Far left  The Omega Boutique in the central section of Hong
Kong has a kinetic facade that delivers a contemporary
image to the storefront.




