
POINT TAKEN
YOUR MSC SPACE SUCCESS PLAN

Fresh ideas. Simple changes. More opportunities to sell.

POINT TAKEN  YOUR SPACE TODAY

THE GOOD NEWS
Point Taken already has one of the hardest things to create from 
scratch: a memorable visual identity. The dark wood wall, target-style 
logo, warm string lights, black cases, framed technical artwork and 
live-edge wood centerpiece all feel connected. The space reads as 
deliberate, collector-minded and different from the neighboring 
displays.

THE BIG OPPORTUNITY
The next level is not a makeover. It is a clearer shopping path. From 
the aisle, a first-time shopper should quickly understand what Point 
Taken carries, where to begin, what is new or featured, how much 
items cost and how to stay connected if they are not ready to buy 
today.

THE DIRECTION
Keep the Point Taken personality. Make the wall easier to read, give shoppers a natural starting point, and create one simple path from “that 
looks cool” to “I know what to look at next.”
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A strong foundation with clear upside
This score is a diagnostic benchmark, not a grade. It is meant to show where the next few improvements can have the most practical 
impact.

Category scores below are out of 20. The displayed 74/100 is normalized from the six-category total, following the MSC Space Success scoring approach.

POINT TAKEN  FRIENDLY SPACE SUCCESS SNAPSHOT

74/100
SPACE SUCCESS DIAGNOSTIC

STRONG FOUNDATION
Your identity is already doing real work. The biggest gains now come 
from clearer categories, stronger featured-product cues, more 
consistent shopping information and a visible way to reconnect.

AREA SCORE QUICK READ

First Impression 18/20 The logo, dark wood and warm lighting create a 
strong stop from the aisle.

Branding & Signage 17/20 Brand identity is clear; the shopping message 
underneath the brand can be clearer.

Product Presentation 15/20 Cases and centerpiece feel premium, but most 
products carry similar visual weight.

Easy to Shop 13/20 Some pricing and labels are visible, yet shoppers 
still need stronger category and decision cues.

Use of Space 15/20 The vertical wall is used well. A few zones can 
be assigned clearer jobs.

Sales Opportunities 11/20 The photo shows limited evidence of featured-
item, gift, repeat-visit or customer-capture tools.

WHAT IS ALREADY WORKING
Strong logo recognition; cohesive rustic/industrial materials; warm top 
lighting; clean black cases; a memorable circular wood centerpiece; 
patent-style artwork that supports a collector atmosphere; and a booth 
wall that looks intentionally built rather than temporarily assembled.

WHERE WE SEE THE MOST OPPORTUNITY
Create an obvious place to begin; label categories at a glance; 
standardize price and product-info cards; add a rotating “New This 
Week” or “Top Picks” feature; make business cards/QR easy to find; 
and give repeat shoppers a reason to look again.
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The first-time shopper test
The space should answer a handful of questions before a shopper has to ask for help. Here is how Point Taken currently reads from the 
single photo provided.

SHOPPER PSYCHOLOGY  THINK LIKE YOUR CUSTOMER

WHAT IS THIS? The brand name and knife imagery make the category fairly clear, but a 
short descriptor under the logo would remove any hesitation for a first-time 
passerby.

WHERE DO I START? This is the biggest clarity gap. Several black cases have similar visual 
weight, so there is no unmistakable “start here” zone.

WHAT SHOULD I NOTICE FIRST? The logo and wood-slab centerpiece win attention. The merchandise could 
borrow some of that hierarchy through a Top Picks or New This Week 
feature.

HOW MUCH IS IT? Small price numbers appear in several cases, which is a good start. From 
typical browsing distance, however, the pricing system could be easier to 
scan and more consistent.

WHY IS THIS INTERESTING? The framed technical artwork hints at history and design, but most 
merchandise does not appear to have a short story or reason-to-care card 
beside it.

IS THERE SOMETHING FOR MY BUDGET? The visible assortment appears to include different price points, but the 
wall does not currently organize those choices into easy shopping 
missions.

COULD THIS BE A GIFT? A shopper buying for someone else may not know where to begin. A small 
gift cue can help without changing the collector feel.

WHAT MAKES POINT TAKEN DIFFERENT? The identity already answers this visually. The dark wood, target logo and 
curated display language make the brand easy to remember.

WHAT IF I LIKE IT BUT DO NOT BUY TODAY? No dedicated business-card, QR or take-home station is clearly visible in 
this photo, so the connection path is not obvious.

WHY SHOULD I COME BACK? The booth looks polished but fairly static. A small rotating feature would 
give regular MSC shoppers a fresh reason to stop each visit.

RETAIL TIP
Customers rarely say, “I am confused by the visual hierarchy.” They simply keep walking, browse for less time, or ask only the easiest 
question. Good merchandising removes those tiny moments of uncertainty.

POINT TAKEN  •  MSC SPACE SUCCESS PLAN  •  3



STOP → UNDERSTAND → EXPLORE → BUY → CONNECT  MSC 5-STEP SHOPPER JOURNEY

STOP STRONG
The target logo, dark wood, warm lights and 
round live-edge centerpiece are visually different 
from the surrounding market. Point Taken 
already has a recognizable stop signal.

FOR POINT TAKEN

Keep the identity. Add one changing hook such 
as NEW THIS WEEK on the right side so repeat 
shoppers have something fresh to notice.

UNDERSTAND GOOD / OPPORTUNITY
The category is suggested by the merchandise 
and knife imagery, but the wall does not yet 
explain the full offer in one clean sentence. 
Small category labels are easy to miss.

FOR POINT TAKEN

Add one descriptor line under the logo and 
consistent headers over each case. A shopper 
should understand the wall before reading small 
details.

EXPLORE GOOD
The wall is clean and vertically organized, and 
the open floor lets people stand back. The cases, 
however, read more like displays than a guided 
browsing sequence.

FOR POINT TAKEN

Use category signs, featured zones, breathing 
room and short info cards. Let each section 
answer one simple question.

BUY OPPORTUNITY
Visible prices are present in places, which helps, 
but there is limited evidence of “why this one,” 
gift cues, price-point navigation or featured 
choices that reduce decision friction.

FOR POINT TAKEN

Standardize price cards and create Top Picks, 
New This Week and one gift-friendly cue. These 
are shopping aids, not hard-sell tactics.

CONNECT PRIORITY
No dedicated card holder, QR signup or 
takeaway is obvious in the photo. That means the 
relationship may end when a shopper walks 
away.

FOR POINT TAKEN

Create one Point Taken connection station with 
business cards, a single QR code and the primary 
CTA: SCAN FOR NEW ARRIVALS.

A SIMPLE AISLE TEST
Stand 8–10 feet away and give yourself five seconds. Can you identify the business, the main categories, the featured item and the next action? 
If not, fix the biggest missing answer before adding more merchandise.
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What Point Taken already owns visually
The brand has a strong visual vocabulary: black, dark weathered wood, warm amber light, cream technical prints and a red target mark. That 
consistency is valuable because it makes the space feel like a destination rather than a generic wall of merchandise.

The logo placement is especially effective. It sits high, centered and unobstructed, so it can be seen from the aisle. The circular target mark also 
echoes the round wood-slab display below it, creating a natural vertical axis through the booth.

The left and right edges feel intentionally framed by the wood treatment and neighboring architecture. The floor in front is mostly open, which 
helps people step closer without squeezing around furniture. These are all assets worth protecting.

Where branding can work harder
• Add a short descriptor directly beneath the logo. The brand name should remain dominant; the descriptor simply tells a first-time shopper what 

to expect.
• Make supporting signs look like they belong to Point Taken. Use black or cream cards, one red accent, the same type style and the same border 

treatment throughout.
• Treat the patent-style prints as brand storytelling, not just decoration. One or two short captions can connect their technical look to the collector 

atmosphere.
• Keep the warm lighting color. If you add case lighting, match the warmth so the display does not shift into a cool, jewelry-store look that fights 

the rustic wall.

KEEP THE IDENTITY; SHARPEN THE MESSAGE  FIRST IMPRESSION & BRANDING

RECOMMENDED AISLE DESCRIPTOR
KNIVES • COLLECTIBLES • UNIQUE FINDS 
 
Use this exact line only if it accurately reflects the current assortment. 
If the mix is narrower, replace the third phrase with a category you 
truly carry.

SIGN HIERARCHY
LEVEL 1: POINT TAKEN logo. 
LEVEL 2: One descriptor line + category headers. 
LEVEL 3: Prices, short product stories and one CTA. 
 
The wall does not need more signs; it needs signs with clearer jobs.

SHOPPER PSYCHOLOGY
Visual hierarchy tells the eye what deserves attention first. When the logo, feature sign, category labels and item details all have different sizes 
and roles, the wall feels easier to understand even if the merchandise count stays the same.
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The current presentation
The black display cases are a strong choice because they create clean frames around the products and match the brand. The cases also give Point 
Taken a more premium, collector-oriented feel than open pegboard or mixed tabletop fixtures would.

The challenge is that most cases currently carry similar visual importance. From the aisle, a shopper sees several rectangles filled with product, 
plus the central wood-slab feature and framed art. Nothing tells them, “Start here,” “These are new,” or “These are the pieces we want you to 
notice today.”

A better rhythm for the wall
• CENTER / EYE LEVEL: Top Picks or Featured Pieces. Limit the selection so it feels intentional.
• RIGHT SIDE: New This Week. This area becomes the repeat-visit hook and changes frequently.
• LEFT + OUTER CASES: clear product categories. Let shoppers self-sort by interest.
• LOWER WALL: brand story, technical artwork and one hero display. Avoid turning the lower zone into another dense grid of product.
• INSIDE EACH CASE: consistent price card placement and only a few short product-info cards.

MAKE THE CASES FEEL CURATED, NOT MERELY FILLED  MERCHANDISING & PRODUCT 
PRESENTATION

BREATHING ROOM
A little empty space is not wasted selling space. It gives featured pieces contrast, makes the cases easier to scan and helps individual products 
feel more important. The goal is not fewer products overall; it is fewer products competing at the same moment.

USE THE WOOD SLAB AS A HERO
The live-edge circle is already memorable. Keep it. Consider limiting 
it to 2–3 visually strong pieces and adding one discreet title card such 
as FEATURED DESIGNS or COLLECTOR PICKS. Do not crowd its 
natural texture with extra signage.

USE ARTWORK AS A STORY
The patent-style prints fit the brand. Give one or two of them a short 
caption such as CLASSIC DESIGNS THAT BUILT HISTORY. Keep 
any claims factual and based on information you can verify for the 
specific item or design.
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Shopability is the next big win
Point Taken already looks interesting. The next job is making it easy for a shopper to browse without needing a conversation immediately. Some 
customers enjoy asking questions; others want to understand the basics on their own before they engage.

The visible prices in the cases are helpful, but they are small and not always placed in the same spot. The category labels are also modest. A 
clearer system can make the booth feel more professional without adding visual clutter.

The three distances

Specific friction to remove
• Do not make shoppers hunt for the price. Put price/ID cards in one predictable corner or directly below the item.
• Avoid too many equal-sized labels. One header per case is enough; use detail cards only for selected items.
• Keep the floor line open. If the narrow black pedestal at the right belongs to Point Taken, keep it tucked to the edge and use it for the connection 

station rather than moving it into the approach.
• Use plain category language. A sign should help a new customer, not prove expertise.
• If a category has legal, age, eligibility or store-policy considerations, keep that information professional, visible and separate from the fun 

promotional copy.

CLARITY REMOVES FRICTION  MAKE THE SPACE EASIER TO SHOP

FROM THE AISLE
Brand + descriptor + one changing feature. A passerby should know what this is and what is new.

FROM A FEW FEET AWAY
Category headers + featured zone + readable price cues. This is where browsing begins.

UP CLOSE
Short product details, collector notes, business card/QR and responsible retail information. These details should reward interest, not create a 
wall of text.

SMALL-BUSINESS TIP
When several shoppers ask the same question, do not assume you need to answer it forever. The question may be telling you what the display 
itself should explain.

POINT TAKEN  •  MSC SPACE SUCCESS PLAN  •  7



CLARITY FIRST  DETAILED RECOMMENDATIONS 1–6
1. Add one clear aisle descriptor
WHAT WE NOTICED: The logo is strong, but the wall relies on the products themselves to explain the offer.
WHY IT MATTERS: A short line removes the “what exactly is this?” moment and helps a first-time shopper decide whether to step closer.
WHAT TO DO: Place a slim sign directly below the Point Taken logo. Recommended starting copy: “KNIVES • COLLECTIBLES • UNIQUE FINDS,” only if 
all three phrases are accurate for the assortment.
QUICK-START: Print a temporary 3 x 18 inch version first. Live with it for one weekend before investing in a permanent sign.

2. Create a central TOP PICKS starting point
WHAT WE NOTICED: The current cases have similar visual weight, so the shopper has no obvious first stop.
WHY IT MATTERS: People are more comfortable browsing when the display gives them a starting point. A curated feature also makes the whole wall feel 
more intentional.
WHAT TO DO: Assign the most central eye-level case to TOP PICKS or FEATURED PICKS. Keep the group small and rotate it. Do not label anything “best 
seller” unless you actually know it is one.
QUICK-START: Start with 3–5 items and one small header. Watch whether people naturally pause there.

3. Give every case a simple category header
WHAT WE NOTICED: One small “Automatic Knives” label is visible, but the overall category system is not consistent from case to case.
WHY IT MATTERS: Category headers let shoppers self-select quickly and reduce the feeling that they must inspect every case.
WHAT TO DO: Use the same sign size, typeface and placement over each case. Categories might include Pocket Knives, Automatic Knives, Collectibles, New 
Arrivals or other terms that accurately match the real inventory.
QUICK-START: Use temporary paper headers before ordering permanent signs so you can test the category names.

4. Standardize price and item tags
WHAT WE NOTICED: Prices appear in the cases, but they are small and positioned differently.
WHY IT MATTERS: Visible, predictable pricing lowers decision friction. A shopper should not need to ask the price just to decide whether an item fits their 
budget.
WHAT TO DO: Choose one tag format with item name or short identifier, price and one optional factual detail. Put every tag in the same general position inside 
the case.
QUICK-START: Make six sample tags in a simple Word or Canva template and compare them from 4–6 feet away.

5. Add short product-story cards to selected pieces
WHAT WE NOTICED: The artwork creates curiosity, but most individual items do not appear to have supporting context.
WHY IT MATTERS: A little information can turn looking into interest. It gives a gift shopper or newer collector a reason to care about a piece without 
requiring a long conversation.
WHAT TO DO: Use cards only for featured items. Keep them to 2–3 short lines: what the item is, one verified detail, and why it is featured. Avoid unverified 
origin, material or scarcity claims.
QUICK-START: Write cards for two pieces first. If shoppers read them or ask follow-up questions, expand slowly.

6. Launch NEW THIS WEEK
WHAT WE NOTICED: The space looks polished but static in the photo.
WHY IT MATTERS: Regular MSC shoppers can stop seeing a booth that never appears to change. A small rotating feature creates novelty without rebuilding 
the display.
WHAT TO DO: Choose the rightmost eye-level case or a small area near it for a red NEW THIS WEEK header. Rotate a few recently added items on a 
predictable schedule.
QUICK-START: For the next open weekend, feature just three items and note whether repeat shoppers comment on what is new.

POINT TAKEN  •  MSC SPACE SUCCESS PLAN  •  8



USE THE WALL WITH PURPOSE  DETAILED RECOMMENDATIONS 7–12
7. Keep the wood-slab centerpiece as the hero
WHAT WE NOTICED: The live-edge circle is one of the most distinctive pieces in the booth and visually echoes the target logo.
WHY IT MATTERS: Distinctive fixtures create memory. Replacing this would remove personality; using it more deliberately will strengthen the identity.
WHAT TO DO: Keep the slab. Limit the number of displayed items so the wood still reads. Add one small title card only if it helps the feature make sense.
QUICK-START: Remove anything around the slab that competes with it and photograph the wall again. The hero should be obvious in the photo.

8. Add focused warm case lighting
WHAT WE NOTICED: The string lights create atmosphere, but the interiors of some black cases read darker than the wall around them.
WHY IT MATTERS: Light directs attention and helps small details show. Matching the existing warm tone keeps the display cohesive.
WHAT TO DO: Test low-profile, warm LED case lights or small rechargeable spots where allowed. Aim light at featured sections and check for glare on glass.
QUICK-START: Test one case before buying a full set. If the product reads more clearly in a phone photo, the lighting is doing its job.

9. Give featured items more breathing room
WHAT WE NOTICED: Several cases show multiple items stacked in close visual proximity.
WHY IT MATTERS: When every item receives equal space, nothing feels special. Breathing room increases contrast and makes featured products easier to 
compare.
WHAT TO DO: Do not empty the cases; simply reduce density in the Top Picks and New This Week zones. Move supporting inventory to other category cases 
as needed.
QUICK-START: Remove 15–20% of the visual density from one featured case and compare it with the others.

10. Use three levels of information
WHAT WE NOTICED: The wall currently mixes logo, labels, art and price cues without a clear information hierarchy.
WHY IT MATTERS: Sign overload can be as confusing as no signage. Different information should be readable at different distances.
WHAT TO DO: Level 1: logo and descriptor. Level 2: case/category and featured signs. Level 3: prices, item cards and CTA. Keep detailed text small enough to 
reward close browsing, not dominate the aisle.
QUICK-START: Before adding any new sign, write its job on the back. If the job duplicates another sign, skip it.

11. Turn the lower framed pieces into a story layer
WHAT WE NOTICED: The technical illustrations reinforce the collector atmosphere but function mostly as decoration right now.
WHY IT MATTERS: Storytelling gives the brand depth without requiring more merchandise. It also helps explain why Point Taken looks the way it does.
WHAT TO DO: Keep the prints and add one shared caption or two concise factual labels. Avoid making historical claims unless you can verify them.
QUICK-START: Start with one line: “CLASSIC DESIGNS THAT BUILT HISTORY.” Then add details only where you have reliable information.

12. Protect the open approach
WHAT WE NOTICED: The floor directly in front of the wall is mostly clear, which is a strength. The narrow right-side pedestal could become useful or 
intrusive depending on placement.
WHY IT MATTERS: An open approach makes it psychologically easier to step closer and stand in front of the cases without feeling like you are blocking 
traffic.
WHAT TO DO: Keep furniture and signage against the wall edges. If the right pedestal belongs to Point Taken, make it the connection station and keep its 
footprint tight.
QUICK-START: Stand at the aisle and imagine two people browsing side by side. Move anything that forces one of them back into the traffic path.
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TURN ATTENTION INTO A RELATIONSHIP  DETAILED RECOMMENDATIONS 13–18
13. Create one customer connection station
WHAT WE NOTICED: No dedicated business-card, takeaway or QR station is clearly visible in the provided photo.
WHY IT MATTERS: A shopper may like the display but leave without buying. A connection station gives that interest somewhere to go.
WHAT TO DO: Use the small right-side pedestal or another edge location for three things only: business cards, one take-home piece and one QR sign. Keep it 
separate from product pricing.
QUICK-START: Clear the surface, add one holder and one 5 x 7 sign. Do not add multiple QR codes.

14. Make business cards easy to take
WHAT WE NOTICED: Business cards are not visible in the photo, so their presence cannot be confirmed.
WHY IT MATTERS: Cards still work well in a market environment because they let shoppers remember the business later without pulling out a phone 
immediately.
WHAT TO DO: If you already have cards, place them in a dedicated holder at hand height. The front should strongly identify Point Taken; the back should 
include only contact/social channels you actually maintain and a reason to reconnect.
QUICK-START: Put out a measured stack for one weekend and count how many are taken.

15. Build the Point Taken Collector List
WHAT WE NOTICED: The space currently has no obvious customer-capture step visible in the photo.
WHY IT MATTERS: A small list turns anonymous interest into a future audience. It is especially useful when new merchandise arrives irregularly or when 
shoppers want to think about a purchase.
WHAT TO DO: Use one simple form with first name and email. Promise only useful messages: new arrivals, collector picks, gift ideas and occasional Point 
Taken updates. Send only as often as you can keep the content worthwhile.
QUICK-START: Create the form first, then generate one QR code that points directly to it.

16. Create a useful take-home card
WHAT WE NOTICED: A branded takeaway is not visible, and a business card alone may not give shoppers a reason to keep it.
WHY IT MATTERS: Useful printed material lasts longer than a generic flyer and reinforces the brand after the shopper leaves MSC.
WHAT TO DO: Create a 4 x 6 “Point Taken New Arrivals & Collector Picks” card. Front: brand + what to expect. Back: how to reconnect, where to find Point 
Taken at MSC, and the QR to the Collector List.
QUICK-START: Print 25 copies first. If they disappear faster than business cards, you have a useful format.

17. Choose one primary CTA: SCAN FOR NEW ARRIVALS
WHAT WE NOTICED: Small vendors often dilute the message by asking shoppers to follow, email, join, browse, vote and scan all at once.
WHY IT MATTERS: One primary action is easier to notice and remember. It also makes the connection station visually cleaner.
WHAT TO DO: Use “SCAN FOR NEW ARRIVALS” as the main CTA. The QR should open the Collector List signup. Social links can still live on the 
business card or thank-you page.
QUICK-START: Put the CTA on one 5 x 7 sign and remove any competing QR callouts.

18. Give regular shoppers a reason to return
WHAT WE NOTICED: The booth has a strong permanent look, but a static display can blend into the background for repeat market visitors.
WHY IT MATTERS: A small scheduled change signals that there may be something new to discover. It creates a return habit without requiring a full reset.
WHAT TO DO: Rotate NEW THIS WEEK weekly or biweekly, and rotate TOP PICKS monthly. Mention the same change in email/social so the booth and 
marketing reinforce each other.
QUICK-START: Write the next four feature dates on a calendar before launching the first one.
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SMALL TESTS THAT SUPPORT SALES  DETAILED RECOMMENDATIONS 19–24
19. Add one gift-shopping cue
WHAT WE NOTICED: A collector may know what to look for; a gift shopper may not.
WHY IT MATTERS: Gift cues reduce uncertainty for people who are shopping for someone else and may feel unfamiliar with the category.
WHAT TO DO: Use a small sign such as “GIFT IDEAS FOR COLLECTORS” or a real price-based cue such as “GIFTS UNDER $___” only after choosing a 
threshold that reflects current inventory.
QUICK-START: Test the cue during a gift-heavy weekend or holiday period and note whether it changes the questions people ask.

20. Show a simple price-point path
WHAT WE NOTICED: The visible assortment appears to span more than one price point, but the wall does not currently help shoppers understand the range.
WHY IT MATTERS: A price ladder helps people find a comfortable starting point without making the display feel discount-driven.
WHAT TO DO: Where it fits, feature one approachable item, one mid-range choice and one premium/collector piece in a Top Picks grouping. Use actual prices; 
do not create artificial tiers.
QUICK-START: Build one three-item comparison and see whether shoppers move between the options.

21. Test one non-restricted add-on
WHAT WE NOTICED: The display is focused on primary merchandise, with little visible evidence of small complementary purchases.
WHY IT MATTERS: A modest add-on can give gift shoppers or lower-budget customers another way to engage without diluting the brand.
WHAT TO DO: If it fits your actual business and MSC rules, test a very small quantity of non-restricted branded or display-oriented items such as a gift card, 
branded sticker, simple display stand or soft cleaning cloth. Avoid buying a large add-on assortment before demand is proven.
QUICK-START: Choose one add-on, not five. Track whether it sells for 30 days.

22. Invite a simple customer vote
WHAT WE NOTICED: The booth currently speaks to shoppers but does not visibly ask them anything.
WHY IT MATTERS: A low-pressure question creates conversation and gives you free information about what catches attention.
WHAT TO DO: Use a small sign near the connection station: “WHAT SHOULD WE FEATURE NEXT?” Offer 3–4 broad visual categories or let people scan 
the same QR to vote after joining the list.
QUICK-START: Keep the question up for one month and tally responses by hand if that is easier.

23. Use responsible retail messaging as part of professionalism
WHAT WE NOTICED: Some visible categories may have age, legal, eligibility or safe-storage considerations depending on the item and location.
WHY IT MATTERS: Clear responsible messaging protects the professional tone of the business and can reassure shoppers that the category is handled 
thoughtfully.
WHAT TO DO: Use a small, tasteful statement separate from promotional signs: “Please shop responsibly. Purchases and ownership should follow applicable 
laws, store policies and safe-storage practices.” Adjust wording to match actual requirements.
QUICK-START: Keep it factual and unobtrusive. This is a trust signal, not a dramatic warning poster.

24. Run a monthly 10-minute wall audit
WHAT WE NOTICED: The current wall is strong enough that future clutter is a bigger risk than lack of décor.
WHY IT MATTERS: Small additions accumulate. A monthly reset keeps the display intentional and helps you notice what real shoppers are responding to.
WHAT TO DO: Once a month, take a straight-on photo from the aisle. Ask: What is the first thing I see? Is the feature current? Are prices readable? Are any 
signs competing? What questions did shoppers keep asking?
QUICK-START: Save one photo per month. The photo history becomes a simple merchandising record.
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Start here. You do not need to tackle everything at once.

What not to prioritize yet
• Do not replace the dark wood, logo, black cases or live-edge centerpiece. They are brand assets.
• Do not fill every empty surface with more merchandise. The wall needs hierarchy more than density.
• Do not build a complicated loyalty program before the simple Collector List is working.
• Do not add multiple QR codes or competing calls to action.
• Do not invest in a large new category until a small test proves shoppers want it.

HIGHEST-PRIORITY ACTIONS  IF YOU ONLY DO 5 THINGS

# ACTION IMPACT COST TIME WHY IT RANKS

1 Add category signs + 
one aisle descriptor

FIRST STEP: Print 
temporary versions first 
and test them from the 
aisle.

HIGH Under $25 30–60 min Makes the wall 
understandable before 
shoppers have to ask 
questions.

2 Standardize visible 
pricing

FIRST STEP: Choose 
one tag format and 
update one case at a 
time.

HIGH Under $20 1–2 hrs Removes one of the 
most common purchase-
friction points.

3 Create a Top Picks / 
Featured case

FIRST STEP: Move 3–5 
pieces into one central 
eye-level feature.

HIGH Mostly free 45–60 min Gives every shopper a 
clear place to begin.

4 Launch New This 
Week

FIRST STEP: Pick the 
rightmost case and 
rotate three items.

HIGH Under $15 30 min Creates a repeat-visit 
hook and makes the 
booth feel active.

5 Build the connection 
station

FIRST STEP: Set up 
business cards, one 
takeaway and the SCAN 
FOR NEW ARRIVALS 
QR.

HIGH Under $25 + printing 60–90 min Lets interested shoppers 
remember Point Taken 
even when they do not 
buy today.

WHY THESE FIVE
They improve all five stages of the shopper journey without changing the architecture or personality of the booth. They are also easy to test, 
inexpensive to reverse and visible enough that you can learn from shopper behavior quickly.
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A realistic direction for the same Point Taken space
This rendering is inspiration, not a construction drawing. It preserves the booth’s dark wood, logo, warm lighting, black display language 
and wood-slab centerpiece while applying the highest-priority recommendations.

Important: AI concept visuals can simplify or alter product details. Use this as a merchandising direction only; retain your actual products, accurate prices and real 
product information.

CONCEPT RENDERING  SEE THE SUGGESTIONS IN ACTION

WHAT THE RENDERING IS SHOWING
The visual adds clearer category headers, a central Top Picks feature, a New Arrivals zone, more obvious price/info cards, focused warm case 
lighting, story-driven lower-wall artwork and a compact business-card/QR station at the right edge. Use the ideas selectively based on 
inventory, budget, store rules and what is accurate for the business.
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VISUAL CALLOUTS  WHAT CHANGED & WHY
1. The Point Taken identity stays dominant The logo, dark wood and warm lighting remain. The concept improves the 

shopping system without turning the booth into a different brand.

2. Category headers are easy to scan Each case has one clear job. That reduces the amount of visual work a 
shopper has to do before they begin browsing.

3. TOP PICKS becomes the natural starting point A central feature tells first-time shoppers where to begin and makes a few 
pieces feel more important.

4. NEW ARRIVALS creates novelty A red feature on the right gives regular MSC shoppers a reason to stop 
again and creates content for email/social.

5. Price and info cards become consistent The small cards live near the products instead of floating around the 
display. This makes the cases easier to compare.

6. Warm case lighting guides the eye Focused light adds clarity without losing the warm atmosphere already 
created by the string lights.

7. The live-edge wood slab stays It remains the physical hero and a memorable brand element, with fewer 
competing visual distractions around it.

8. The lower artwork becomes story content Technical-style frames support the collector feel and can carry short 
verified context instead of functioning only as decoration.

9. The approach remains open The concept keeps furniture tight to the edges so two shoppers can stand at 
the wall without feeling trapped.

10. The right edge becomes the CONNECT zone Business cards and one QR/CTA live in a dedicated place, creating a clear 
finish to the shopper journey.

KEEP THIS REALISTIC
The point is not to copy every graphic literally. Copy the hierarchy: brand first, category second, featured product third, detail up close, 
connection at the edge. That hierarchy can be built with inexpensive temporary signs before anything permanent is ordered.
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Not every interested shopper is ready to buy today
A market shopper may want to think, compare, wait for a gift occasion, return on payday or simply remember the business. If they leave with no 
card, no takeaway and no easy digital connection, Point Taken is depending on memory alone.

Recommended connection strategy: The Point Taken 
Collector List

Where it lives
• One 5 x 7 QR sign at the right-side connection station.
• The same QR on the back of the business card and take-home piece.
• A matching link in the social bio if Point Taken maintains social accounts.
• A simple thank-you page after signup that tells people what kind of messages to expect.

What to send afterward
• Welcome message: “Thanks for joining Point Taken. We’ll use this list for new arrivals, collector picks and a few useful updates from our MSC 

space.”
• Ongoing rhythm: a short message when there is genuinely something new to show, rather than sending simply because a calendar says it is time.
• Use one strong photo, 2–4 short lines and one action: stop by MSC, see what is new, or view the latest feature.

CUSTOMER CONNECTION  TURN SHOPPERS INTO FUTURE CUSTOMERS

WHY SOMEONE WOULD JOIN
First look at new arrivals. 
Collector Pick highlights. 
Gift ideas when appropriate. 
Occasional Point Taken updates. 
A simple vote on what to feature next. 
 
Keep the value practical. Do not promise exclusives, discounts or early 
access unless you can reliably deliver them.

WHAT TO COLLECT
First name + email is enough to begin. 
 
Optional later: one preference question such as “What do you like to 
browse?” Keep it broad and avoid collecting unnecessary personal 
information.

PRIMARY CTA — EXACT COPY
SCAN FOR NEW ARRIVALS 
Join the Point Taken Collector List for first looks at new arrivals, collector picks and special features. 
 
One scan. One short form. No competing QR codes.

LEAD MAGNET CHOICE
Skip a restricted-product giveaway as the first tactic. A better fit is a useful digital “Point Taken New Arrivals & Gift Guide” or first-look 
update. It gives shoppers value without making the signup feel gimmicky.
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Signs you can actually use

Business card recommendation
No business card is clearly visible in the provided photo, so this is a visibility recommendation rather than a claim that Point Taken does not have 
cards. Use a dedicated holder and make the card unmistakably Point Taken.

• FRONT: logo + Point Taken + one short descriptor.
• BACK: “Find us at Market Street Creatives,” the contact/social channel you actually maintain, and the same Collector List QR.
• Avoid tiny lists of every platform. One maintained channel is better than four neglected ones.

Take-home piece: 4 x 6 New Arrivals card

READY-TO-USE WORDING  SALES TOOLBOX

AISLE DESCRIPTOR KNIVES • COLLECTIBLES • UNIQUE FINDS 
Use only if these words accurately describe the real assortment.

FEATURE SIGN NEW THIS WEEK 
Fresh finds worth a closer look.

TOP PICKS SIGN TOP PICKS 
A few pieces we think deserve a closer look.

PRIMARY CTA SCAN FOR NEW ARRIVALS 
Join the Point Taken Collector List for first looks at new arrivals, collector 
picks and special features.

SHOPPER QUESTION WHAT SHOULD WE FEATURE NEXT? 
Tell us what catches your eye. Scan to vote or ask us at the booth.

RESPONSIBLE RETAIL PLEASE SHOP RESPONSIBLY 
Purchases and ownership should follow applicable laws, store policies and 
safe-storage practices.

FRONT COPY
POINT TAKEN 
NEW ARRIVALS • COLLECTOR PICKS • UNIQUE FINDS 
 
See something you want to remember? Take this card and find us again 
at Market Street Creatives.

BACK COPY
SCAN FOR NEW ARRIVALS 
Join the Point Taken Collector List for first looks at new arrivals, 
collector picks and gift ideas. 
 
Add only real contact/social information and the QR you actively 
maintain.
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Seven practical ideas
1. New This Week photo

Photograph the same right-side feature each time it changes. Use the red sign as a repeating visual cue so followers learn what the post means.

2. Collector Pick spotlight
Choose one featured item and explain one verified design, history or visual detail. Keep it educational and avoid use instructions.

3. Wall Reset before/after
Once a month, post a simple before/after of the merchandising refresh. This shows that the booth changes and gives regular shoppers a reason to revisit.

4. Customer vote
Ask “What should we feature next?” using broad categories. Share the winning category in the next feature so shoppers see that their input mattered.

5. Gift guide moment
During gift-heavy seasons, create one small display and one matching post: “Not sure where to start? Here are three gift-ready directions at different 
price points.” Use real current prices.

6. MSC neighbor collaboration
If another vendor has a naturally compatible gift audience, trade one social mention or create a small “Find these two stops at MSC” post. Keep each 
business visually distinct rather than forcing a bundle.

7. Monthly “What’s New at Point Taken”
Send a very short Collector List update with one image, 3–5 new/featured items and one invitation to stop by. The booth’s rotating feature gives you the 
content.

Three in-booth promotions that fit the brand
• COLLECTOR PICK: one item or small group with a short “why we picked it” card.
• NEW THIS WEEK: 3–5 items, changed on a consistent rhythm.
• GIFT IDEAS FOR COLLECTORS: a temporary seasonal cue that uses actual available price points.

MAKE THE BOOTH FEED THE MARKETING  MARKETING & SALES OPPORTUNITIES

PRODUCT GROWTH RULE
Do not add inventory merely to fill space. If you test a new category, begin with a small, clearly labeled group and watch whether shoppers 
stop, ask questions and purchase. Expansion should strengthen Point Taken’s identity, not make the wall feel random.

POINT TAKEN  •  MSC SPACE SUCCESS PLAN  •  17



Recommended now
RECOMMENDED NOW + CONSIDER LATER  30 IDEAS YOU CAN STEAL

RECOMMENDED NOW CONSIDER LATER

1. Temporary aisle descriptor under the logo. 1. Digital seasonal gift guide.

2. One central Top Picks case. 2. Monthly Collector Pick email.

3. One New This Week case on the right. 3. Customer vote on the next featured category.

4. Same-size category headers over every case. 4. Simple branded sticker or other non-restricted add-on test.

5. One consistent price/ID tag template. 5. One display-oriented accessory test if it fits the real assortment.

6. Two short product-story cards for featured pieces. 6. Holiday version of New This Week.

7. Warm light test inside one dark case. 7. Photo series using the patent-style artwork as a backdrop.

8. Business-card holder on the right edge. 8. Short “one detail to notice” social posts.

9. One 5 x 7 SCAN FOR NEW ARRIVALS QR sign. 9. MSC neighbor collaboration around a shared shopping theme.

10. Point Taken Collector List with first name + email. 10. QR printed on future business-card runs.

11. 4 x 6 take-home New Arrivals card. 11. Small staff/founder pick label if there is a real person curating the 
assortment.

12. Monthly straight-on booth photo. 12. Occasional price-point trio: approachable, mid-range and premium.

13. Tally the three most common shopper questions. 13. Seasonal mini-collection only when inventory supports it.

14. One gift cue during a gift-heavy period. 14. One annual signage refresh rather than frequent redesigns.

15. Remove or relocate one sign if it competes with the main hierarchy. 15. A simple spreadsheet or notebook that tracks feature dates, questions 
and what sold from featured zones.

TRY THIS THIS WEEKEND
Put a temporary red NEW THIS WEEK sign over the rightmost case, choose only three featured items, make the prices easy to see and leave 
the rest of the wall unchanged. Watch three things: how many people slow down, whether they point/read before asking a question, and 
whether repeat shoppers mention what is new. If that zone creates noticeably more stops or questions, keep the idea and refine the sign.
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QUICK WINS → SHOPABILITY → CONNECTION → TEST & LEARN  YOUR 30-DAY ACTION PLAN

WEEK 1 — QUICK WINS • Print a temporary aisle descriptor and category headers.
• Choose one standard price/ID tag design.
• Open the floor line and assign the right-edge pedestal to connection only, 
if it belongs to Point Taken.
• Take a straight-on “before” photo.
• Start a note on your phone titled: Shopper Questions. Record repeated 
questions.
Goal: make the wall easier to understand without spending much.

WEEK 2 — SHOPABILITY • Build the central Top Picks feature.
• Launch New This Week on the right.
• Create two short product-story cards.
• Test warm light in one case and check glare in photos.
• Remove a little density from the two featured zones so the selected 
products stand out.
Goal: give shoppers a clear starting point and make featured 
merchandise feel important.

WEEK 3 — CUSTOMER CONNECTION • Confirm or refresh business cards.
• Create the Point Taken Collector List signup form.
• Generate one QR code that goes directly to the form.
• Set up the SCAN FOR NEW ARRIVALS sign.
• Print 25 take-home cards and place them with the business cards.
Goal: make sure interested shoppers can find Point Taken again.

WEEK 4 — TEST & LEARN • Rotate New This Week and refresh Top Picks.
• Review the shopper-question notes and improve one sign based on what 
people asked.
• Test one gift cue or price-point trio if the current assortment supports it.
• Send the first short Collector List message only if there is something 
genuinely new to share.
• Take a new straight-on booth photo and compare it with Week 1.
Goal: keep what is working, remove what is not and build a simple 
monthly merchandising habit.

AT THE END OF 30 DAYS
Do not ask whether the booth looks “finished.” Ask what became easier: Did shoppers understand categories faster? Did they read prices 
without asking? Did the featured zone attract attention? Did anyone take the card or scan the QR? Those observations tell you what to keep 
building.
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Brand & first impression
[ ]  Main Point Taken logo remains the visual anchor.
[ ]  Aisle descriptor is accurate, short and readable.
[ ]  Supporting signs use one consistent visual style.
[ ]  Warm lighting is consistent and glare is controlled.
[ ]  Entrance/floor area stays visually open.

Merchandising & shopability
[ ]  Every case has a clear category job.
[ ]  Top Picks / Featured zone is current and not overcrowded.
[ ]  New This Week is current and changes on schedule.
[ ]  Prices are visible and placed consistently.
[ ]  Featured products have short, factual info cards where useful.
[ ]  Wood-slab centerpiece remains clean and intentional.
[ ]  Patent-style artwork supports the story instead of competing with merchandise.

Customer connection
[ ]  Business cards are visible and easy to take.
[ ]  One take-home piece is stocked.
[ ]  Primary CTA reads SCAN FOR NEW ARRIVALS.
[ ]  QR code goes directly to the intended signup page.
[ ]  Collector List form asks only for necessary information.
[ ]  Welcome/follow-up message is ready before signup is promoted.
[ ]  One realistic reason to return is visible in the booth.

Sales & learning
[ ]  Gift cue is used only when relevant to current inventory.
[ ]  Any new product/add-on is tested in a small quantity first.
[ ]  Responsible retail messaging reflects applicable rules and store policies.
[ ]  Common shopper questions are being tracked.
[ ]  One straight-on booth photo is taken each month.
[ ]  Featured zones are refreshed rather than endlessly filled.
[ ]  Point Taken reviews what shoppers respond to before making bigger investments.

Keep your identity. Tell your story. Make it easy to shop.

PRINT THIS PAGE AND WORK THROUGH IT  IMPLEMENTATION CHECKLIST

CLOSING THOUGHT
Point Taken does not need a new personality. It needs a clearer path through the personality it already has. Keep the dark wood, target logo, 
warm light and collector atmosphere; then make it easy to understand, easy to browse, easy to remember and worth checking again. Small, 
visible improvements will give you useful feedback for months.
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