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Summary of Findings 
 J.C. Penney Co. Inc.’s (JCP) shop-in-shops concept is resonating 

with store personnel and new customers who are seeing hints of 
successful change and the potential for growth in 2013.   

 Positive comments from store associates and customers about 
the shop-in-shops include an improvement in stylish brands, 
quality products, a boutique-like store design and layout, easy-to-
find brands, and an increase in younger customers at the 
refreshed stores. Two store associates said sales are increasing, 
while another said her store is meeting monthly goals.  

 Shop-in-shops partners are enthusiastic about J.C. Penney’s new 
focus and expect to benefit from the partnership. It gives brands 
like Levi Strauss & Co. a better platform from which to sell its 
merchandise and a chance to upgrade the quality and price 
thanks to improved product placement and smarter layouts. 

 However, J.C. Penney is not currently executing its store-within-a-
store concept well enough to rescue the company. 
Communication of the new plan is weak, loyal customers are 
annoyed by the abrupt disappearance of discounts and price 
promotions, and shop-in-shops have not yet driven sales 
increases. 

 Industry specialist sources question whether this transition is the 
right fit for J.C. Penney given its past identity and the challenge of 
attracting enough new customers to replace those turned off by 
the new vision and strategy.  
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Research Question: 

Will the expansion of its store-within-a-store concept rescue J.C. Penney? 

Silo Summaries 
1) J.C. PENNEY STORE PERSONNEL 
All seven sources said customer response to the new look 
at JCP, including the shop-in-shops concept, is very positive. 
It is bringing in new, younger customers. Sources 
acknowledge that the turnaround is a slow process, but it is 
gaining momentum. Expectations are high for 2013 as the 
shop-in-shops concept expands. The improvements will 
allow JCP to challenge Macy’s and Kohl’s on price and 
selection. 
 
2) J.C. PENNEY CUSTOMERS 
All seven female sources noted positive changes at JCP in 
the last few months, though not all of them were aware of 
or familiar with the shop-in-shops concept. JCP now has a 
strong combination of price, quality and variety as upgrades 
have been noticed and appreciated. This will lead to 
increased visits and spending. Word of mouth around JCP 
is improving, and the store is attracting more young 
customers as part of its brand improvements. Sephora is 
an important draw. JCP still has a long way to go to turn 
things around and it is suggested that more deliberate 
advertising for the shop-in-shops concept is needed. 
 
3) J.C. PENNEY SUPPLIERS 
Three manufacturing sources currently supplying JCP, 
including two in China, said sales have not increased as a 
result of the shop-in-shops in 2012. The U.S. source said 
employees and old customers do not like the changes and 
are confused by the pricing strategy, and he wonders if JCP 
can attract high-end customers to replace lost customers. 
He also said shop-in-shops partners are excited about the 
opportunity to have higher-quality, higher-priced 
merchandise available in an improved store format. Both 
sources in China reported order declines between 30% and 
40% year to year. The other two sources have agreements 
but no signed contracts for their shop-in-shops partnerships 
with JCP. Both are enthusiastic about the potential. One is 
pleased with test store results. 
 
4) INDUSTRY SPECIALISTS 
Six sources said the shop-in-shops concept has potential, 
but four questioned whether JCP can execute it well enough 
to make it successful. The marketing is lacking, old 
customers feel betrayed, new customers are slow to 
embrace JCP and the reduced store personnel hurts the 
personalized approach needed to deliver the promise of 
shop-in-shops. One source is creating a shop-in-shops at a 
competitor department store and believes the increased 
revenue will more than offset the fees owed to the store for 
the partnership. 
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Background 
J.C. Penney’s same-store sales declined for the fifth consecutive quarter, with recent third-quarter earnings revealing a 26% 
year-to-year decline. Despite recent sales struggles and a 12% decrease in store traffic in the third quarter, J.C. Penney’s CEO 
remains committed to the renovation plan. Starting this fall, J.C. Penney began replacing nearly half its merchandise with new 
lines and reconfiguring its store layouts to offer patrons a store-within-a-store concept, highlighting different brands and 
increasing the amount of time customers spend at store locations. Early results indicate that J.C. Penney’s new concept is 
leading to higher sales, with converted floor space generating $269 a square foot compared to $134 a square foot for the 
rest of the store. Over the next three years, J.C. Penney will transform 64 million of its 111 million square feet.   
 
 
CURRENT RESEARCH 
In this next study, Blueshift assessed whether J.C. Penney’s store-within-a-store plan can revitalize the brand and lead to the 
turnaround CEO Ron Johnson is so convinced will happen. Blueshift employed its pattern mining approach to establish and 
interview sources in five independent silos:  

1) J.C. Penney store personnel  (7) 
2) J.C. Penney customers  (7) 
3) J.C. Penney suppliers  (5) 
4) Industry specialists  (6) 
5) Secondary sources (8) 

 
Blueshift interviewed 25 primary sources, including two repeat sources, and included eight of the most relevant secondary 
sources focused on Ron Johnson becoming Women’s Wear Daily’s Newsmaker of the Year, criticism of the retailer’s attempts 
to remake itself, reader comments both supporting and criticizing the changes, the softening of JCP’s no-promotions policy 
with the introduction of friends-and-family coupons and insight into the new design and displays in the stores. 
 
 

Next Steps 
Blueshift’s next report on J.C. Penney will include interviews with more participants in the shop-in-shops initiative to learn how 
the program is succeeding in 2013. We will revisit the two shop-in-shops sources in this report to determine if they have 
signed agreements and a schedule for rolling out to J.C. Penney stores nationwide. We will survey more stores and more 
customers to assess whether enthusiasm and sales are increasing.    
 
 

Silos 
1) J.C. PENNEY STORE PERSONNEL 
All seven sources said customer response to the new look at J.C. Penney, including the shop-in-shops concept, is very 
positive. It is bringing in new customers, especially younger customers who are responding well to the new styles, fresh 
appearance, clean layout and increased use of technology. Two sources said sales are increasing, while another said her 
store is meeting monthly goals. Sources acknowledge that the turnaround is a slow process, but it is gaining momentum. 
Expectations are high for what 2013 will bring, according to all sources, as the shop-in-shops concept expands with additional 
brands and new amenities like an ice cream bar and yoga/activities center. Sources said the improvements will allow J.C. 
Penney to challenge Macy’s Inc. (M) and Kohl’s Corp. (KSS) on price and selection. 
 
 Fashion specialist at a J.C. Penney in New Jersey 

Employees are very enthusiastic about the shift to the store-within-a-store model. Traffic has increased, especially with 
younger customers, and sales have benefited. They see it as a move that has put the store on a different level. 
Customers have had a positive reaction to the change. The boutique-like feel and partnership with LVMH Moet Hennessy 
Louis Vuitton SA’s (EPA:MC) Sephora have had a particular effect on younger customers.  
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 “The change has been wonderful for the store. It has given us a whole 
new look and feel.” 

 “It’s generated more traffic. We’re promoting it in our advertising. Some 
people come in to see the new look. Others are surprised.”  

 “The floors were redone, and the lighting. The store has a fresh, new 
look.” 

 “In the Levi’s section, we have expanded our offerings. It is the largest 
selection of Levi’s offerings that you’ll find in the mall. We see lots of 
younger customers in this section—but older guys, too, looking for their 
550s.” 

 “Sephora really pulls people in—mostly a younger crowd. It’s been very 
beneficial to the store.” 

 “Designers have a say in how their section is decorated. Liz Claiborne, 
for example, tells us what should be on the mannequins and how 
things should be displayed. We follow their SOP. With the holidays 
these displays are changed weekly. At other times it will be less frequently—maybe monthly.” 

 “We have a section for J.C. Penney’s JCP line. It is selling very well. I actually really like it. The price, colors and 
qualities are excellent. It washes well.” 

 “You can move around the store better and see what is here. It is very well organized. In terms of working with 
customers, I’ve found that it helps to have it broken down by designer. If someone is looking for a shirt, I can 
show them what Levi’s has to offer and if they don’t like what’s there, I can move them over to Arizona. It works 
well.” 

 “Customers really seem to like the new look. It is particularly helpful with younger customers. They like the 
layout. It is less like a department store, more like little boutiques.” 

 
Reporter Observations: The store was not terribly busy during a Tuesday at 3 p.m., with shoppers scattered among the 
men’s and women’s departments and handbag section. The store is clean and well lit. The store within a store concept 
has been incorporated throughout the whole store—men’s, women’s, juniors, housewares—most products within the 
different departments were broken down by designer or brand. The Levi’s, Liz Claiborne and Sephora sections made the 
biggest splash. Levi’s has a neon sign and “design bar” with iPads to search for styles online. Liz Claiborne had a large, 
freestanding yellow door. Sephora was enclosed in an open room that set it apart from the rest of the store. Sephora was 
directly in front of the mall entrance—making it easy to see and attracting customers. Other brands in the men’s and 
women’s departments included Arizona, DC Shoes, Vans, Lee and MNG by Mango. There was also a separate section for 
the store’s own JCP line. The junior apparel section was also broken down by brand, including Arizona, Vans, Buffalo, DC 
and Total Girl. There was a Carter’s [Inc./CRI] section for smaller children. Housewares seemed to also follow the model 
with brands broken out--i.e. Keurig, Shark, Hoover and Sunbeam.  
 

 Employee at Sephora in a J.C. Penney outside Chicago 
The J.C. Penney store has seen a very positive change after its facelift, including stronger sales at its shop-in-shops 
Sephora. The new look has brought in new customers, including those in 
younger demographics as the feel and appearance is brighter, fresher and 
trendier. Customers compare the new store to Macy’s but with better prices and 
with a wider selection than Kohl’s has.  

 “The store has had a facelift. It is more modern. They totally redid the 
whole thing and it has made a big difference. It looks like a new store. 
The customer reaction has been very positive.” 

 “Our Sephora store does pretty well. We are most definitely helping J.C. 
Penney increase sales. We have done very well since we opened earlier 
this year.” 

 “Some customers do come in specifically for Sephora and then they 
leave. We are more convenient than going to the closest large mall.” 

 “Since we opened, I have noticed shoppers are coming from further 
suburbs to shop here. That is a good sign.” 

The change has been 
wonderful for the store. It has 
given us a whole new look and 
feel. … It’s generated more 
traffic. … We see lots of 
younger customers. … They like 
the layout. It is less like a 
department store, more like 
little boutiques. 

Fashion Specialist, J.C. Penney 
New Jersey 

Our Sephora store does pretty 
well. We are most definitely 
helping J.C. Penney increase 
sales. We have done very well 
since we opened earlier this 
year. … Shoppers are coming 
from further suburbs to shop 
here. 

Employee, Sephora in J.C. Penney 
Chicago-area 
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 “Our in-store is more pronounced than the others in J.C. Penney. We have walls and are more separated than 
the other ones. For example, there also is a Levi’s area, a Liz Claiborne area, and an Izod area but they are 
within the sections, not in a separate area like us.” 

 “In addition to the store-in-store shops, J.C. Penney is carrying new brands that appeal to a younger crowd, 
which is working to bring them into the store. The store is more trendy and hip than it used to be.” 

 “I have even noticed a change in the furniture and bedding we carry. Everything is fresher-looking.” 
 “Customers say the new changes make the store seem more like Macy’s, but not as expensive. And they say we 

have cuter apparel and a better selection than Kohl’s.” 
 “This area used to be part of the jewelry department, which was too spread out. Now it is laid out better and we 

have our store.” 
 “All our sales go to J.C. Penney. Our corporate office is even in Texas with the J.C. Penney’s office while the 

freestanding Sephora stores’ corporate office is in California.” 
 
Reporter Observations: The Sephora store-in-store is set up just like a freestanding Sephora store, just smaller. There 
were two friendly women working the store on a Wednesday at 2:30 p.m. Both were very enthusiastic about their jobs 
and the changes at J.C. Penney. The store is quite clean and organized with the sample/trial areas in good shape. The 
store displays look attractive with trendy designs. One customer in her fifties spent over $100 on fragrance and makeup. 
Store traffic overall was somewhat slow, with 15 to 20 customers spread throughout the store in different sections.  

 
 Fashion specialist at a J.C. Penney near Atlanta 

Customers are enthusiastic about the shop-in-store concept. The areas are better organized, it is easier to locate desired 
merchandise, and there is individual customer service because of the new layout. Overall, sales for the store have been 
slower than they were the year before as customers struggle to understand the “no coupons, one low price” idea, but 
sales are beginning to climb in the last few months and are expected to rise as the new concepts become more 
mainstream. This location has almost completed its shop-in-shops renovations and will add new shops from  Betsey 
Johnson’s Betseyville and Martha Stewart Living Omnimedia Inc.’s (MSO) Martha Stewart in housewares. 

 “The customers really love the shop-in-shops. They say it is more organized and there is more help on the 
floors.” 

 “It is more ‘shop-able.’ We have better merchandise, it’s arranged a 
certain way for the customers and it’s more one-on-one customer 
service since you have a specialist for each ‘shop’.” 

 “We’ve changed everything—pricing, layout of the store, more help on 
the floor, no coupons. We even check people out on iPads and iPods.” 

 “Compared to last year, sales started out low but in the past few 
months they have started going back up.” 

 “Sales will get better once the customers get used to what we are 
doing.” 

 “The shops are what drive the customers to shop here. In time, 
customers will buy more with the shop-in-shops structure.” 

  “We’ve finished the downstairs with shop-in-shops. The newest shop 
we added is i Jeans by Buffalo. Upstairs we are getting Betseyville and Martha Stewart.” 

 “We have a new promotion we’ve been running since Black Friday and it goes through Christmas Eve. When 
customers come in to the store, we give them buttons that have a code on them. If the code is a winner, they 
can get prizes like vacations, J.C. Penney merchandise, gift cards, et cetera… The customers are very excited 
about the promotion. It drives traffic to the store as people want to see if they win.” 

 
Reporter Observations: On a Wednesday at 3:45 p.m., the store gives the feel of being new even though this location is 
more than five years old. There was a lot of shelving that displayed the clothing to an advantage. The floors were spotless 
and shiny. Music played softly. All the clothing was very well organized. J.C. Penney is matching items by color to make 
selections easier to locate. Sales associates were on the floor greeting customers and offering help. The checkout area 
was consistently staffed so customers did not have to find someone to make a purchase. The second level is dedicated 
to housewares, women’s sleepwear, lingerie and children’s clothing.  

 
 

Compared to last year, sales 
started out low but in the past 
few months they have started 
going back up. … Sales will get 
better once the customers get 
used to what we are doing. 

Fashion Specialist, J.C. Penney  
Atlanta-area 
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 Store associate at a J.C. Penney in California 
The store-within-store concept’s new brands and minimalist appearance are well received and slowly introducing J.C. 
Penney to a younger group of customers, though increased advertising for the new concept would help. European brand 
MNG is popular among women in their early twenties up to their forties, but Liz Claiborne is still the top-selling clothing 
brand and Sephora is regularly the busiest store-within-a-store. Customers ask about discounts and coupons but are not 
put off by the new pricing strategy. J.C. Penney’s new clean layout is catching the attention of those who say competitor 
stores, including Macy’s, are too cluttered with merchandise.  

 “The changes J.C. Penney is making are having an effect. Visually it’s 
strong, and they need to keep bringing in more current, stylish brands 
at the lower prices.” 

 “We have MNG, Levi’s, Worthington and Sephora store-within-stores. 
Those are the major ones. But Liz Claiborne and Arizona, as well as the 
JCP line are probably classed as that now.” 

 “I haven’t heard of any more store-within-stores coming to this store.” 
 “The most popular departments are Liz, Arizona and Worthington. Liz is 

very popular and our top-selling brand.” 
 “People definitely buy MNG. The flowy tops and sweaters are the most 

popular.” 
 “The MNG buyer age range is from mid-20s to early 40s.” 
 “Sephora is always really busy.” 
 “Levi’s has its own area in women and men’s. Of the women’s jeans we 

sell, 95% are Levi’s or Lee.” 
 “Traffic is definitely improving. It’s hard to tell right now if it’s Christmas 

or because of the changes we’ve made, though.” 
 “The prices have gone down since the Fair and Square Deals. People ask about the sales and discounts but 

when I say we don’t do that anymore they say, ‘OK, that’s fine,’ or ‘Oh, that’s not bad for what I got.’” 
 “I’ve heard some customers saying they were disappointed we aren’t carrying their favorite brand anymore. But 

that’s maybe 5%. People pinpoint where they go in a store to get what they want, and that’s all changing. The 
other 95% are complimenting us on the new brands and approving of the changes we’re making.” 

 “The customers who come in are still more of what the JCP customer used to be—older. I’m not sure people 
know about all the changes. JCP would benefit from more ads talking about the new brands and clothes.” 

 “Slowly but surely that is changing. A mom was here the other day who said she wanted to bring in her 
daughters to check it out. It used to be an older-person store but there are a lot more girls in the junior sections 
now.” 

 “The store’s appearance is definitely more minimalist. … Macy’s racks are jammed, you are elbow to elbow with 
all the merchandise.” 

 
Reporter Observations: At 3 p.m. on Sunday, the mall was busy but not overwhelmingly so for the holidays, and the traffic 
in JCP was consistent with that of other stores in the mall. The children’s play area is right at the J.C. Penney entrance. 
The MNG store inside the entrance was set up in a boutique style with a black chandelier and a minimalist approach to 
merchandising. Women’s Levi’s, JCP and Liz Claiborne stores, as well as brands like Arizona, a.n.a and Worthington were 
marked with large signage and uncluttered. Sephora was toward the center of the store and the busiest store on the 
ground floor. The men’s section had a larger Levi’s, JCP and Arizona store than the women’s section. In home goods, the 
portrait studio was very crowded. Each store or section seemed to have one staff member, while the cash registers had 
two or three staff each and were four to five people deep. This J.C. Penney is in a smaller mall that also has a Sears and 
Macy’s, which was crowded with disorganized merchandise, racks and an in-store makeup promotion cluttering the main 
aisle at the mall entrance. 

 
 Manager at a J.C. Penney store in California 

This store’s traffic is increasing, while the average age of customers is decreasing. The shop-in-shops are focusing on 
new lines as well as revamping old ones, and new shops/brands—like Martha Stewart and Disney—will be added through 
2015. J.C. Penney stores are hiring many experienced visual and merchandising staff, and each store is given extensive 
direction on how each shop should be merchandised, down to how many items are on each rack. Nordstrom is the 
closest to having shop-in-shops, but J.C. Penney is doing them on a larger scale with the goal to be one step ahead of its 

The other 95% are 
complimenting us on the new 
brands and approving of the 
changes we’re making. … A 
mom was here the other day 
who said she wanted to bring in 
her daughters to check it out. It 
used to be an older-person 
store but there are a lot more 
girls in the junior sections now. 

Store Associate, J.C. Penney  
California 
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competition. Macy’s is letting people go and the store is dirty, an indication of larger problems. The ad campaign 
featuring Ellen DeGeneres has succeeded in bringing in more customers and an increasingly younger customer base. 

 “The average customer is getting younger and younger since the marketing changed with the Ellen ads and 
everyday low pricing. There are more people coming in now.” 

 “There are so many changes here. And that’s how it’s going to be until 2015. It’s a really positive thing.” 
 “There is going to be a big transition in January. We are getting Martha Stewart. There are going to be demo 

tables and special displays.” 
 “We are getting a coffee shop or a candy store. And a Disney store.” 
 “We’re also going to be getting small, handheld devices that use Wi-Fi so if a customer has a stock question I 

can scan the bar code for real-time inventory information. It can also be used to swipe credit cards and checkout 
customers anywhere in the store.” 

 “The guy who did Apple [Inc./AAPL] is doing this, so it has that look. The store is not as crowded anymore. The 
merchandise is spread out, and there is a lot more filling in the rack after items are purchased.” 

 “There has been interest in MNG. I love it. My friends love it. The clothes are clean fitting. It’s similar to Zara.” 
 “We now have a marketing map for the layout--pictures of how each 

section is supposed to look. It’s a good change. They could do more 
with layering jewelry, do more with the mannequins.” 

 “We are currently hiring several visual people. They are taking their 
time and not just hiring anybody like they used to. I’m working with 
someone now who just came over from Macy’s doing visual and 
merchandising and she didn’t need any training.” 

 “Nordstrom is the only store that has something similar to the shop-in-
shops. But we’re trying to go one step up from them, be better.” 

 “Macy’s is so dirty. There is something wrong with it. They are cutting 
staff, so something is going on there.” 

 “Having the MSRP sticker with the JCP below it for less is good. People 
want to see a markdown. Customers liked the $10 coupons and discounts based on how much they spend. JCP 
still needs to do something there.”  

 “St. John’s Bay is now labeled as JCP and is better. The colors are bright, the new clothes are fashion forward. 
The quality is going one step beyond.” 

 “We have new brands and we kept some old ones. We always had Liz but it’s been remodeled and has bright 
yellow doors. Arizona has been remodeled. We dumped maternity, or at least it’s only online. People were upset 
about that.”  

 “People aren’t used to JCP now. There are some people I have to apologize to because they can’t find their 
three-quarter sleeve shirt or the St. John’s Bay sweater. There will be glitches like that, but that’s to be 
expected.” 

 “The older customers are not as happy. We did away with the music and started the younger stuff little by little a 
few years ago. We’ve got new toys, kids and juniors.” 

  “I’ve worked here a long time and it’s great to see these changes. My friends are calling asking if I can get them 
this or that merchandise.” 

 
Reporter Observations: At 12:30 on Monday, the store was very clean and tidy, and the more minimalist merchandising 
approach was obvious. Store traffic was good, but not exceptional, especially for this time of year. The central cash 
registers had two to three associates with lines four to six customers deep. The average customer was female, in her 40s 
or 50s, though there were several moms with kids and a few men. Sephora and MNG shop-in-shops are near the 
entrance, and JCP-labeled clothing and Liz Claiborne had clearly marked sections in the center of the floor. The Levi’s and 
Arizona sections, as well as the older brands/sections were on the perimeter. This is a very large and busy mall. J.C. 
Penney is at one end, and the other department stores and shops are in higher-traffic areas. The entrances off the 
freeways and main parking lots/structures are also on the other opposite side of the mall from J.C. Penney. There were 
no changes to the building’s outdated façade. 

 
 Employee at a J.C. Penney in suburban Chicago 

The strategy to bring in younger customers seems to be working at this store, led by the popular Arizona line. Customers 
are pleased with the remodels and rumor is they are resuming after Christmas with the possible addition of a yoga studio 

I’ve worked here a long time 
and it’s great to see these 
changes. My friends are calling 
asking if I can get them this or 
that merchandise. 

Manager, J.C. Penney Store  
California 
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and ice cream parlor. The store is also getting innovative with technology, using iPads in the men’s Levi’s section to 
check out customers. Sales associates are hopeful out-of-the-box thinking such as this will help rescue J.C. Penney. 

 “Some of the changes in our store will hopefully set us apart from the other retailers. We are really trying new 
concepts and bringing in great, new brands that customers want. We needed change. We have nothing to lose.”  

 “These days, all the stores are so competitive that you have to think out of the box to set yourself apart. That is 
what we are trying to do.” 

 “With the remodel, we are trying to bring in younger customers. It is a 
slow process but it seems to be working.” 

 “I hear they are starting more changes to the store after the holidays 
and next year.” 

 “I have heard rumors of a yoga studio and an ice cream fountain in the 
store—pretty innovative things.” 

 “They are using iPads to check out in the men’s Levi area rather than 
your typical registers. Then customers can get their receipts emailed to 
them or we can print them at one of the regular customer 
service/checkout areas.” 

 “People like the new store. It is brighter. They like that there are not a 
bunch of coupons to go through when they purchase.” 

 “We just need to keep spreading the word and do more advertising 
about what we are doing to differentiate ourselves from the other 
retailers.” 

 “We have had the in-store Sephora for two years or so. It has helped 
the overall stores’ business.” 

 “Other store renovations have happened this year like the Levi’s shop in both the men’s and women’s 
department along with the Arizona Jean Co. and Liz Claiborne sections.” 

 “We do have clearance items that are on sale. We get lists of what to mark down. Sometimes, there are just so 
many items that we cannot get to them all.” 

 “The Arizona Jean Co. is very popular with the kids, much more so than what used to be stocked over there.” 
 “Near our corporate headquarters, I hear there is a concept store that has all the changes and ideas that our 

new CEO wants to incorporate. It is doing very well.” 
 
Reporter Observations: During the visit on a Monday at 1:30 p.m., the store was mildly busy. At least half the customers 
were over 50, though school was still in session at the time. One elderly customer was confused and having trouble 
finding a brand since the store layout had changed. The customers were spread throughout the departments fairly 
evenly. The store looked organized and not as cluttered as Macy’s, for example. But, it was also not as busy as Macy’s. 
The styles are trendy but they still carry older brands, such as Alfred Dunner, that senior women like. 

 
 Fashion specialist at a J.C. Penney near Atlanta 

The reception for shop-in-shops has been positive. Sales are slow to pick up with the new layout as customers are slow to 
adapt to change, but the store is meeting its monthly goals. More shop-in-shops will be added after the holidays. 
Expectations are high for increased sales once this happens.  

 “Customers really like the shop-in-shops. I have heard nothing but good 
things.” 

 “The store has become more organized with the shop-in-shops. 
Gradually people will get used to everything and I think sales will 
increase.” 

 “Even though the customers are slowly adjusting to all the changes 
we’ve made--registers, pricing, organization–we are meeting our 
monthly goals in sales.” 

 “Sales will get better, especially the closer we get to Christmas.” 
 “We are adding more shops after the holidays. I know for sure we are getting Martha Stewart. Customers will 

definitely buy more once we expand shop-in-shops.” 
 “Customers like the new J.C. Penney. We get a variety of ages shopping here.” 

 

We are really trying new 
concepts and bringing in great, 
new brands that customers 
want. We needed change. We 
have nothing to lose. … With 
the remodel, we are trying to 
bring in younger customers. It 
is a slow process but it seems 
to be working. 

Employee, J.C. Penney  
Suburban Chicago 

Customers will definitely buy 
more once we expand shop-in-
shops. 

Fashion Specialist, J.C. Penney 
Atlanta 
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Reporter Observations: The different shops were very well-organized on a Thursday at 11:30 a.m. with clothing neatly 
folded, shoes displayed advantageously and accessories pristine. Staffers walked the floor greeting customers and 
stocking inventory. There were four active registers and at least one customer at each one. The prices were very 
reasonable with several items marked down in clearance areas. This store is four years old but looks brand new. 
 

 
2) J.C. PENNEY CUSTOMERS 
All seven female sources noted positive changes at J.C. Penney in the last few months, though not all of them were aware of 
or familiar with the shop-in-shops concept. They cited new styles and brands, improved layout, easier-to-find brands, a better 
organized store, smarter grouping of merchandise and a more appealing new store design. J.C. Penney now has a strong 
combination of price, quality and variety as upgrades have been noticed and appreciated. This will lead to increased visits 
and spending, despite the fact that some sources were upset about the dissolution of J.C. Penney coupons. They also said 
word of mouth around J.C. Penney is improving, and that the store is attracting more young customers as part of its brand 
improvements. Sephora is an important draw. Three sources compared J.C. Penney’s improvements favorably to Macy’s, 
while another said she would reduce her shopping at Target because of the new J.C. Penney. They said J.C. Penney still has a 
long way to go to turn things around and suggested that more deliberate advertising for the shop-in-shops concept is needed. 
 
 35-year-old woman in Southern California 

While unaware of the store-within-a-store concept, this first-time J.C. Penney customer has quickly switched her loyalties 
from Macy’s. She cited J.C. Penney’s prices, quality and selection, including brands not found in other stores. Her family 
has been touting J.C. Penney for the last several months, including her younger niece and nephew.  

 “This is the first time I’ve ever shopped here. I signed up for the card 
today so I am getting 20% off everything I buy.” 

 “The first thing I noticed was that the prices were really good. Shoes 
$20. Trousers $14. Pants are $25 but for something similar at Macy’s I 
would have paid $45.” 

 “Good prices and good quality. The styles are nice and you don’t see 
these brands in all the other stores.” 

 “I always shopped at Macy’s before this. But my brother and my niece 
and nephew kept telling me I had to come here and wow.” 

 “I’ll definitely be shopping less at Macy’s now. J.C. Penney is much 
cheaper.” 

 “I’ve probably got 15 things here and there are a lot more to pick from. 
I’m going to head back to dresses and check out MNG.” 

 “I’ll probably spend $300 today.” 
 “The customers here are old. But my nephew and niece love it. And 

they’re into fashion.” 
 “I knew about Sephora, but I don’t know what the store-in-store thing 

is.” 
 

 38-year-old woman in Northern California 
She is shopping more frequently at J.C. Penney than she was a year ago after the changes in the last few months 
impressed her. She likes the new styles and brands, including shop-in-shops offerings from Sephora and MNG, because 
they appeal to a younger consumer and are on trend, a vast departure from J.C. Penney’s previous image of appealing to 
older women. J.C. Penney’s prices and discounts are good enough that she does not need the coupons, though she 
would not buy anything at Macy’s without one. J.C. Penney’s kids’ clothes—especially boy’s styles—are better than Gap 
Inc.’s Old Navy, where she used to shop more frequently. Despite all the improvements, she said J.C. Penney has a long 
way to go to convince other consumers of its new image because of a lack of advertising. For example, none of her 
friends would consider J.C. Penney right now. 

 “I started shopping at J.C. Penney again a year ago. I went in randomly looking for a Christmas party outfit and 
found a dress there. I was very surprised. I’d been to Dillard’s, Macy’s, pretty much everywhere else. It was the 
one place I didn’t go in the mall. And I found four options.” 

The first thing I noticed was 
that the prices were really 
good. … Pants are $25 but for 
something similar at Macy’s I 
would have paid $45. … You 
don’t see these brands in all 
the other stores. … I’ll definitely 
be shopping less at Macy’s 
now. J.C. Penney is much 
cheaper. 

J.C. Penney Customer 
Southern California 
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 “It’s not the first place I go, but it’s in the top three or four. I go to Macy’s first, [the TJX Cos.’/TJX] Marshalls, 
sometimes Dillard’s and J.C. Penney. I go once or twice a month now. I don’t always buy something but that’s 
because I’m spending less on shopping now, not because of the selection. I could easily spend a lot of money 
there.” 

 “In the last few months, I have noticed a change. The old lady stuff 
used to be at the entrance and now it’s gone. I think it’s in a corner 
where you don’t really see it. They’ve put clothes for our age group 
there now. Along the aisles they’re putting clothes that catch your eye—
mannequins or entire outfits put together on the rack. The a.n.a clothes 
are a lot cuter—more current and ‘now’.” 

 “I buy a lot in J.C. Penney’s kids’ department. I just went to J.C. Penney 
a few weeks ago and got a couple of tops for myself and clothes for the 
kids.” 

 “I have one friend who buys workout clothes at J.C. Penney and I’ve 
recommended another friend check it out. But a lot of my friends will 
only shop at Nordstrom—they won’t even shop at Nordstrom Rack.” 

 “MNG is one of the shop-in-shops. I bought a pair of pants and a shirt 
from there. The clothes are pretty cute.” 

 “I haven’t seen any other places doing shop-in-shops. It could work—I 
like the Sephora in J.C. Penney and I like what they’ve done with the 
MNG section.” 

 “The shop-in-shops and other updates will help J.C. Penney as long as 
people give it a chance. It used to be the store where you buy stuff for 
your grandma, so it’s going to take a while for people to change their opinion of it.” 

 “Not having a coupon for J.C. Penney doesn’t bother me. The prices are good enough and they still have things 
on sale. The last top I bought had the manufacturer’s price, J.C. Penney’s price, then another discount tag. I 
think it was $10 in the end. On the other hand, there’s no way I’m going to pay full price for anything at Macy’s, 
and if I don’t have a Macy’s coupon, I won’t buy it. But the coupons aren’t why I go to Macy’s first. I suppose it’s 
just habit.” 

  “I haven’t seen any J.C. Penney ads recently. I started going in there by accident, not because I’d heard about 
the changes. I remember hearing about the Ellen controversy but I’d stopped watching the show by then and 
didn’t know anything else about it. I don’t remember seeing any of her ads.” 

 “I used to shop at Old Navy a lot but I hardly ever go there now. I can find outfits for my daughter no problem, 
but I don’t like the clothes for boys as much.” 

 
 57-year-old woman in St. Louis 

She prefers J.C. Penney because of its excellent variety, solid products, and a 
visually appealing new store design. She likes the shop-in-shops concept as it 
brings new brands into the store, like the Homer Laughlin China Co.’s Fiesta, 
along with J.C. Penney’s private label. Sephora is another big draw for her. Since 
the recent remodeling of two local J.C. Penney stores, she is seeing more girls 
aged 15 to 20 shopping there. She prefers J.C. Penney over Macy’s because it 
refreshes the merchandise more often and is not as cramped. She spends $50 
per visit and is drawn by the brands and coupons. She was intrigued by a recent 
J.C. Penney button promotion. 

 “The new concept will help rescue J.C. Penney. They are more now what 
shoppers expect----good choices, good products and attractive displays. 
I like the new J.C. Penney. They seem to have upgraded quite nicely. 
Now, they even have Fiesta [dinnerware], which is a big draw for me.”  

 “I see more young people in the 15 to 20 age range shopping in the 
store since the remodel.” 

 “I shop at two J.C. Penney’s that have a shop-in-shops. The store 
closest to me was redone in the last year.” 

 “I like that it is a mix of the brands that they have always carried along 

In the last few months, I have 
noticed a change. The old lady 
stuff used to be at the entrance 
and now it’s gone. … They’ve 
put clothes for our age group 
there now. Along the aisles 
they’re putting clothes that 
catch your eye—mannequins or 
entire outfits put together on 
the rack. The a.n.a clothes are 
a lot cuter—more current and 
‘now’. 

J.C. Penney Customer 
Northern California 

The new concept will help 
rescue J.C. Penney. They are 
more now what shoppers 
expect----good choices, good 
products and attractive 
displays. I like the new J.C. 
Penney. They seem to have 
upgraded quite nicely. … 
[Sephora] is a good draw for 
the younger people. 

J.C. Penney Customer 
St. Louis 
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with newer ones to the store. I also like that they have their own labels along with name brands.” 
 “I like that they have Sephora in the J.C. Penney store. I use the Bare Minerals powder and buy it there. It is a 

good draw for the younger people.” 
 “The nice thing is the store is new and different. It is bright. I like the lighting better than Macy’s.” 
 “Macy’s crams so much apparel in there. It is overwhelming. At J.C. Penney, they refresh the merchandise 

better. At Macy’s, they have so much. They don’t move their merchandise fast enough. They cram more in before 
selling it through.” 

 “In an average visit, I spend $50.” 
 “I mostly buy home products, children’s clothes, junior clothes and young men’s clothes.” 
 “Clothes are not ridiculously expensive at J.C. Penney and they last a whole season which is about what you can 

expect these days.” 
 “My main drive to J.C. Penney is the brands and coupons.” 
 “The button promotion they did this winter has intrigued me. I liked that. It was a clever idea. I just have not 

gone in to get a button yet. They advertised it in a lot of fliers that were mailed to J.C. Penney cardholders.” 
 “I did not like that they stopped doing coupons for awhile. I am a coupon person.” 

 
 28-year-old woman in St. Louis 

This source is pleased with the changes at J.C. Penney, including the new brands like Betsey Johnson and Bisou Bisou 
coming in, and she is spending more money than a year ago because of the Sephora store. But she questions whether 
the changes can work to turn the company around as the store is less crowded, she misses the coupons, and the 
advertising is not giving her additional reasons to go to the store.   

 “I did not go to J.C. Penney much at first when they changed because they were not using coupons. Then I got a 
$10 off coupon in an e-mail so I decided to check it out. I was pleasantly surprised to see they had changed the 
store, dropped the prices and upped the brands they carry to be fancier brands like Betsey Johnson, Izod or 
Bisou Bisou that I would normally go to Macy’s or Nordstrom to find.” 

  “I like the J.C. Penney Sephora. They had the product I was looking for. 
It was easier to find assistance than their typical store. I did not like 
that they did not have as much selection since it was smaller. Other 
than that, it was about the same as a normal store.” 

 “I am spending a little more at J.C. Penney now that they have 
Sephora.” 

 “The store-in-store will not rescue J.C. Penney. When I have gone into 
the in-store Sephora, it is not extremely busy. They need to find brands 
that are not easily available elsewhere.” 

 “I might buy more apparel and products at J.C. Penney; it would depend 
on what brands they bring in.” 

 “The other Sephora is at a mall 20 minutes away. The store-in-store is 
only five minutes from my house so it is location and convenience for 
me. I guess I could use my J.C. Penney card for points.” 

 “I am visiting J.C. Penney the same since they got the shop-in-shops. I 
used to go there more before the remodel when they had more coupons.” 

 “J.C. Penney is not as packed as it was prior to their remodel.” 
 “The flat rate prices are fine. It doesn’t really bother me but, it is the coupon that gets you in the door. Then, you 

find other stuff you don’t really need and spend more than you planned.” 
 “I go to J.C. Penney once a month; maybe. It varies. I have been there three times this past month with Black 

Friday.” 
 “In an average visit to J.C. Penney, I spend $40.” 
 “I think their advertising kind of stinks now. I did not even know the boots I got were on sale on Black Friday. 

They were not in the ad. I just happened to see them in the shoe department and had to scrounge around to 
find my size. I was kind of disappointed that they did not advertise the sales better.” 

 
 55-year-old woman and her 17-year-old daughter in Southern California 

The Ellen DeGeneres ads drove this customer back in the store a few months ago because the message was clear that 
J.C. Penney was changing. She now makes the 45-minute trip with J.C. Penney the primary destination, overtaking Target 

I was pleasantly surprised to 
see they had changed the 
store, dropped the prices and 
upped the brands they carry to 
be fancier brands like Betsey 
Johnson, Izod or Bisou Bisou 
that I would normally go to 
Macy’s or Nordstrom to find. 

J.C. Penney Customer 
St. Louis 
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and Michael’s. The shop-in-shops concept is interesting, and she recalls 
enjoying it in an old Marshall Fields store several years ago. Her daughter did 
not like what was available for her at J.C. Penney. She shops at Hot Topic Inc. 
(HOTT) mostly since Kohl’s stopped carrying the Avril Lavigne line, and 
sometimes at Wal-Mart because it’s convenient. 

 Mother: “I started coming to J.C. Penney again a few months ago. At 
first I would go because it was in the same area as Target and 
Michael’s. But now I make the trip to go to J.C. Penney specifically.” 

 “The Ellen ads were good, too. They were fun and that’s where I got the 
idea that J.C. Penney was changing.” 

 “Our old Marshall Field’s did the shop-in-shops thing a few years ago, 
but then they got bought out by Macy’s.” 

 “I like the basics. They have a good selection. Nice jeans.” 
 “I usually spend $20 to $30 when I go. I’m usually replacing something; it’s not like I’m after an entirely new 

wardrobe.” 
 “The average J.C. Penney shopper is older, though I do see a lot of young moms with strollers. Definitely not 

teens, but that could be because I’m there during school hours.” 
 Daughter: “I don’t shop at J.C. Penney. I shop at Hot Topic and Kohl’s. Kohl’s is similar to here, I guess, but they 

used to carry the Avril Lavigne line, which was awesome. Now they don’t, so I don’t go there a lot now.” 
 “Sometimes I’ll go to Wal-Mart, but that’s just because it’s closest to my house. The mall is 30 minutes away 

and J.C. Penney is about 45 minutes away.” 
 “When I look around in J.C. Penney, I don’t see anything I like.” 

 
 Woman in her 40s in Atlanta 

She is a regular customer of J.C. Penney. Brands are easier to find now than they were before, though she did not know 
her store had shop-in-shops. While she likes the concept, it will not increase her visits or spending. Depending on what 
other shops J.C. Penney adds, she might consider buying more products. She shops at J.C. Penney for the sales and 
brands it carries. She had not heard of any shops being added and thinks it 
should be advertised. She believes a shop for Rachel Ray or Taylor Swift would 
fit nicely at J.C. Penney.  

 “I love Penney’s and shop there all the time. I was even there on Black 
Friday.” 

 “I go there all the time, but I didn’t know it was a shop-in-shops. I just 
never put two and two together. Penney’s needs to advertise it.” 

 “I did notice that the brands I want are easier to find now. I like that I 
can find everything in once place.” 

 “I won’t increase my trips or amount of money I spend. My family is on 
a limited budget.” 

 “I might shop more if they add more shops—depends on who it is.” 
 “I mostly shop at Penney’s because my daughter says their brands fit her better, and also for the sales.” 
 “I think a Rachel Ray shop or Taylor Swift shop would be a good shop-in-shops fit.” 

 
 Atlanta woman in her 70s 

She shops infrequently at J.C. Penney and had not heard about the shop-in-shops before her visit. She likes that the 
clothing is more organized and the women’s clothing was grouped by price. She 
appreciates being able to find items easily. She was happy with her shopping 
experience and expects to visit more frequently as a result.  

 “I only come to Penney’s once or twice a year.” 
 “I didn’t know they had shop-in-shops.” 
 “I came in today looking for men’s pajamas. I was surprised to find that 

Penney’s carried what I was looking for.” 
 “I noticed right away the clothing is very organized. I liked that in the 

women’s department they had clothing grouped by price. There would 

I started coming to J.C. Penney 
again a few months ago. At first 
I would go because it was in 
the same area as Target and 
Michael’s. But now I make the 
trip to go to J.C. Penney 
specifically. 

J.C. Penney Customer 
Southern California 

I did notice that the brands I 
want are easier to find now. I 
like that I can find everything in 
once place. 

J.C. Penney Customer 
Atlanta 

I really enjoyed shopping here 
today and will definitely come 
back, probably at least once a 
month. 

J.C. Penney Customer 
Atlanta 
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be a rack of sweaters for $14 and then you could find higher-priced sweaters on another rack.” 
 “I like being able to find pajamas in one area instead of having to go all over the store looking for say flannel 

PJ’s. They were all together—flannel, separates, different colors.” 
 “I really enjoyed shopping here today and will definitely come back, probably at least once a month.” 
 “The only thing I would like to see is more boutique-type gifts. Maybe small items—not cheap but inexpensive— 

that could be given as gifts. Something along the lines of the Willow Tree angels.” 
 
 

3) J.C. PENNEY SUPPLIERS 
Three manufacturing sources currently supplying J.C. Penney, including two in China, said sales have not increased as a 
result of the shop-in-shops trials in 2012. The U.S. source said employees and old customers are frustrated by the changes, 
there is confusion about the “everyday low price” strategy. Plus, the marketing of the changes has fallen short and risks 
failing to attract high-end customers to replace traditional customers who are leaving. He also said J.C. Penney had no choice 
but to make significant changes, and shop-in-shops partners are excited about the opportunity to have higher-quality, higher-
priced merchandise available in an improved store format. One source in China expects the shop-in-shops to have a better 
2013 as it emerges from trial phase and expands its partnerships and available brands in the stores. Both sources in China 
reported order declines between 30% and 40% year to year, worse than declines felt at other U.S. retailers. The other two 
sources have agreements but no signed contracts or rollout dates for their shop-in-shops partnerships with J.C. Penney. Both 
are enthusiastic about helping J.C. Penney refresh its image and expect it will successfully elevate the customer experience. 
One said he is pleased with the test store results.  
 
 Senior account manager, denim supplier/manufacturer to leading brands; repeat source 

J.C. Penney locations that have already launched the new store-in-store concept have shown no improvement in sales or 
traffic. Employees and long-time customers are equally frustrated by the change, which is confusing customers with the 
switch from a shopping destination featuring sales to one focused on higher-price boutique brands. Levi Strauss and 
other participating branded suppliers are pleased and favor the change and chance to sell better quality, pricier 
garments over cheap merchandise. J.C. Penney also is upgrading its private label brand Arizona, creating a new Made in 
the USA line featuring better quality, higher-priced garments that will compete with brands but not participate in the 
store-within-store concept. To succeed, J.C. Penney must slow down, develop explanatory advertising and establish a way 
to lure higher-end consumers to replace discount-driven consumers who may shift loyalties and seek new retail outlets 
that can provide cheaper goods once purchased at J.C. Penney.  

 “A friend who works at J.C. Penney said development of the new concept has not been well received by the 
employees in the company or by the consumers. People believe the change is too drastic and moving too fast. 
They are trying to do a lot in very little time and not enough time.” 

 “From what I’ve heard, J.C. Penney has not seen better traffic or sales 
in the new stores. Things have not been good for the last three to four 
months, including missing their targets. Sales are down, year over year. 
Consumers seem confused and they wonder why there are no sales 
anymore. People who shop at J.C. Penney are used to seeing the word 
‘Clearance’ and they don’t see it any more in the new stores. I don’t 
think what they are doing has worked out so far.” 

 “For a company like Levi’s, who is already in the store selling cheap 
brands, shop-in-shops is appealing because they can sell more of their 
higher-quality merchandise. Levi’s was fed up with J.C. Penney selling 
jeans at $29.99. Before, they were mixed in on the racks and people 
had to pick through to find Levi’s. Now they will have a featured display 
and it’s a better outlet for them to sell more of their premium lines. 
They get better play in the store. Everything is better for them. So I am 
thrilled for Levi’s because we also supply them.” 

 “The changes are all about improving J.C. Penney’s image. It’s the right 
thing to do. To make this work, they need to replace the consumer 
base that may go elsewhere to shop. If they can attract a younger new 
group of consumers, they can sell it.” 

For a company like Levi’s, who 
is already in the store selling 
cheap brands, shop-in-shops is 
appealing because they can 
sell more of their higher-quality 
merchandise. … Now they will 
have a featured display and it’s 
a better outlet for them to sell 
more of their premium lines. 
They get better play in the 
store. Everything is better for 
them. 

Senior Account Manager 
Denim Supplier/Manufacturer 
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 “I suspect to make the store-in-store concept work someone like Levi’s is probably spending half the money to 
finance the booth or boutique. For every company going in with them, it is a plus. The executives want to focus 
on the product and they want the word ‘Clearance’ to disappear from the entire store. They will focus on better 
advertising and promotion, but the discounts will go away.” 

 “We are one of several suppliers working with J.C. Penney to upgrade their private label, Arizona. We started 
about a year ago. They approached us to do a Made in the USA line for their private label. They are creating a 
line within their brand which they can elevate to better pricing due to a better wash and quality.” 

 “Before, J.C. Penney was pushing its private label, Arizona, and that meant a lot more sales for J.C. Penney. The 
new line, Made in the USA, will match higher pricing of the store-in-store brands but they will not have a separate 
design store on the inside. So they will keep their private label, which is why we are involved. But they want 
everything about their label elevated. It will be a better line within the Arizona brand.” 

 “But keep in mind that 80% of their brand is manufactured outside of the U.S. Roughly 50% is made in Asia and 
about 45% is made in Mexico. So only the remaining 5% will be done by USA companies. We will be part of the 
5%, but we had to fight our way in because we are one of numerous companies designing for the Made in the 
USA line. The Made in the USA thing will be small but priced to compete with the featured brands.” 

 “J.C. Penney has typically focused on the family with a low-to-medium income. Now you go there on a Saturday, 
and you no longer see signs for a clearance. The customers don’t understand. So they need to do something 
through advertising or they need to explain it better.” 

 “What about the mom with a family, who makes $18,000 a year? They used to know J.C. Penney as a place 
where they could buy at clearance and sales. Now, month to month, they are seeing different things. That 
means J.C. Penney may lose their traditional customer base. What do they plan to do to replace them? We don’t 
really know. Johnson has not shared those plans with his employees. He has been called a genius in the past. 
It’s hard to bet against him. But for the first five to six months of the new concept, it has not been going too 
well.” 

 “Johnson may be trying to do too much, too fast. Is he annoying the base and really attracting new customers? 
[Inditex S.A.’s/MCE:ITX] Zara caught on fire and they had a nice product, but it wasn’t cheap. H&M [Hennes & 
Mauritz AB/STO:HM-B] caught on. But they were new to the U.S. retail scene. J.C. Penney has been around 
forever. They have tried to change before without much success.” 

 “Their success may depend on location. Texas, North Carolina and Alabama are not areas that are easy to 
introduce change because they don’t want to change. In California, they’ve got to change because the stores are 
not working there. I think they have no choice but to go for the store-in-store concept and upscale. Everyone is 
doing it, from Wal-Mart [Stores Inc./WMT] to Target [Corp./TGT].” 

 “It’s hard to tell what 2013 will bring. The perception among our customers is that things are looking up. I 
normally have order projections for December, January and February. This year I have projections from January 
through March. We think things are getting better for us.” 

 “I’m up in that I’m selling more expensive material to brands. I would say I’m up about 12% in the second half of 
2012. The company overall is flat. But then we didn’t expect to be flat, we expected to be down, so I guess that’s 
a plus.”  

 “For me the J.C. Penney remake and the store-within-a-store concept is a plus. Any time you are trying to reach 
out to higher-level consumers, it’s a plus. The high-level people like glitter, and the shop-in-shops is glitter.” 

 
 Director of marketing for a shop-in-shops partner in test phase 

Though his business has been selected as one of J.C. Penney’s new shop-in-shops, no contract has been signed and no 
schedule is in place for rollout. The business is in the first mock-up store in 
Dallas. Partnering with J.C. Penney represents the potential for significant 
growth for this family-owned business. The source is honored to be selected and 
confident his business can help elevate the J.C. Penney customer experience 
and give shoppers reason to linger.  

 “We haven’t signed anything yet. Naturally, we’re very honored to be a 
part of the test and their vision and we’re happy so far with what we’ve 
been able to accomplish.” 

 “For us as a company, this represents a great opportunity for 
exponential growth.” 

 “We think our brand is a good fit, especially if J.C. Penney is looking to 

We think our brand is a good 
fit, especially if J.C. Penney is 
looking to elevate their 
customer experience. 

Director of Marketing 
Shop-in-shops Partner 
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elevate their customer experience.” 
 “It’s still early in the discussion. They’re trying to figure out what our category means to them. We’re just happy 

to be where we are now.” 
 
 Investor relations manager for a shop-in-shops partner in test phase 

The source did not share many details as his company has not yet finalized a contract with J.C. Penney, but he is pleased 
with the partnership, noting it will help expose the brand to many new consumers. He believes his brand will help J.C. 
Penney with its goal of refreshing the store image and drawing more traffic. J.C. Penney is going to remodel half its stores 
to accommodate the new shop-in-shops concept. 

 “We haven’t said anything official on it because we haven’t finalized what this might entail.”   
 “Obviously you know about what’s going on with J.C. Penney and their interest in refreshing their store and 

getting more people into the store.” 
 “It gives us an opportunity to showcase … in markets where we don’t have a presence just yet.” 
 “I think they’re remodeling half their store base.” 
 “What that means for us I couldn’t say just yet. We’re still in negotiation with them but obviously it’s an 

opportunity for us to expand awareness of our brand and also for them to bring traffic into those stores.” 
 
 Marketing manager for a clothing manufacturer in China that supplies J.C. Penney, Wal-Mart, Sears and Kohl’s among 

others 
The shop-in-shops concept will not bring additional sales of this manufacturer’s 
products this year. The shop-in-shops model will provide more brands for 
customers, but it hasn’t yet brought new sales to J.C. Penney. Orders from J.C. 
Penney have declined 40% in 2012 over 2011, a sharper decline than orders 
from Wal-Mart, which the source also supplies.  

 “The concept of shop-in-shops is not a new one and it has many 
successful examples. I know some good examples in China’s 
department stores.”  

 “However, the shop-in-shops are not as productive as the old J.C. 
Penney. I didn’t feel the sales in my orders. I’m not sure if this retail 
model fits American consumers. Maybe it will attract more customers 
to come to the store, but they’ll prefer to buy from the new shop-in-shops and not J.C. Penney products.” 

 “If shop-in-shops runs well, it may threaten other products in J.C. Penney.”  
 “Discounts should be the driving force behind customer purchases at J.C. Penney.” 
 “In 2013, if J.C. Penney doesn’t launch further promotion actions, it may continue to lose customers.” 
 “Orders from J.C. Penney dropped 40% this year compared to 2011.”  
 “My factory also supplies to Wal-Mart. Wal-Mart orders didn’t fall as much as J.C. Penney’s did.” 

 
 General manager for a fabric supplier to garment factories in China that supply J.C. Penney 

Shop-in-shops is likely to execute better in 2013 as the program expands beyond a trial phase. The addition of new 
products in the shop-in-shops will encourage more customers to visit and spend more time in the store, resulting in 
higher sales than this year. At the same time, products that sell in other 
channels, like Levi’s jeans, will need to be competitive on price; otherwise, 
customers will pursue those products elsewhere. Fabric orders from J.C. Penney 
fell 30% this year, in part because of increased competition from Macy’s and 
Kohl’s.  

 “I’m not involved with the shop in shop directly. I supply fabric products 
to garment factories that export clothing products to J.C. Penney.” 

 “The apparel industry in the U.S. is seeing declines and even the new 
shop-in-shops retail model cannot prevent the reduction in sales.” 

 “Has the shop-in-shops model driven sales in J.C. Penney? I don’t think 
so. For example, if the Levi’s shop in the J.C. Penney store doesn’t 
provide lower prices than Levi’s other sales channels, why would 
customers buy Levi’s in J.C. Penney?”  

 “I expect 2013 sales in J.C. Penney will recover because the shop-in-

The shop-in-shops are not as 
productive as the old J.C. 
Penney. I didn’t feel the sales 
in my orders. 

Marketing Manager 
Clothing Manufacturer, China 

I think consumers will buy more 
products at J.C. Penney as 
shop-in-shops expands since 
customers will spend more 
time shopping at J.C. Penney 
with all the new products. 

General Manager 
Garment Factory Fabric Supplier  

China 
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shops idea was just a trial this year and it must have more experience to be successful next year.” 
 “I think consumers will buy more products at J.C. Penney as shop-in-shops expands since customers will spend 

more time shopping at J.C. Penney with all the new products.” 
 “Orders from J.C. Penney have reduced 30% in 2012 and I think part of the problem is competition from Macy’s 

and Kohl’s.”  
 
 
4) INDUSTRY SPECIALISTS 
Six sources said the shop-in-shops concept has potential, but four questioned whether J.C. Penney can execute it well enough 
to make it successful. The idea is intriguing as it introduces new brands to customers, freshens the feel of the store, and 
gives J.C. Penney a much-needed boost of energy. However, the marketing and message are lacking and sources question 
whether J.C. Penney has the time required to allow the new strategy to take hold, given the company’s sales declines in 2012. 
Old customers feel betrayed, new customers are slow to embrace J.C. Penney, in part because of the lack of successful 
marketing, and the reduced store personnel hurts the personalized approach needed to deliver the promise of shop-in-shops. 
Sources also wonder whether this new vision is the right fit for J.C. Penney given its previous identity. One source expects slow 
sales to frustrate J.C. Penney’s shop-in-shops partners. Another source is creating a shop-in-shops plan at a competitor 
department store and is enthusiastic about reaching a wider audience, saying the increased revenue will more than offset the 
fees owed to the store to set up the partnership.  
 
 Marketing executive for a consumer products company focused on specialty boutique stores and big-box chains with 

brand-specific in-store displays 
J.C. Penney’s shop-in-shops concept is a promising tactic for improving revenue because it takes advantage of the 
popularity and marketability of condensed, specialized stores. However, its success will partially hinge on the quality of 
the relationship between J.C. Penney and its shop-in-shops partners. Success will also be determined by customer 
reception, which may be thwarted by J.C. Penney’s efforts to reduce store personnel numbers.  

 “J.C. Penney is on target with the shop-in-shops concept.  It’s very focused on having solid relationships between 
J.C. Penney and the brands it carries that bring in significant revenue, which is a smart move.” 

 “J.C. Penney’s attempt with shop-in-shops is a way to take advantage of the growing popularity of smaller, 
specialized shops among consumers.  The relationships with those specific retailers will strengthen due to the 
way the brand is marketed in a concentrated area within the store.” 

 “Sometimes the brand placement is highly dependent upon which 
other brands have already chosen to be a shop-in-shops at J.C. Penney. 
If the competitor brand initially brought in customers, but those 
customers ultimately bought a product from the newly contracted 
brand, then that sale is a major accomplishment for the newly 
contracted brand.  Those kinds of sales would reinforce the 
relationship between the new contractor and J.C. Penney.”  

 “As long as they were strategically placed and marketed, I would expect 
the shop-in-shops brands in J.C. Penney stores to do well in 2013.” 

 “Shop-in-shops companies will need to make a major investment in the 
training of J.C. Penney’s salespeople.  Levi’s ‘jeans bar’ idea with iPads 
is great, but it won’t be successful without salespeople who also have 
knowledge of the product.” 

 “Salespeople are extremely important in determining brand success at 
the retail level, especially in a specialized, boutique environment. 
Consumers in the target market for these types of stores tend to place 
a higher value on positive interactions with salespeople.  So J.C. 
Penney eliminating cashiers at checkout could detract from the shopping experience for people in the target 
market.” 

 “Deciding to sell products in a shop-in-shops environment in a chain store like J.C. Penney is often based on 
previous sales numbers within that store. So most of these shop-in-shops brands, if they were already being sold 
in J.C. Penney, have probably done well there.”   

Salespeople are extremely 
important in determining brand 
success at the retail level, 
especially in a specialized, 
boutique environment. … So 
J.C. Penney eliminating 
cashiers at checkout could 
detract from the shopping 
experience for people in the 
target market. 

Marketing Executive  
Consumer Products Company 
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 “Shop-in-shops brands that have not been sold in J.C. Penney stores before can benefit from added exposure 
gained from customers attracted into the J.C. Penney store by the established shop-in-shops brands.” 

 
 Retail real estate consultant 

This consultant in the retail real estate industry is very positive about the store-within-a-store concept that J.C. Penney is 
attempting. It is a great new way to bring otherwise unknown brands to the consumer and to freshen up the feel of J.C. 
Penney stores. However, J.C. Penney’s execution of the shop-in-shops concept is 
misdirected, as communication efforts have failed at informing the public of the 
new store layout and updated brands. 

 “What I think and what I expect are surprisingly two different things.” 
 “I love the store-within-a-store concept, and I am keen on the fact that 

J.C. Penney is bringing unique brands to areas of the U.S. that would 
otherwise not have access to these brands.” 

 “J.C. Penney’s latest store design is modern, different and almost ‘hip.’ 
Overall, it’s a great concept.”  

 “My concern with the rollout of the shop-in-shops is how they 
communicate these [store] changes to the customer. Their ads don’t 
seem to be communicating the new concept.” 

 “It is going to take the J.C. Penney customer seeing and shopping the 
redesigned store, which is going to take some time for J.C. Penney to 
complete in all stores, to change the shopping patterns. The question becomes whether J.C. Penney has the 
money and the time to make these changes. It might be too late in the game for them.” 

  “Sears has hung on for a long time, so I don’t see why J.C. Penney couldn’t do the same. At least J.C. Penney, in 
contrast to Sears, has a cogent plan for change.” 

 
 Bob Phibbs, retail consultant based in New York; repeat source 

The shop-in-shops concept is not likely to succeed because it is not unique and the merchandise can easily be found 
elsewhere. It is also being executed without the proper sales staff support and at a time when traffic is down so much. 
Vendors may become frustrated by slow sales and begin to leave their partnerships with J.C. Penney as a result. J.C. 
Penney has made many missteps under Ron Johnson’s leadership that have cost the brand its loyal customers with no 
indication that it will bring in new customers to replace them. J.C. Penney is fundamentally a rural store, and shoppers 
liked couponing. By getting rid of coupons and bringing in brands that appeal to coastal, urban shoppers—without doing 
any test-marketing—has alienated the core customer and hurt sales.  

 “Shop in shop is not new: Bloomingdale’s did it, Macy’s did it, and 
Nordstrom did it. What is new is giving over your private label to 
everybody else and shifting the responsibility of your entire store to 
those vendors.” 

 “They already have a shop-in-shops at Nordstrom with Nautica and you 
have stores in Bloomingdale’s. The traffic is high enough at those 
stores to pay those vendors back. But J.C. Penney has destroyed the 
traffic coming in the store and now expects customers to flock to this 
new concept.” 

 “Will store-in-a-store work? No, because they killed the service at their 
own store. If you go in a store-within-a-store Levi’s there was no one in 
there, there’s no one pushing people to the fitting rooms. Any retailer 
knows that 70% of the buying decisions are made in the fitting room. 
It’s like they’re saying the clothes will sell themselves.” 

 “Is the J.C. Penney customer looking for a mini-Sephora when there’s a 
Sephora in the mall anyway?”  

 “Penney’s is already in a mall. Why would I want to go into Penney’s to 
get juice or yogurt or burgers?” 

 “Theoretically, you are bringing all these brands to the forefront in places that have never seen them, so that 
makes sense in some markets. It also implies a shopper in Kansas will look at things the same as an urban 

My concern with the rollout of 
the shop-in-shops is how they 
communicate these [store] 
changes to the customer. Their 
ads don’t seem to be 
communicating the new 
concept. 

Retail Real Estate Consultant 

He’s basically building a bi-
coastal store at home in New 
York and San Francisco and 
Seattle and metropolitan areas 
and forgetting the rural areas. 
Penney’s was always a rural-
area store. You’re making it in 
your own image and you’re not 
being fair to the Penney’s 
shopper. 

Retail Consultant, New York 
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shopper. But they are not looking for luxurious cashmere stuff in Kansas the same way they would on the 
coasts.” 

 “They say sales are up 10% in stores-within-a-store, but when I’ve been in them in three markets, I haven’t seen 
anybody there.”  

 “He’s basically building a bi-coastal store at home in New York and San Francisco and Seattle and metropolitan 
areas and forgetting the rural areas. Penney’s was always a rural-area store. You’re making it in your own image 
and you’re not being fair to the Penney’s shopper.” 

 “Ron Johnson is clearly the wrong guy for the job. They kicked out the loyal customers and kicked out loyal 
employees. They showed contempt for shoppers, getting rid of coupons and promotions, and didn’t respond to 
customer complaints.” 

 “The damage has already been done. Macy’s and Kohl’s and Dillard’s [Inc./DDS] are up and everybody is 
cleaning J.C. Penney’s clock.”  

 “Macy’s wouldn’t do this. They would have done a test market first.”  
 “There’s tons of merchandise in J.C. Penney that is not flying off the shelves. There are racks and racks of last 

season’s clothing in garish neon colors. In Forever 21, it’s all muted colors and they don’t mention the price.” 
 “In 2010 they had made great strides in online shopping and sales. In this last report, online shopping was 

down 37%. That flies in the face of what everybody else is doing.” 
 

 Retail business columnist and veteran reporter 
This coming year will determine J.C. Penney’s fate. Given the difficulties of 2012, a turnaround would be a major surprise. 
Customers are frustrated with the change in pricing strategy and have voted with their wallets. The shop-in-shops concept 
is intriguing and bold, borrowed from European retailers and inspired by the fact that specialty retailers have grown more 
than traditional department stores over the past decade. It’s too early to tell if it will make a difference at the company. 
On the one hand, J.C. Penney is aligning itself with quality brands. On the other, there are questions whether these 
brands fit the traditional J.C. Penney customer, and if not, whether they will inspire a new category of customer to 
become J.C. Penney regulars.  

 “I think 2013 will be the year of reckoning. It will either stabilize or 
continue to deteriorate.” 

 “CEO Ron Johnson said sales are about 10% better for shop-in-shops 
over traditional. He said it's like a tale of two stores. The only proof of 
the higher sales for shop-in-shops is that he said it. There’s no report. 
We’ll see as it rolls out to more stores.” 

 “It’s a long process and the jury is still out. A lot of the criticism is that 
the brands don’t reflect the core J.C. Penney shopper which is Middle 
America. A lot of shoppers have defected, the sales have dropped and 
traffic has declined.” 

 “So who knows how that will work out and who their shopper will be? I 
have not seen this before. This is pretty unusual and the numbers 
would indicate it’s not going to work. … If he’s able to pull this off it will 
be kind of miraculous. There’s no precedent for this wholesale 
transformation." 

 “It’s been argued that there has never been a brand that was 
completely able to change its image.” 

 “With the store-in-store concept, these other brands will be exclusive in their store shops. You can have a 
Martha Stewart store, Joe Fresh and Jonathan Adler and [PVH Corp.’s/PVH] Izod.” 

 “With the vendors, Martha Stewart seems like a match. I don’t know about Jonathan Adler–he’s a New York 
hipster home brand. He is one of those designers who plays on the coasts. I don’t know if he will resonate with a 
national audience. And Terence Conran, I don’t know how a shop from him is going to look. I know people who 
say it’s going to fail. I don't know. I can’t imagine them holding onto their old shoppers as well as getting new 
shoppers.” 

 “I don't know why store-in-store would be more productive. I’ve seen the Levi’s shop and it’s a bit like its own 
store. I would imagine it’s cleaner looking and very brand focused. What you want is a clear presentation if 
you’re shopping by brand. But I don’t know that customers go to J.C. Penney looking for one brand.” 

It’s a long process and the jury 
is still out. A lot of the criticism 
is that the brands don’t reflect 
the core J.C. Penney shopper 
which is Middle America. … If 
he’s able to pull this off it will 
be kind of miraculous. There’s 
no precedent for this wholesale 
transformation. 

Retail Business Columnist & 
 Veteran Reporter 
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 “They’re trying to create a mall in a J.C. Penney store. They’re going to have a Lego table. It’s creating an 
environment to linger and it’s inspired by department stores decades ago when they were places you would 
spend the whole day that were full of excitement and events.” 

 “The big thing with J.C. Penney that has alienated a lot of shoppers is the pricing strategy, eliminating coupons 
and highly promoted sales.” 

 “If you look at the comments on any news stories, there is tremendous outrage from customers. Shoppers have 
come out in droves, they’re speaking out and they’re not happy.” 

 "In all my years covering retail I’ve never seen such a shift in public perception of a store and its CEO. In just a 
few months, the positive perception evaporated and consumers just defected with the sales elimination.” 

 “When he introduced the strategy of no sales and 40% lower prices, it made sense. He introduced the plan at 
this Apple-style conference. It sounded interesting and intriguing because couponing and heavy sales is kind of 
artificial. It all sounded good, but in execution it seemed to be a shock to shoppers who had been trained this 
way.” 

 "The other thing is that he didn’t test this in a few markets. He went all in.” 
 

 Retail business reporter based in Dallas 
Shop-in-shops is a way for the brands to reach a wider audience, but it’s too soon to say if it will be effective. J.C. Penney 
is attracting numerous brands and will expand the concept further in 2013, but the marketing and message on such a 
drastic change of direction takes time. J.C. Penney needed to do something major in an attempt to turn around several 
years of poor sales. The move to eliminate the catalog and push customers to buy online exclusively led to a big decline 
in sales.  

 “Shop-in-shops is a work in progress, so it’s not time to conclude 
anything. … J.C. Penney feels like it’s a fast way for companies to reach 
a lot of people. That’s what they’re doing with Joe Fresh from Canada—
like a Gap in Canada. They’re very successful there and they’ve opened 
some freestanding stores in New York. They’d like to be across the 
country, so they’re hooking up with J.C. Penney and opening up shops 
in the springtime.”  

 “J.C. Penney thinks brands will want to partner. It doesn’t seem to be a 
problem attracting the brands. They announced a slew of them coming 
next year. They’re planning 40 more shops next year.” 

 “Two separate things happened at once. One is the new shops and 
new merchandise and brands. The other thing is pricing and 
marketing.” 

 “The marketing had been really attractive but it hasn’t been that 
effective yet. It takes a long time to shift consumer thinking, so the 
pricing has been a tough one because they were one of the most promotional stores and then they stopped 
being that way.” 

 “J.C. Penney has been losing sales for years. They were in need of something else.” 
 “Another important development at J.C. Penney is the elimination of their catalog business. That probably 

represents a huge percentage of the lost sales in the last few years. There are customers in small towns that 
shop from those big books out of habit. People were shifting to online, but they were using the book to shop 
online. When they stopped getting the book there was no reminder to look online.” 

 
 Real estate coordinator for an apparel retailer with a shop-in-shops at a competitor department store 

This company is developing a store-within-a-store at a J.C. Penney competitor as a means to reach a wider audience, 
including casual shoppers not necessarily intending to visit the store. There is a lot of confidence that this new venture 
will bring increased sales and revenue when it debuts in spring 2013 and be significant enough to offset the fees they 
must pay to the department store.  

 “We are not involved with the shop-in-shops at J.C. Penney, but we are involved in a similar agreement at [a 
competitor department store].” 

 “We got involved in the shop-in-shops concept when our analysts told us that we could reach a larger market 
than what we originally had.” 

The marketing had been really 
attractive but it hasn’t been 
that effective yet. It takes a 
long time to shift consumer 
thinking, so the pricing has 
been a tough one because they 
were one of the most 
promotional stores and then 
they stopped being that way. 

Retail Business Reporter, Dallas 
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 “The new customer base is made up of [department store] shoppers, who shop for a wider range of items than 
what we sell in our retail stores.  They might not even be shopping for clothes at all—they could be looking for 
kitchen wares or baby items. With the in-store shop, we get the attention of those people who might not normally 
think to visit our store.” 

 “We expect an increase in profits after rollout because of the new market we’re reaching.” 
 “There is a fee that we pay to [competitor department store], but we expect the increase in revenue to make 

[paying the fee] worthwhile.” 
 “We won’t see results until spring 2013, which is when we start managing inventory at the shop-in-shop.” 

 
 

Secondary Sources 
Eight additional sources focused on the naming of J.C. Penney CEO Ron Johnson as Women’s Wear Daily’s Newsmaker of the 
Year for his bold strategies, criticisms of J.C. Penney’s attempts to remake itself, reader comments both supporting criticizing 
the changes, the softening of JCP’s sales and coupons ban with the introduction of 20%-off friends-and-family coupons and 
insight into the new design and display in the stores to entice customer to buy more. 
 
 Dec. 10 Women’s Wear Daily article 

J.C. Penney CEO Ron Johnson was named Women’s Wear Daily’s Newsmaker of the Year for his ambitious initiatives in 
turning J.C. Penney around. Johnson’s aggressive changes include everyday low pricing, the shop-in-shops concept, the 
encouragement of comparison shopping, creation of a “town square” in the middle of his stores and use of technology to 
make checkout easier and more seamless. The article concludes that Johnson will either be a hero for the epic 
turnaround or a true goat for a massive failure.  

 “‘This has been a very hard year. As hard as this year was, next year will be exhilarating, as we return to growth,’ 
Ron Johnson, the chief executive officer of J.C. Penney Co. Inc. said. ‘Clearly this year we de-promoted. We 
lowered our base. Now we see what the customer shopping patterns are. We know how to compete off a new 
base line. We expect a return to growth next year.’” 

 ‘Levi’s is wonderful. Izod is wonderful. It’s pretty remarkable that in a few short months, you can see such 
profound changes,’ he said of the retailer’s new shop-in-shops. ‘But we really haven’t begun to update the 
assortments. That’s what happens next year. Next year will be real fun. Next year is when you will really be 
seeing the transformation.’” 

 “As far as being named WWD Newsmaker of the Year, it hasn’t quite sunk in. ‘I’m not sure if that’s a good thing 
or a bad thing,’ Johnson said, responding to the news.” 

 “It’s a good thing. Johnson has established himself as a retail iconoclast, willing to rewrite the rules of the game 
in his high-stakes reinvention of the 110-year-old Penney’s. In terms of speed and scope, he’s leading a retail 
overhaul of unprecedented proportions—re-sculpting Penney’s prosaic selling floors into a ‘specialty department 
store’ with ultimately 100 individual specialty shops within the box, adding better brands to modernize the mix 
while tossing out the dogs, and developing a cleaner, easier-to-navigate layout with coffee stops, gelato stands 
and high-tech advancements for service. He’s also introduced a controversial everyday low ‘fair and square’ 
pricing scheme that eliminated coupons and the high-low price promoting Penney’s was addicted to, though 
clearances are still staged.” 

 “He’s been taking lessons from the Apple playbook in the Penney’s rebuild. … Similarities between what Apple 
has and what Penney’s strives for—a clean, service-oriented and non-promotional retail environment—are 
apparent.” 

 “The long lumbering Penney’s had no other choice than to remake itself for a better future. The company was 
seeing a sales slowdown and decline in product quality before Johnson joined in 2011, and this year has 
endured further declines.” 

 “There also have been a few setbacks on the management and marketing fronts, with the sudden departure of 
Penney’s president Michael Francis, a short-lived advertising campaign with Ellen DeGeneres and a pricing plan 
that originally confused customers but has since been simplified, though some shoppers who loved their 
coupons defected to other stores. Johnson won’t restore coupons, but is open to staging an occasional 
promotion as evidenced by Penney’s Black Friday sale, officially the store’s only sale of the year, and holiday 
buttons that can be redeemed for a chance to win gifts are being distributed through Christmas Eve.” 
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 “Meanwhile, Penney’s is working harder to communicate to consumers its fair-and-square pricing by making it 
easier for them to do comparisons when they shop. Penney’s estimates that $500 million in sales was lost 
because of not showcasing comparison values. On certain brands, such as Izod, Penney’s is showing suggested 
and retail prices, which is the retailer’s fair-and-square model. The company will continue with the suggested 
price format with its national brands going forward. When brands have sale events at other retailers, Penney’s 
will honor those temporary reductions so it can remain price competitive.” 

 “Smelling blood, rival retailers have been pounding away at Penney’s market share by becoming more 
promotional and as coupon-crazed as ever.” 

 “At the end of the process, Johnson will either be the hero for boldly 
reinvigorating and rethinking the $15 billion Penney’s business, or the 
goat who brought it down.” 

 “‘The transformation is on track,’ Johnson said, in providing a progress 
report on the business. Johnson added that 10 percent of the square 
footage has so far been reinvented with new shops, including Levi’s, 
Izod, Liz Claiborne and the JCP and Arizona private brands, and that 
reinvented space is outperforming the old space. It’s like a tale of two 
stores, or as Johnson put it, like a restaurant under renovation. 
Imagine Penney’s as a restaurant with 100 tables, he said, where 10 
new tables have been brought in, but there’s been no change in the 
menu as of yet. ‘Next year we update the menu and get to 40 tables. 
We will have 40 percent [of the store space reinvented] as we move 
through next year. That is a big difference,’ Johnson said.” 

 “The most anticipated addition is Joe Fresh, which in March rolls out 
inside 683 Penney stores with shops-in-shop from 1,000 to 2,500 
square feet each, giving Joe Fresh a huge U.S. footprint practically 
overnight.” 

 “An even bigger change involves renovating the home floor, which will 
be transformed at Penney’s larger locations, with 15,000-square-foot 
settings for updated merchandise from Jonathan Adler and Michael 
Graves, among other labels more apt to be seen in SoHo rather than a 
Middle American department store.” 

 “Shops-in-shop for Martha Stewart, Carter’s, Cosmopolitan intimate 
apparel and giggle baby clothes and gifts will also start rolling out next 
year. … Johnson regards Martha Stewart and other incoming big brands as magnets for more labels and 
customers.” 

 “Next year will also see the appearance of The Street, a half-mile-long re-created main aisle through the store 
where customers can relax, check their e-mails, sip coffee or juice and order via mobile checkout. The Street will 
also have the ‘jcp bar’ for returns, cash checkouts and pickups from online orders. It becomes the ‘interface’ for 
customers to visit Penney’s new shops, Johnson said.” 

 “Another Johnson creation geared for Penney’s stores to be opened in the future is called The Square, which 
he’s described in the past as ‘a dynamic seasonal space with unique items, light food and beverage and 
engaging experiences’ including holiday trim-a-tree areas that for the January-February period would switch to 
activewear, juices and Pilates and yoga classes. Every two months the focus in The Square will change, Johnson 
said.” 

 “In fall 2013, Penney’s will unveil a prototype 130,000-square-foot store that will ‘feel like a shopping mall,’ 
Johnson said. While it seems most of the focus has been on brick-and-mortar reinvention, with digital shopping, 
… ‘We have rolled out the ability to check out via mobile. All stores have iPads. That’s been very successful.’ 
Effective Feb. 1, ‘every employee will have an iPad. There are unlimited ways it can be used,’ though no 
capabilities have been announced yet beyond the checkout.” 

 “Also on the tech front, Penney’s is rolling out an Oracle platform over the next three years with 60 percent 
fewer applications than the current one, a new digital platform for the online store; for spring, Penney’s expects 
to be fully RFID, and the store will go paperless, except for signs.” 
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 Online comments from the Dec. 10 WWD article 
A sampling of the comments from the WWD article above shows consumers are split in their feelings about the changes 
and direction of J.C. Penney. Positive comments focus on the modern feel, improved styles, new brands and a general 
feeling that things are on the right track with a call for patience as kinks get worked out. Negative comments center on 
the lack of unique offerings, disregard for the company’s former core demographic in favor of young shoppers and few 
improvements to back up the talk. 

 Positive  
o Theparisian: “I love the new stores. Used to be old-looking clothes and I never found anything I wanted 

in there. I went with my aunt the other day and I was so darned shocked. They now carry European 
clothing label Mango which I was a huge follower of when I lived in London. I think JCP is on the right 
track. I walked out with a shirt and a skirt and they were both modern and on top of the trends. Can’t 
wait for Joe Fresh to arrive. Change is necessary sometimes and I like this change.” 

o Rikrider: “I for one can’t wait for the changes and get all the naysayers to shut up. My store looks 
perfect and the increase in foot traffic is amazing.” 

o Jacqui: “JCP in Monmouth Mall, Eatontown, N.J., is a prize 
example of the merchandising advancements  Ron Johnson 
has brought to JCP’s future.  The store is well stocked and 
carefully staffed with very qualified and happy sales 
associates. Happy being the key word. I have made several 
purchases under the new concept and never shopped at JCP 
before. All change takes time and all JCP stores are not as 
well run as Monmouth Mall. For example ... the Wellington 
Mall JCP in Palm Beach County has the new look, but the 
lighting and the skill set of the retail sales team needs 
improvements ... Rome was not built in a day.” 

o Joanie Abraham: “Ron Johnson is one of the great merchants 
we have today. The store and the merchandise look fantastic. 
 After shopping Saks for my son’s holiday gifts for most of his 
41 years I bought him 3 shirts from Penney this year and he 
loved them all. Kudos to Johnson for establishing a new bar in 
the retail industry and showing us the way to make the store environment come alive.” 

o Kate Campbell: “I am excited about what I’m seeing in the stores. The stores have become clean, easy 
to understand shopping experiences. I also observed ‘roving’ associates, who could answer questions 
and direct customers. THAT’s new, if you shopped the old model of J.C. Penney.  The one thing I still 
don't like are the centralized checkouts, but I did see one cashier with an iPad (interestingly enough!) 
who could handle overflow. That was kind of cool, and exciting to see, especially since Nordstrom is 
also incorporating some of this technology. Roving cashiers, expediting the customer checkout. I like it. 
I like what I'm seeing in the assortments, and I think the price points are phenomenal. Even the tags 
are effectively marketing this ‘fair and square’ pricing strategy.  The JCPenney’s I shopped in the last 
couple of weeks were teaming with customers who were BUYING. I hope that they continue in this 
direction, and give the process time....this transformation had some logistical challenges as noted by 
Sandy Johnson ... old, tired assortments that they still owned and had to deal with, old fixturing, etc. No 
easy way around that. I also see that they are making a transformation in their staffing; these new J.C. 
Penney staffers are engaged and personable.” 

 Negative 
o J Main: “It’s just another place trying to sell Levis and other branded merchandise.  Last I checked all 

that stuff was available everywhere in the mall.” 
o EddieK: “I went to the JCP in our neighborhood after reading about all the changes this guy was 

making.  Seems to me he does a better job of talking to reporters than making sure his stores has nice 
stock.” 

o Hamsterbrain: “Seems to me Johnson is alienating his demographic with absolutely no guarantee that 
the younger market will replace the longtime customer. The younger crowd  is currently happily 
shopping elsewhere for the well known brands.” 
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o Humancobras: “JCP is an awful store. Overpriced garbage with 
NO fashion sense. Get with it. Target, H&M, TopShop know 
how create modern looking clothes compared to JCP. JCP is 
stuck in the 90s in terms of merchandise. Their stores look 
100% better, but get better stock. Try getting some designer 
lines.” 

o Gsnookie66: “JCP Have you ever done a survey:  WHO ARE 
YOUR CONSUMERS?  Well-stocked with what? Yes, our staff is 
friendly, but we live in a small community and your store was 
a light in the dark until the transformation.  Many prices 
increased and the stock was lower than a year ago.  It doesn’t 
look friendly and inviting. I hate the adds that come to my home, via paper twice and sometimes three 
times a week.  They are so expensive and items are directed to very young consumers.  Sorry, I don’t 
care for the change.” 

 
 Dec. 1 Dallas Morning News Biz Beat blog 

Parents at a J.C. Penney promotional toboggan ride in Dallas said they are frequenting the store more in the last year 
since a new store was added in their neighborhood, though it is not just proximity that is motivating them. They are 
impressed by the styles and new brands coming, as well as the prices and improved concepts from the store their 
parents once patronized.  

 “Penney opened a store in Dallas … in 2011 and that store has already turned residents from the surrounding 
neighborhoods into Penney shoppers.” 

 “‘Yes, we shop there. I really like their athletic wear,” said Danielle King, 37. “My family shopped at Penney when 
I was a kid, but I didn’t until they opened the store nearby.’” 

 “Tracy Keeton, 44, of Dallas said she’s been shopping at Penney and recently bought her 7-year-old daughter 
clothes from the new Cynthia Rowley line that Penney introduced during the back-to-school season.” 

 “‘Until the store opened nearby, I had not been to a Penney store in 20 years,’ Keeton said. ‘Now it’s more 
contemporary. I like the athletic wear, Sephora, Bisou Bisou brand. It 
has a good mix of basics and hip.’” 

 “Keeton said she usually shops at Nordstrom and Nordstrom Rack. 
“Sometimes I look at the prices at Penney and think, really, that’s all it 
is?’” 

  “Tiffany Serrano, 41, brought her three girls ages 9 and under to the 
toboggan ride.” 

 “‘I’ve always loved Penney because my mother and grandmother 
shopped there. But I didn’t shop there until recently because their 
product was outdated. But they’ve really enhanced it now,’ Serrano 
said. ‘And our store is clean, fresh and organized and it’s by my house 
so I go often for a birthday gift or hair care products.’” 

 “Cassie Carspecken, 39, mother of two girls ages 4 and 5, said she has 
gone into the Penney store mostly just to shop at Sephora.” 

 “‘But you know lately my girlfriends have been wearing these cute shirts that they said they got at Penney,’ 
Caspecken said. ‘They’re holding this really nice event in our nice neighborhood so I’m going to have to explore 
the store some more.’” 

 “Kyle Hickey, 30, said he and his wife already shop at Penney, but again only since the store opened nearby. ‘I 
don’t really go shopping, but my wife does and she thinks it’s more like Target now. We like Target.’” 

 “Asked about everyday low prices that Penney has adopted in its stores, Hickey said he prefers that to ‘prices 
that are marked up so they can be marked down.’” 

 “Hickey is a customer that thinks like Penney’s Johnson. He needs a few more like Hickey and the others to 
stabilize Penney’s sales declines.” 

 
 Dec. 6 Retail Doctor Blog 

A recent visit to a J.C. Penney shop-in-shops was a big disappointment as all the promise of Ron Johnson’s remodeling 
initiatives feel far short of expectations. Décor looked cheap, staging was not effective, customer service was non-
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existent and no one was buying any merchandise. The blogger takes aim at Johnson for remaking the store without 
considering his loyal customers and alienating his loyal employees, leading to J.C. Penney issuing a statement warning of 
operational inefficiencies because of low morale after employees terminations and voluntary departures.  

 “J .C. Penney, led by CEO Ron Johnson, warned yesterday it may be hurt after it fired employees while others left 
voluntarily.” 

 “‘We now operate with significantly fewer individuals who have assumed additional duties and responsibilities 
and we could have additional workforce reductions in the future,’ Bloomberg reported J.C. Penney said in a 
recent filing.” 

 “It continued: ‘Combined with the company’s newly decentralized management structure, the changes may 
negatively impact communication, morale, management cohesiveness and effective decision-making, which 
could have an adverse impact on our operating efficiency.’” 

 “As you may know, when Ron Johnson outlawed drug-like coupons from J.C. Penney earlier this year, I was 
thrilled for the message to other retailers.” 

 “That said, I had known many older women who looked forward to coming to Penney’s a couple times a month 
with their coupons and who enjoyed the thrill of the hunt. The brands may not have been cutting edge but for 
many, the merchandise was quite serviceable. Both the stores and online were doing fine. The company knew 
their customers and embraced them.” 

 “So when I met a colleague for dinner last week, we toured the local 
J.C. Penney which had a few of the new shop-within-a-shops.  Store 
Christmas decorations looked like something you’d find in a Rite Aid or 
supermarket.” 

 “The giant paper plate graphics didn’t make the store look merry.” 
 “At the front of the store was what appeared to be a purposeless 

abandoned cart. Try as I might, I couldn’t figure out what it was doing 
there or what it was related to until I’d gotten past it. Apparently they 
were trying to provide free blow outs like the popular franchises. And to 
make things even worse, there was no one manning this very out-of-
place cart in the highest traffic area of the store.” 

 “No greeter. No salesperson. No stylist. Nada.” 
 “White mannequins dressed in unremarkable women’s clothes were 

unpinned and looked frumpy with huge out-of-line price tags everywhere.” 
 “They were noticeably stationed in what were once the main arteries through the store. As obstacles, they took 

up (potentially) much needed room in the middle of the aisles, which would make moms with strollers have to 
navigate around them.” 

 “Compare that to Macy’s. You notice the look, intrigued with how they put it together, there’s something going on 
and a certain confidence. Don’t we all aspire to look better? Price is not even shown.” 

 “We walked past a dozen employees, who offered not one word of hello or welcome.” 
 “And everywhere, even though Ron Johnson had said that Penney’s would be a place without sales and 

discounts, were signs showing exactly the opposite.” 
 “And still the merchandise sat sadly unsold.” 
 “There was no one manning the new Levi’s shops within a shop or Liz Claiborne shop—maybe that’s why I found 

few people with JCP shopping bags in their hands showing they’d purchased something.” 
 “This miserable transformation from one of rural America’s bedrock retailers has all been about what Ron 

wants, not what JC Penney’s customers wanted.” 
 “It’s the hubris of having an untested vision that is built on oneself, not on those one serves–the customer. That 

results in the risks outlined in their recent filing.”  
 “You need to find a way to be welcoming in the aisle.” 
 “You need to find a way to make your customer want to shop and buy and feel good when they are in your 

store.” 
 “You need to know that you can’t equate bright colors, promotions, cheap decorations, technology and PR with a 

memorable, positive experience.” 
 “That comes from people and atmosphere and proper merchandising.” 
 “And that creates the interactive energy that makes customers want to buy and want to return. That makes a 

store that turns a profit.” 
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 Reader comments from the Dec. 6 Retail Doctor Blog 

A collection of comments from the above blog post reveals bitterness toward J.C. Penney for its recent changes, though 
there is support for some of the ideas Ron Johnson is carrying out. Customers appear to like the everyday low pricing but 
question the execution and abrupt institution of the new idea. Customers also like the basic goods available at J.C. 
Penney and are willing to tolerate the new fashions and brands provided the old everyday cottons stay in the store as 
well. There is also resentment for how the company has treated its longtime employees with all the forced changes upon 
them.  

 Positive 
o Amy: “I lovelovelove the no sale concept. Nothing I hate worse 

then shopping and have the clerk ask if I got the double bucks 
coupon in my e-mail or snail mail or what have you. And even 
worse when I say no, charge me full price anyway for my 
misfortune, forgetfulness or the inability to print the dang 
coupon at home. Just give me an honest to goodness decent 
price on quality merchandise with service to match and I will 
be a forever shopper. It’s a shame that they dropped the ball 
with this because it could have maybe, just maybe, changed 
the face of retail.” 

o Danny: “I have a similar positive view of J.C. Penney, which to 
me is a good place to buy underwear, shorts, Dockers, St. John Bay, and fake St. John Bay Polo shirts. If 
they want to come up with some faux fashion forward brands for the hipsters, I’m fine with that but 
don’t mess with the classic stuff, with decent quality and sharp patterns, that people like me expect 
when they go to J.C. Penney. I won’t go to Kohl’s because it’s mostly polyester. Keep the cotton fabrics 
and the classic styles … you can add hipper stuff from there. One other comment is that the makeovers 
are okay in the newer stores, but generally look awful in the legacy J.C. Penney stores. And light blue-
backed walls denoting Arizona jeans look bad in either venue, old or new.” 

 Negative 
o Dena Livingston: “As an ex-employee I was concerned when I’d heard and read about the NEW 

direction. While I championed the elimination coupons and the overlap of coupons (anyone with a JCP 
credit card would get 4 or 5 mailers/week), I also know that 
the core JCP customer loves coupons and it was clear 
research had not been done. Plus, the ‘cold turkey’ change 
was a big uh-oh. It seems the stores would have gone through 
the transition first and then the marketing. I gave it a year to 
make it work. Doesn’t seem like it will make it that long. It’s 
sad, because it was a wonderful place to work.” 

o hil77running: “Another perfect post—you said it all. Mr. 
Johnson threw out the best brands and the best employees. It 
is truly a shame to see how he has destroyed J.C. Penney, 
formerly my favorite department store.” 

 
 Dec. 10 Bloomberg article 

J.C. Penney is softening its no-sale, no-discount stance, initiating 20% off for a December weekend. This received high 
marks from those who believe the company’s abrupt elimination of sales and coupons have led to dramatic sales 
declines throughout 2012. It also could signal a growing inventory level that needs additional incentive to attract 
customer attention. Either way, analysts continue to believe J.C. Penney comp store sales will struggle through at least 
the first half of 2013. 

 “J.C. Penney’s ‘friends and family’ event this past weekend shows the 110-year-old department-store company 
is taking a ‘more nimble’ approach to promotions after sales declines, according to Oppenheimer & Co.”  

 “The company, led by Chief Executive Officer Ron Johnson, offered customers 20 percent off everyday and 
clearance prices from Dec. 8 through Dec. 10, Brian Nagel, a New York-based analyst with Oppenheimer, wrote 
in a note today.”  
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 “‘Recent price events at J.C. Penney, while at odds with Mr. Johnson’s initial stance on promotions, we believe 
will successfully drive better traffic while maintaining the integrity of new brands in JCP stores,’ wrote Nagel, who 
rates the shares a buy.”  

 “Johnson, the former Apple Inc. retail chief who joined as CEO about a year ago, has tweaked the Plano, Texas-
based retailer’s pricing strategy after a previous plan confused customers by reducing sale events and coupons. 
J.C. Penney has more aggressively displayed value to customers and is discounting items earlier in the quarter, 
with up to 30 percent off deals on outerwear this month, Nagel wrote.”  

 “‘We believe select ‘limited time type promotions’ are needed to improve conversion,’ he wrote.”  
 “J.C. Penney’s shares rose 1.7 percent to $18.47 at the close in New York. The stock has lost 47 percent this 

year through today, as the retailer has posted sales declines of at least 20 percent for three straight quarters.”  
 “Johnson’s flexibility with the everyday low pricing strategy is a ‘step in the right direction,’ though it may mean 

inventory levels are building and that sales are under pressure, Matthew Boss, an analyst at JPMorgan Chase & 
Co. in New York, wrote in a note today.”  

 “Boss, who has the equivalent of a hold rating on the shares, projects same-store sales to decline 30 percent in 
the fiscal fourth quarter, with negative comparable store sales in the first half of next year.”  

 “‘The key will be content changes ahead with 100 shop-in- shops launched in stores through 2015 and new 
brands (including Tourneau, Joe Fresh, and Bodum) announced to date and more to come,’ he wrote.”  

 
 Dec. 8 Dallas Morning News Biz Beat Blog 

J.C. Penney is allowing a friends-and-family coupon for a weekend in December as part of its planned holiday promotions. 
It is also re-introducing manufacturer’s suggested retail pricing onto its price tags along with J.C. Penney’s price to remind 
customers of the value they are receiving from J.C. Penney’s everyday prices as complaints continue to surface regarding 
the failed strategy of not allowing sales or coupons.  

 “Check your in-box. J.C. Penney emailed a 20-percent off friends and family coupon early this morning that’s 
good through Monday.” 

 “Plano-based Penney may be acknowledging that it’s too hard for some of its customers to wean themselves off 
of coupons. The discount is good in stores with a printed coupon and online with a code. It doesn’t list any 
exclusions.” 

 “This week, analysts lowered their sales forecasts for Penney after competitors Macy’s, Kohl’s and others 
reported November sales were washed away in the densely populated northeast by superstorm Sandy.” 

 “That means retailers need a stronger than previously anticipated December to get to their desired sales results. 
For the first time that anyone can remember, Target mimicked department stores with two $10 off coupons on 
purchases of $75 or more, one good through Dec. 14 and another through Dec. 24.”  

 “Penney CEO Ron Johnson has said in recent months that he would be tweaking pricing along the way and has 
taken steps to clarify Penney’s everyday low prices.”  

 “A Penney spokeswoman said the friends and family offer is ‘a planned event as part of our holiday marketing.’” 
 “‘The distribution is much more limited than in the years past,’ but it was also emailed to Penney’s loyalty 

program members, said spokeswoman Kristin Hays.” 
 “Each employee received 8 to 10 friends and family post cards to hand out or mail, she said. ‘We also had an 

email version to share electronically.’”  
 “Some shoppers were seen with the post cards on Black Friday. This time, the offer is also available more 

broadly on at least one coupon site, RetailMeNot.”  
 “On Wednesday, Penney sent out another email saying select outerwear was discounted 20 to 30 percent off 

including this year’s new popular, updated version of the puffer jacket in bright metallic colors.” 
 “The fine print on Wednesday’s email said the discount was off original prices as shown.’ That could be 

Penney’s everyday low price put in context. It’s starting to add back manufacturer’s suggested prices on tags so 
shoppers can better understand its prices.” 

 “On Friday, long time department store analyst Walter Loeb said in his column published in Forbes that Penney’s 
shoppers are ‘flocking to Macy’s as well as Target, Walmart and even Sears, each beating the drums with value 
promotions.’” 

 
 Dec. 3 Reuters article 

With the shop-in-shops concept only 10% complete, J.C. Penney’s design team is creating other ways to entice 
customers. One is the increased use of mannequins, which drives sales and displays of merchandise so customers can 
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J.C. Penney Shop-in-Shops 

visualize an entire outfit and purchase more than one item. The strategy comes with risks, however, as it possibly 
alienates current customers as J.C. Penney pursues a younger, more affluent shopper.   

 “More mannequins are on the floors of J.C. Penney stores. About 40,000 more.” 
 “They are one of the most visible changes J.C. Penney Chief Creative Officer Michael Fisher has made to try to 

revive the 110-year-old department store chain, whose sales plunged 26.6 percent last quarter and whose 
shares have tumbled more than 50 percent this year.” 

 “Penney has a plan to transform its 700 larger stores by 2015: each store will contain 100 boutiques, offering 
brand-name fashion and home merchandise ranging from Levi’s to PVH Corp.’s Izod to Martha Stewart.” 

 “Eight boutiques have been rolled out so far and the feedback has been good. But these chic spaces take up 
only a small part of a store, and about 89 percent of the floor is still the so-called ‘Old J.C. Penney.’” 

 “That's where Fisher’s new mannequins come in. The goal is to spruce up old store areas and stem the sales 
slide as more boutiques are introduced.” 

 “‘Customers don't know what to buy. They love a mannequin that shows 
you how to put the outfit together,’ said Fisher, 55, as he gave Reuters 
a tour of Penney’s Manhattan store last week.” 

 “‘We find anything we put on a mannequin sells out.’” 
 “That may sound like Retail 101 but it reflects a radical rethinking of 

the Penney shopping experience under CEO Ron Johnson, who joined 
the company from Apple Inc. in late 2011. He poached Fisher from 
Apple in February this year.” 

 “Their strategy is to make Penney look like an upscale specialty store 
that still offers inexpensive wares, not a bazaar overflowing with 
ordinary merchandise and discount signs.” 

 “Pants, ties and shirts used to be presented in separate blocks in the 
men’s section, but are now mingled together to make it easier for a 
shopper to imagine mixing and matching—and to encourage customers 
to buy more than one item. Plastic wrapping has been removed from 
men’s dress shirts for a more upmarket presentation.” 

 “Another trick of the trade Fisher is using is the ‘ballet bar’ clothing 
rack, which has one bar set a few inches above another—so tops and 
bottoms can be displayed together, again to suggest a whole outfit to 
the shopper.” 

 “These changes are not without risk—they could backfire and alienate 
Penney's traditional, discount-obsessed shopper.” 

 ‘It's going to be for people who have more money,’ said long-time 
Penney shopper Elizabeth Sadallah, 52, as she hunted for bargains at a 
Penney store in Elmhurst, N.Y.” 

 “Patty Edwards, chief investment officer at Trutina Financial, warned 
that Penney may be overdoing the overhaul, even as she called the new boutiques ‘gorgeous’ and ‘Apple-esque’ 
in their design.” 

 “‘Here’s my concern: that’s not their consumer,’ she said, adding that it was more urgent for Penney to improve 
its marketing to convince shoppers they are getting good deals.” 

 “Penney, which has about 1,100 stores, has stagnated for years, and was slow to recover from the last 
recession compared with Macy’s Inc. or Kohl’s Corp. But analysts blame the hemorrhage in revenue this year to 
Johnson's move to scrap most coupons and sales events in favor of an ‘everyday low price’ strategy.” 

 “Edwards said Penney’s recent effort to highlight its relatively low prices by putting manufacturers' suggested 
retail price on price tags is a step in the right direction.” 

 “Fisher and Johnson worked together on Apple’s stores, which are widely admired and generate $6,060 in 
annual sales per square foot, according to research from RetailSales.” 

 “While Apple’s 390 stores are very different from Penney’s much larger chain, there is clearly room for 
improvement.” 

 “Johnson has said Penney's new boutiques are generating sales at an annual rate of $269 a square foot, twice 
what the old parts of the stores do. Johnson also has said Penney can eventually get to numbers comparable to 
a specialty chain’s. Last year, Gap Inc. posted sales of $391 per square foot.” 

Their strategy is to make 
Penney look like an upscale 
specialty store that still offers 
inexpensive wares, not a 
bazaar overflowing with 
ordinary merchandise and 
discount signs. … Pants, ties 
and shirts used to be 
presented in separate blocks in 
the men’s section, but are now 
mingled together to make it 
easier for a shopper to imagine 
mixing and matching—and to 
encourage customers to buy 
more than one item. Plastic 
wrapping has been removed 
from men’s dress shirts for a 
more upmarket presentation. 

Reuters Article 
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J.C. Penney Shop-in-Shops 

 “Fisher, who worked for Bloomingdale's for 17 years and guided Coach Inc.’s expansion in Japan, grew up in 
Pottstown, Pennsylvania, and remembers a time when shopping at the local Penney was a special treat—a nicer 
place than the local Sears, he said.” 

 “That is the Penney he wants to help recreate, from sprucing up the kid’s sections to offer more than basics, to 
taking a page from IKEA for the home section, where products will be displayed as they would appear in a 
room.” 

 “Fisher said the importance of de-cluttering struck him one day when he saw a woman struggling to get to 
merchandise as she pushed a stroller at the Penney store in Manhattan.” 

 “‘That’s been my challenge, to turn J.C. Penney into jcp and treat it as a fashion specialty store,’ he said, 
referring to the hipper name the company is rebranding itself as.” 

 “Fisher sees signs of progress. Pointing to a young, hip shopper in red, skinny jeans, sneakers and a hoodie, he 
said he doubted that guy would have shopped in a Penney store before.” 
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