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Perfect
Match

THERE'S AN UPSIDE TO RECESSIDNS. Just ask
Jonah Staw, CEO and cofounder of Lintle
Miss Matched (www . littlemissmatched.
com), who teok advantage of New York
City's plummeting real-estate market and
snagged temporary leases on two prime
retall store locations for last vear’s holiday
shopping season,

“There's a tremendous amount of space
available today for small business owners
whio are in the position to take advantage of
significant opportunities,” Staw says. “That
perfect spot on Main Street that was never
available—Now it is, The place where rents
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were historically stratospheric—Now
there’s a rollback.”

National brands like Target and Delea Air
Lings have experimented with pop-up
stores—retall storefronts that kook like
regular shops but are open for only a few
months—to float new products and de-
signs with consumers before adopting them
on i large scale. When real-estate prices
were booming, landlords weren't as inter
cited in short-term lecases, and big
companies were the only ones that could
negotiate such tight terms. But as the econ-
omy has slowed and buildings have
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RECESSION RISK
MAKING BOLD MOVES IN A

TIGHT ECONOMY

emptiod, savvy small business owners are
sCOming prominent locations themselves,
Staw’s plan for Litle Miss Matched was
to “take New York by storm™ during last
year's holiday shopping season, he says.,
His goal: To market his products—:tin-
matching but coordinating girls' socks sold
in packs of three—10 as many consumers
as possible in two months, What he didn"y

“My attitude toward business is that you have
to really take risks and do exciting things as
opposed to just sitting there.” ...
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count on was the profit that the two
pop-up soees grnembed.

“Char biggest surprise was that we acva
ally made meney,” Staw w9y, “We went
ino these uncompromised addresses
the plan to break even; an the as-

sumgption that we'd see residual business
flow from the cxposure ler on” But
sabes at the stoees were 30 strong that the
campany extended its tempotary leses
by two moeth

Thowgh Latle Mass Mastches! produces had
beet sold at places like Macy's and FAQ
Schywarty, the comspary had never had ity
own heick-and-mortar goe. Inaddion o

incroased revenue, the |L":I'l]‘1l.'.1l'| Mome

frants. revealed vital information Staw
coudkdn't get throagh onfine and wholeale

bimnai s,

"We learmed how customers flowed

through the stores, what sold and what

28%

OF SMALL BUSINESS
OWNERS SAY RENT
IS ONE OF THEIR
TOP FIVE BUSINESS
EXPENSES.
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did't,” be s, "I the wholesale indusery,
VO i s youre sicoesiul withoot
really knowing i1, This gave s real mselh

gene o product sucoess and fadure.”

Hirirg staff was the biggest challenge to
wtting up shop quickly. The company
Buared and trained 50 people in three weeks

staft of 80 enployess
all wurking shifts a the
spores throughout the four months they
WeTe IF\'”

Fothowing the suicew of the pop-up sares,

Seaw and s regol

pitchied im s we

Staw phares 10 open 4 free-stamding, loeg-
lereny Lactle Ml Manched stoee 0 New Yoek
City vithin the year. Now be knows 4 il
e about what te expect. “We learned a
much umarter showt
our brand and our product offering,

ton,” he sy “We



