VOLUME 148 NO.1 JANUARY/FEBRUARY 2018

Winning thh A Delivere ood
Beh‘er Beddmg & Matiress Sales

f.uture of :Eurnlture brands '




With the industry’s largest inventory of trend forward coordinating

accessories, tailored service and support, and easy online order
management, you can get exactly what your customer needs, fast.

Sit back, relax and watch your sales soat.

ACCENT FURNITURE BEDDING LIGHTING PILLOWS RUGS THROWS WALL DECOR | SURYA.COM



s,

At b
A
A po ™

i

.k._..»

s e

T e 3.

TS

-..\.._._1..\
-~

-ll-

ly

{

_E______ .

Bl

FEATURED RUG: Tibetan T

-,
4

E__A |

. Our passion.

Your vision




VOUE BB KDLT IANUARYFEBBLARY 70/8

CONTENTS

FURNITURE WORLD MAGAZINE

FOUNDED 1870 * Visit www.furninfo.com The Industry’s Most Extensive Fumiture Site

COVER: Pictured is a selection from the Hideaway collection

from Legends Furniture that includes bedroom, dining, entertainment

; : - and occasional furniture. Featuring refined rustic planking, subtlety

1 Dl S distressed on an Orchard Grey finish, this feature-rich collection makes a
Winning With A Dalvered Gobecss ___ g relaxing statement that says, “lt's me time". See more about Legends on
& - page 26 in this issue, or visit https://www.legendsfurniture.com.

future of furniture brands

08 Point/Counterpoint: Do Manufacturing Brands Matter?

Bill says, furniture brands don't matter anymore. Ed has a more nuanced view. Both say it's the Elephant in the room.

24 Design & Designer: Nancy Fire

Product designer and trend expert Nancy Fire talks about consumer design preferences, color and style trends for 2018.

40 Retail Grit

What is Grite Why does it matter? How can you create a retail culture of Grit2

52 Discover Color Purple

Pantone recently announced its color of the year. How did this color get chosen and how should we use it2

97 Better Bedding & Mattress Sales: Closing The Sale -Part 2

Here's how to make a great closing argument and avoid the many pitfalls that can result in lost sales.

110 Best Selling Design

Editors’ picks of best selling furniture and accessory designs.

118 Retail Success Story: Harkness Furniture

This Tacoma, Washington based furniture store doesn't worry too much about the competition!

132 Case Study: Written & Delivered Sales

Attention to written & delivered sales increased annual cash flow more than $100,000 for this average sized retailer.

140 Time To Party Like It's 2023

RSAs may think a month ahead, and managers may think a year ahead, savvy business people are thinking about 2023.

144 Three Fundamental Retailing Tools For 2018

These tools will amplify your message, capture prospect information, and supercharge your advertising spend.

‘!..!L‘_P_ﬂ!_"' FURNITURE WORLD: (ISSN0738-890X) - Published every other month by Towse Publishing Co., 1333-A North Avenue, #437 New Rochelle, NY 10804.
Member BPA Subscription: $19 per year; $39.00 for 3 years, $29 Canada, $4/copy; Foreign $119 (USD only). Periodical postage paid at New Rochelle, NY and addition-

ember al mailing offices. US POSTMASTER: Send address changes to Furniture World, PO Box 16044, St. Louis, MO 63105. Publications Mail Agreement Number
41659018 Return undeliverable Canadion addresses to: PO Box 875, STN A, Windsor ON N9A 6P2. Copyright 2017 Towse Publishing Company, all rights

Furniture World Magazine reserved. Reproduction in whole or in part is stricfly prohibited.

1333A North Ave. #437

New Rochelle, NY 10804 US POSTMASTER: Send address changes to: Furniture World Magazine, PO Box 16044, St. Louis, MO 63105.
Tel: 914-235-3095

2 FURNITURE WORLD January/February 2018



N

CRAFTMASTER B8

The Leader in Affordable )

Custom Made Upholstery! [ sy o __ Sl
Y \ gl | | B s

4 o | ' | : DESIGN OPTIONS

¢ NEW ADDITIONS

— « 3 New Arms  Shallow Seat Depth
T e » Nail Head Trim « Blend Down Cushion

ENCORE HOME DESIGN
High Quality Leather

—

MODERN

DN { O X

PO Box 759 Taylorsville, NC 28681
p: 828.632.9786 | £:828.632.0301
e: info@cmfurniture.com
www.cmfurniture.com

FARMHOUSE
COLLECTION



e

e it

You have to feel it, to believe it!




Stationary Solutions
Custom Upholstery Program

PERSONALIZED

COMFORT, DESIGN & SIZE

Las Vegas Design Center: Building A256
OmnialLeather.com | (909) 393-4400

AMERICAN MADE



EDITOR'S (@@

Workplace Harassment...
What Can Be Done?

or this first issue of 2018, Furniture World's Retail

Editor Janet Holt-Johnstone suggested that | write
about, “Something happy, up-beat, optimistic.”
Instead, | decided to go in another direction.

I'm confident that many of you have given some
recent thought to updating your workplace harass-
ment policies and education.

Some states mandate that companies of a certain
size do classroom or other “effective” training. But,
even if your company is subject to such a mandate,
the question becomes, is effective education even
possible?

Having strong, clear policies and procedures in
place and letting supervisors and line employees know
about them, can be effective in protecting your com-
pany from liability, and provide some cover from PR
disasters. That's the good news.

The bad news is, a two-hour seminar is unlikely to
change employees' undesirable behaviors. A recent
article in “Scientific American” reported, “Training
about sexual harassment often is also geared to
increase employees’ affitudes about the seriousness of
harassment... Unfortunately, research does not sup-
port these effects. Neither students nor working adults
showed any change after training, in their personal
attitudes about harassment or in their perceptions of
organizational tolerance for it.”

It seems that corporations have a stronger track
record of encouraging bad behavior than discourag-
ing it. Punishment is not wholly effective in changing
behaviors, because thoughts and feelings leading
to inappropriate behavior are not typically under
conscious control noted an article on this topic in
"Psychology Today".

So, if personal aftitudes are so hard to change, what
can be done? Here are some suggestions:

* Address your organization's cultural environment.

* Make sure everyone knows that top management
takes this issue very seriously.

* Set clear objectives so employees know what you
expect.

* Encourage employees to “own” the process.
* Encourage dialogue.

Please let me know your thoughts, policies, success
or failures with regard to this issue. As always, your
comments will be appreciated!

Regards,

Russell Bienenstock
Editorial Director/CEO WORLD

russ@furninfo.com

Your vision. Our passion.
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OPINION

gRAND

POINT-COUNTERPOINT

Do Industry brands matter anymore? Why it's the ELEPHANT in the room.

ill says,
"We're not
driving your
father’s
Oldsmobile, so
stop looking for
spare parts!”
Ed says, "Unless
you are a
discerning bull
or a protective
rancher, all cows
tend to look
alike!"

by Bill Napier & Ed Tashjian

Editor’s Note: Here's more from
Furniture World's point/counterpoint
duo, Bill Napier and Ed Tashjian.
This is their fourth installment, hav-
ing previously debated celebrity
licensing, digital advertising over-
load, and the millennial myth.

Point: Bill Napier

lt's easy to understand why
super-regionals like Bob’s and Art
Van are investing so much to grow.
They see a market void that can and
needs to be filled. | blame a lot of
that void on our manufacturers for
not stepping up with excellent mar-
keting to help their retail customers
educate and engage consumers.

First, The Bad News: This is just
the beginning. Armed with wallets
burgeoning with cash from industry
outsiders, these retailers will contin-
ve to grow their footprints. Along
the way, they will look for ways to
decrease product costs and raise
margins, and they’ll do it by sourc-
ing their own products! That cannot
be good news for their present
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suppliers or for those retailers who
compete with them.

Next, More Bad News: We are
a $100BN+ category that is still
somewhat trapped in a 70’s, 80’s
and 90’s marketing paradigm when
business always seemed to be good.
There were a few very powerful
brands back then, brands people
recognized and sought out. Not
so much anymore because today,
brands have promoted themselves
into anonymity, by doing nothing!

When | joined the industry, as an
“outsider”, | was told that the func-
tion of an experienced marketing
person like myself was to focus on
furniture shows.

OK, | got that, but when | ques-
tioned what my role should be after
each market, | didn’t get an answer.
That was probably because no one
ever really had put much thought
into that. The goal of getting place-
ments and market penetration at the
furniture markets made total sense,
but then what? What about helping
those retailers who purchased prod-
ucts at market increase their own,
as well as the manufacturer's sales
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¢ New Construction

in: .
Big, super-regionals
will source direct, effectively cutting out manufactur-

ing brands. And if you're selling on Amazon, you're
paying 15+ percent anyway!" siiesi

velocity? Apparently our industry's
business plan was based on hope!
Now, after all these years, we still
go to market, and spend a ton
of money promoting our brands
to get placements, a good and
necessary process. Many brands
do an incredible job toward that
end. Then, after the markets we
all go home and abandon all the
marketing of those brands until the
next furniture show.

| can’t understand why a man-
ufacturing brand would not arm
their retail customers with sales
and marketing materials  that
define their mission, vision, prod-
uct attributes and more, to posi-
tion and differentiate their prod-
ucts from the commoditization
of everything in this industry. By
commoditization, | mean that the
primary brand platform out there
is SALE with some differentiation
by using the words Anniversary,
Warehouse, Liquidation, Labor
Day, etc., before the word SALE.
The result is that industry brands
and their products have become
largely undifferentiated in the
minds of consumers. And, industry
manufacturers have allowed this
to happen by not promoting their
brand equity.

Level The Playing Field

The only way brands and retail-

ers can level the playing field is
by using technology, but most
ignore it. I've worked with many
technology companies specializ-
ing in augmented reality, arti-
ficial Intelligence, visual search,
live video chat, in-store analytics,
in-store heat mapping and more.
The common reaction our indus-
try has to these technologies is
to say there is no interest, if's too
expensive, or respond with a “deer
in the headlights” scenario. My
response, "You're not driving your
father’s Oldsmobile anymore, so
stop looking for spare parts!"

There is a lack of brand pres-
ence on the Internet as well, with
only a handful of great furniture
manufacturer’s websites. Most of
them are geared towards furniture
wholesale buyers. They ignore the
more than 60 percent of consum-
ers that search for brand infor-
mation online. Whenever | buy
something new, | always check the
manufacturer, customer reviews
and more before | buy. | bet you
do, too. Herein lies the manufac-
turer's chance to BE A BRAND.
Instead of being basic, why not try
inspiring2 When they entfer your
website ask them:

*How can we inspire you today?

*What rooms do you want to
decorate today?

*How can we help you to make
your home beautiful?
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And then take them on a journey
with awesome engagement tools
and the new technology that vir-
tually every company outside our
industry is adapting: AR, Al, visual
search, videos, live chat/video chat
and more! Then make it easy for
them to buy locally, or even off
your website. Blasphemy you say?
More on this in a minute.

Furniture manufacturing brands
missed the Internet revolution and
are ignoring its impact even today.
They sat back and said selling
online would never work because
people must see, touch, and expe-
rience their products in stores. Enter
Amazon, Wayfair, Overstock, and
others and for many years, they still
turned a blind-eye, and many still
do, even though online sales of
furniture increase by double digits

in he
ELEPHANT

ROOM

every year and many predict by
2020, it will account for just about
all furniture sold.

According to Business Insider,
“Overall, the furniture retail cate-
gory, which includes home goods,
is one of the fastest-growing
segmentfs in e-commerce at the
moment. Bl Intelligence estimates
that Americans will spend $38
billion buying furniture online in

2016..."

Imagine what it will be in 20202
Bl predicts 32 percent of all furni-
ture sales will be done online, and
other research shows that predic-
tion is real, too. So much for the
touchy feely excuse, huh?

Brands waste money on room
scene product photography, pro-
ducing catalogs and other anti-
quated marketing materials instead
of standardizing their products so
retailers can push out those prod-
ucts on their websites. They don't
invest in product content, in prod-
uct videos, and | guarantee they
won't invest in augmented reality
imagery either. Why do | say this?
It's because I've lived it. For years
| worked to get manufacturing
brands to standardize their data.
Most manufacturers didn’t have

12 FURNITURE WORLD January/February 2018

a clue why this was needed, and
worse, where they could find the
data to do this. One major brand
told me they kept their product
data in PowerPoint and updated it

from there. OMG!

| know what many were thinking.
They didn't, and still dont want
to show all their great products
because the competition might see
it and knock it off. Get over itl They
acted like they had never heard of
Google search or Google images.
Just enter an SKU number in search
and/or upload an image to Google
images and find, “The emperor has
no clothes”. Everything and every-
body is transparent on the Internet,
take advantage of it, don’t hide
from it.

Bad News Againl!: So, what is the
state of marketing in this industry?

* Many manufacturers don’t have
a formal marketing department,
and if they do, the people
are generally not consumer
marketers. They usually came
up through the ranks and are
focused on furniture shows, not
marketing.

* Most manufacturers don't invest
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OPINION

“I'blame a lot of that voio

on our manufacturers for not stepping up to help their retail customers educate
and engage consumers with their marketing." - s e

in selling tools, both for their
website and their salespeople.
Few have available POS that
shows different fabric and wood
colors available. Where are the
product videos that romance
and show all the attributes,
product functions and more?2

* Many manufacturers don’t train
their sales reps to understand
consumer demographics or
how they can and should help
retailers understand trends, so
they can sell more. Stop with
showing the pictures and order
taking already! That can all be
automated online.

OK, enough lecturing, let’s dis-
cuss the main subject, Your Brand.

Connecting Consumers
With Your Brand

'| Whether you are a retail
. brand or a manufacturing
brand this is the first and most
important idea for you to consid-
er. Instead of making your brand

about YOU, make it about THEM,

your consumer. Inspire, educate

and motivate them.

2 Research and embrace
. how consumers interact

with search, with social platforms,

and the in-store experience. You'll

quickly realize they are very visual

first, content/conversation inspired
second, idea focused third, and
concerned with functionality fourth.
All these four elements are wrapped
up into the complete value equa-
tion. Help them! Did you know that
HOME is the #1 searched term on

Pinterest?
3 Inspire people on your web-
. site. Take a lesson from
Duncan Hines' corporate website
www.duncanhines.com. They don’t
talk much about the company.
Instead they ask, “What would you
like to bake today2” The website
inspires visitors to think differently
about baking with  THEIR prod-
ucts. Imagine if your website invited
potential customers to experience
what you have to offer by asking,
"What room would you like to cre-
ate/design/accessorize today?e"
4 If it's a budget issue, con-
. sider reading the article at
www.napiermkt.com ftitled, "Don't
Be Fooled - The Real Cost of Hiring
An Employee Vs. A Consultant/

Agency. You will be shocked when
you see this in-depth comparison.

Blasphemy

E-Commerce & Brands: Notes
eMarketer (https://www.emarketer.
com), "Retail ecommerce sales of
furniture and home furnishings will
grow 16.4 percent in 2017 to
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reach $35.95 billion, and will total
$62.36 billion by 2021."

Yep, many manufacturing brands
will need to sell direct to consumers
at MSRP or at a reasonable retail
gross margin. If they don't, they
will lose big because, those big
super-regionals will source direct,
effectively cutting out manufactur-
ing brands. And if you're selling
on Amazon, you're paying 15+
percent anyway!

So, not to offend their good retail
customers, monufcc’ruring brands
will also need to offer consumers
in-store pickup/delivery based on
their retailer customers' zip-codes.
This way retailers stay involved and
profit from the sale, plus have the
opportunity to develop consum-
er relationships and up-sell. Think

"It you are not
demonstrably different
and better to a specific
farget, and you cannot
explain your superiority,
you are not a marketer,
but rather a commodities
’rroder." - Ed Tashiian
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the way Amazon does with their
15 percent transaction fee. To the
retailer that's found money.

If the consumer chooses to have
products shipped direct, without a
retailer’s involvement, the retailer
should get a percentage of the sale
anyway. Again, think Amazon’s fee.

Bill's Conclusion

With all that has been said, do
manufacturing brands even matter
in the furniture category?

My guess is probably not, and
with what | witness daily, it may
never matter unless they decide to

change from being irrelevant to
relevant. They are commoditized
for now, but will possibly be extinct
tomorrow, joining with all the other
manufacturers, retailers, and jobs
we've lost, which | personally do
NOT want to happen.

So, if you are reading this and
represent a manufacturing brand,
ask yourself this question: Why
have you given up on the con-
sumer after the investments you've
made bringing products to market
and getting that retail placement?

Like my Grandfather always said,
“You'll never learn younger”, and
we're a very old industry!

Counterpoint: Ed Tashjian

For many of the reasons that Bill
discusses in his rant, branding in
the home furnishings industry is not
only critical; it is essential if man-
ufacturers have any hope of com-
peting in the next decade. We have
many of the same observations, but
draw different conclusions.

A Herd of Cows: Let’s stop for a
minute and think about what brand-
ing is, and its origins. Branding was
developed for livestock to be able
to tell them apart. It showed own-
ership of an undifferentiated com-
modity. | share Bill's conclusion that
most furniture manufacturers' prod-
ucts are mostly undifferentiated,
with websites and advertising that
also tend to look nearly identical.
Put your hand over the logo from
any furniture advertising or website,

"Take a lesson from the
Duncan Hines corporate
website. They don't talk
much about the company.
Instead they ask, “What
would you like to bake
TOdegn - Bill Napier






OPINION

“The goal of branding

is not increasing brand awareness, but rather relevance and resonance
to a specific segment with specific needs and wants that is sizable,
reachable and accessible." -esresion

and try to tell them apart. Couple
that with the fact that all beds and
dining tables conform to specific
standards, the designs are often
copied from one another, and that
the average size of an image on
most furniture websites are about
two inches wide. What you will
realize is that they look no differ-
ent than a herd of cows! Those of
us who visit dozens of showrooms
each market lament that by the
end of the week, it all tends to look
the same. Furniture is fungible.
Unless you are a discerning bull
or a protective rancher, all cows
tend to look-alike. Branding was
intended to claim property, to show
ownership and keep less reputable
ranchers from rustling heifers.

The essence of marketing is dif-
ferentiation. Your brand stands for
how you are different and better. If
you are not demonstrably different
and better to a specific target, and
you cannot explain your superi-
ority, you are not a marketer, but
rather a commodities trader. It can
be done. What is more fungible
than coffee or sneakers? And yet
somehow Starbucks and Nike have
developed great brands. You can
too.

Let's look at a few of the reasons
why furniture companies have not
effectively branded, and discuss the

implications in the future.

Disintermediation: There is a
long chain between manufactur-
er and the end consumer. This
chain has been lengthened through
sourcing. At each stage of produc-
tion through delivery, there are a
variety of middlemen that each
try to capture value. Because of
the competitive nature of furniture,
low barriers to entry and oversup-
ply, many intermediaries are shar-
ing a slim margin. It's a problem.
Successful brands cannot be built
without gross margins.

Slim Margins: Slim  margins
mean small or non-existent funds
for consumer brand building. [t
is no secret that it is difficult to
make money in the furniture indus-
try. Whenever supply outweighs
demand, competitive pressure forc-
es pricing down. The next time
you read a magazine or watch
television and view a commercial
that you have seen many times,
ask yourself what the gross margins
are on the product. In every case,
they will be very generous. (This
is one of the rare times | can use
the word "every" and still be right.)
Furniture is a durable and not a
consumable. Consumer advertising
is worth the investment for brands
that can generate profits from con-
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sumers who purchase frequent-
ly over their lifetimes. That's why
it pays for toothpaste, deodorant
and loundry detergent to advertise.
Unfortunately, the time between
furniture purchases is far longer,
and less predictable.

Retailer As The Brand: When
a consumer buys a tube of Crest
toothpaste, they consider Crest to
be brand, and not the store where
they purchased it. The same is true
of durables like refrigerators and
appliances. In our industry, retailers
have become the primary brand,
with some exceptions. Verticals like
Ethan Allen, Restoration Hardware,
Ashley, La-Z-Boy, Bassett and Sleep
Number have significant brand
identification. There are also a few
furniture manufacturers that have
some brand equity left over from

"Branding was developed
for livestock to be able to
tell them apart.

It showed ownership of
an undifferentiated
commodity." - e reshion
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"When a consumer

buys a tube of Crest
toothpaste, they
consider Crest to be o
brand. In our industry
refailers have become
the primary brand."

- Ed Tashjian

previous advertising, but that is
fading with time.

Marketing Talent: The furniture
industry aftracts and keeps weak
marketing talent. Frankly, most
marketing jobs in the furniture
industry are small “m” marketing
services jobs. The primary respon-
sibilities are photography, cata-
loging and maintaining a website.
There is little strategy, branding
or innovation, the kinds of things
that excite true marketers. Typically,
there is a vice president of sales
and marketing in most manufac-
turing companies, suggesting that
furniture manufacturers can't tell
the difference! And, there is little
upward mobility. When is the last
time you heard of the marketing
guy being elevated to become the
president of a furniture company?

Relevance & Resonance: First and
foremost, what brands represent
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must be unique. Manufacturing
brands must stand for something
more meaningful than the plati-
tudes and pieties of quality con-
struction. Marketing isn’t compli-
cated. If's about segmentation,
targeting and positioning. In other
words, brands can’t be everything
to everyone. Good marketers must
pick a segment and create a prod-
uct and an experience strategy to
meet their customers' needs better
than anyone else. Then, they must
demonstrate how they are different
and better at every touch point by
comparing their products to some-
thing consumers already know. The
goal of branding is not increasing
brand awareness, but rather rele-
vance and resonance to a specific
segment with specific needs and
wants that is sizable, reachable and
accessible. Brand awareness does
not matter if you have a flawed
business model. You must be able
to communicate how you are dif-
ferent and better.

Ironically, furniture may be the
cheapest category in which to
brand. People who are interest-
ed in the home are already seg-
mented by the magazines
to which they choose to
subscribe. Furniture man-
ufacturers pay about half
the going rate in these
publications because
the magazines are

so hungry for indigenous advertis-
ing. With an advertising budget of
$5 million, a manufacturing brand
could own a category. | can't think
of any industry as large as ours
where this is true.

"Manutacturers can either
choose to sell directly
and manage logistics
of delivery, or they can
work together with
refailers to sell through
their brands in the
marketplace.” e s
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OPINION

“Typically, there is

a vice president of sales and marketing in most manufacturing companies,

suggesting that manufacturers can't tell the difference

Ed 's Solution

In the coming decades, manu-
facturers have two choices, both of
which require branding. They can
either choose to sell directly and
manage delivery logistics, or they
can work together with retailers
to sell through their brands in the
marketplace. The first option is
somewhat risky. Currently, about
11 percent of furniture is sold
through e-commerce, and it tends
to be lower priced items. To com-
pete requires a dedicated differ-
entiation strategy, innovation, a
different kind of packaging and an
acceptable return policy for both
parties. This channel will continue
to grow and peak at 25-30 percent
when hybrids make e-commerce

|II

irrelevant. And, selling the same
branded product through e-com-
merce alienates retailers.

The more obvious choice is to
work with retailers rather than to
compete against them. Rather than
dumping furniture on their door-
step and leaving the selling up
to them, manufacturers need a
thoughtful strategy for selling the
product through to the consumer.
Today, most manufacturing mar-
keting efforts focus on the High
Point and Las Vegas Markets. These
are important, but it shouldn't end
there. A true marketing-focused
company would start with the end
consumer and work backward.
They would collaborate with retail-
ers to make the whole furniture
buying experience more emotion-

MARKETING
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ally satisfying because branding
transcends a product-only relation-
ship.

About Ed Tashjian:  Tashjian
Marketing provides senior mar-
keting leadership to the Home
Furnishings Industry. It specializ-
es in business analytics and in
helping its clients to segment the
market, define and communicate
a sustainable differentiated value
proposition. Get more information
at www. Tashjianmarketing.com or

call (828) 855-0100.

About Bill Napier: Bill is Managing
Partner of Napier Marketing Group.
He has been the chief marketing
officer of several small, medium
and large companies throughout
his career, most notably Ashley
Furniture Industries.

Bill is also a featured writer and
speaker in the retail industry. His
passion is to help retail brands &
brick mortar retailers grow their
businesses by creating, guiding
and deploying successful market-
ing B2B/B2C solutions integrating
traditional marketing with the web/
social media. He has demonstrated
this with his FREE website www.
social4retail.com with hundreds of
articles and “how-to” strategies for
retailers and brands. Bill can be
reached at: billnapier@napiermkt.
com or 612-217-1297.
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roduct
designer and
trend expert
Nancy Fire
talks with Furniture
World Magazine
about consumer,
color and style
trends that will
impact furniture
retailing in 2018.

by Melody Doering & Russell Bienenstock

Furniture World recently spoke
with  entrepreneur, designer,
speaker, blogger, Nancy Fire
about her work and what she
sees trending in retail and design.
Nancy and her husband Neil
Breslau founded Design Works
International, a lifestyle brand stu-
dio located in New York City. She
is its Creative Director. They also
launched CreativeCorporate™, to
guide product development for cli-
ents. Nancy says the company is
the perfect combination of art and
business. Besides being an in-de-
mand speaker in the design indus-
try, her lively blog, color, chaos,
and creativity, allows readers to
glimpse some of the inspirations for
Nancy’s designs, gained through
her extensive travels. Nancy is also
design director of HGTV HOME, a
branch of HGTV, and creative and
design director of Kelly Ripa Home.

Getting Started

Furniture World asked Nancy
about how she came to originate
Design Works International.

"l started my creative education
at SUNY OSWEGO earning a BFA
in Design. As much as | loved fine
art, | needed to find a paying job
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in a creative field. | had done a
lot of photography, ceramics, print
making — | love art and design —
but | didnt know if | could make a
living as an artist. After graduation,
this was 1983, | worked in pho-
tography for a subsidiary of the ad
agency BBDO. Almost four years
later, | realized that the job really
wasn’t for me. | just did not feel
creative enough.

"It happened that | met a guy
downtown who was opening a
fashion business, a design studio.
During the course of about six
years, we took the company from
three people to 60. It was a great
opportunity for me to enjoy my cre-
ative side.

"There came a time for me to
create a path for myself — to start
a business. With my husband,
who was on Wall Street at the
time, we created Design Works
International."

Creative Ventures

Fast-forward 30 years. "Although
we started out as more of a fash-
ion studio working in the garment
center, we've become more of an
interior studio working for many
home-related companies. My forte
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"It's about being social,

having dinner parties, gathering and creating
experiences. Furnishings retailers who don't

address this, and other macro trends, are truly going
to have a hard time." - vone, e

is understanding macro trends,
what’s actually happening in the
world. Since both of my parents
had been in retail, | learned to rec-
ognize trends and the importance
of getting in and out of products at
the right time. I'm a design expert
for many companies, ranging from
GAF, a roofing company, to burton
+ BURTON, and, of course, | am
the design director for HGTV and
HGTV HOME, which reaches a
broad demographic.

'Design Works International is
a creative think tank that employs
more than 20 in-house designers.
We also have another company,
Design2Print, that prints digitally
on fabric. We work with famous
runway fashion designers, and on
the Marie Antoinette exhibit that is
in the permanent collection at the
Metropolitan Museum of Art. We
are truly diversified. My 83-year-
old mother still asks me what we
do — honestly it just changes daily."

Plotting Trends

"We live in a fast-changing
world. This change is not only
being caused by millennials; older
generations are also looking at
the world differently, and are buy-

Photo credit Travis W. Keyes

ing differently. It is important for
marketers and producers to under-
stand what’s the right path and
the wrong path. Our expertise in
art and design, and knowledge of
the industry helps companies make
sound marketing choices.

"My assistants and | create color
stories, trend ideas, trend boards,
and style guides to help clients gain
perspective on the market today.
We don’t just analyze trends, and
create a general trend book for the
season that gets sold to many com-
panies. We are different. We're
very specific. We target our clients
for who they are.

"For example, as the design direc-
tor for HGTV, | might come up with
five major trends each year that fil-
ter through HGTV HOME. We then
create videos around those trends,
as well as special color cards. On
the furniture side, we work with
HGTV HOME Design Studios at
Bassett to guide creation of fur-
niture that will be right for HGTV
HOME. HGTV HOME design stu-
dios are exclusive to Bassett and
are in all their stores and galleries.
lt's a custom program where con-
sumers work with designers to tailor
their interiors to their needs. The
design center is really this creative
bank of interior design at a more
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commercial style and sensibility."

Addressing Consumer Wants

We asked Nancy to explain her
targeted process.

"In our business, the market-
ing perspective is important; the
design perspective is important;
and, especially now, the philos-
ophy of how life should be lived
is important because design has
become personalized. Everyone is
a designer, thank you HGTV!

"HGTV has allowed today’s con-
sumers to understand that they can
be the arbiters of style.

"People are spending more
money on their homes than on their
fashion because they're proud of
their homes; they’re proud to have
friends and family over. It's about
being social, having dinner parties,
gathering and creating experienc-
es.

"Home furnishing retailers who
don’t address this and other macro
trends, are truly going to have a
hard time.

"Customers also want to know
what they are buying, and why.
They want to hear a story about the
kind of cushion they’re sitting on.
Is it an eco-cushion? Is it stuffed
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with down? They are conscious
and conscientious consumers, with
a world-wide perspective. This
is another element that retfailers
ignore at their own peril.

"My design work is also guided
by a lot of street style, what people
are wearing and why they’re wear-
ing it. Wherever | am, whatever city
or country I'm in, | live in stores,
looking for the hip retailers. | speak
to shop owners to find out what's
selling and why."

Changing Ideas

"Furniture buyers have changed
and so must furniture retailing. We
have to abide by new rules and
understand that our customers’ life
choices are important.

"The furnishings world has got-
ten more casual. That doesn’t
mean that people are going out
and only buying thrift-store pieces.
Millennials want to be able to mix

Custom headboards, ottomans, chairs
and sofas products developed by
Nancy Fire for HGTV Home and Bassett
for 2017. The products incorporate
trends she identified during her over-
seas fravels. Custom upholstery gives
the consumer many creative choices fo
choose from when working with Bassett
interior designers.

and match pieces that are new and
old.

"The retailers that are doing it
the right way are busy. Retailers,
like Bon Marché in Paris, have a
great way of mixing and matching.
In both their fashion and home
stores, they will bring in reclaimed
items and mix them with new items.
It's like high and low. It's a differ-
ent way of thinking. People aren’t
buying everything from one store,
they’re picking and choosing. The
best retailers are collaborating,
creating looks and selections their
customers find interesting.

"I think Anthropologie is a perfect
example. Their home line in London
is incredibly crazy and beautiful —
well thought out. Unfortunately, |
see more of that kind of creativity
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happening overseas."

Staying Au Courant

We asked Nancy how retailers
can stay current with the latest
trends if they are not able to travel
to all the shows or explore major
European cities and stores.

"While there are a lot of design
assets on the Internet, furniture
retailers really need to have some-
one who has the time and talent
to take that information and bring
back what is appropriate for them.
Without that, retailers are going to
miss important links.

"It is worth looking at website
sites like Refinery 29, Pop Sugar,
Apartment Therapy, hgtv.com and



Chase Media Console
Electric Fireplace
GDS26GE-18962GW

Market's Hottest Ticket... A1052

Dimplex is doubling down, and offering exclusive market offers on show-stopping designs
in A1052. Meet our case designers, receive styling tips for the new 2018/19 line-up,
and get the inside scoop on the inspiration behind all featured casegoods. With offers
like this, Dimplex is a must see at the 2018 World Market Center in Las Vegas!

For full product details visit dimplex.com



p]=NY[€] N DESIGNER SERIES

Design Milk. There is an end-
less supply of free information out
there, and help from companies
that can guide retailers in the right
direction.

"Years ago, everything was
price-driven. Today, however,
design is at the forefront of retail.
Retailers need to demand from
their manufacturers something that
is different. They need to ask, is
different. They need to ask, ‘How
are you going to show that you
really believe in your product?’ As
a retailer, | would want manufac-
turers to tell me what | should have
and why I should have it.

"There is a disconnect between
the ability of manufacturers to
relate to what retailers need and
are demanding. The good news is
that | see a lot of retailers changing
their corporate sensibility. They are
bringing in smart people to make

sure that they are on the same
page with their suppliers by improv-
ing communication."

Long-Term Outlook

Furniture World asked Nancy
about retail opportunities over the
next five to 10 years.

'Retail is getting smarter with real
estate by planning better and pick-
ing locations that are best for their
product. There’s an opportunity
for many retailers to re-evaluate,
to put the right stores in the right
places.

"People want experiences; they
are aspirational. There’s an oppor-
tunity for more furniture retailers to
make their stores info destinations.
Just look at what Jordan’s does.
There are so many opportunities
for telling a story, for targeting and

reinvention.

"There is also the adaptation of
technologies, such as virtual reality.
Going forward, stores won't need to
have as much retail space because
most of what they will be selling
will be online. Clever use of retail
space will allow a smaller portion
of product to be shown in-store.
Consumers will get a welcoming
in-store experience by taking up the
invitation from retailers to meet and

"There is a disconnect
between the ability of
manufacturers fo relate
fo what refailers need
and are demanding."

Pictured below are Nancy Fire and Neil Breslau (Nancy's husband and
business partner) at the New York City offices of Design Works International.

At left on Nancy and Neil's NYC terrace is Nancy's Studio NYC Design fabric
“Current” from her licensed line of over-the-counter fabrics manufactured by
PK Lifestyles. Mixing substrates, especially in tabletop settings, glass, brass,
ceramic, black matte metal and wood is trendy. The bench cushions are from
her Studio NYC Design Collection, “Riverbed” in Midnight color-way.
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Photo credit Travis W. Keyes
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greet, to find out about the retailer,
and to be introduced to the brand,
all of which complements the digi-
tal sales experience.

"Although online will be a bigger
part of retail in the future, | do
believe that people will still want to
go info a brick-and-mortar to touch
and feel. | think it's the retailer who
sets the mood for the consumer
going forward.

'"On one hand, we see many
stores that do not personalize the

"Creating mood boards
like these set the tone
for your in-store
displays. They are a
lot like personalized
Pinterest boards."

experience for their customers. Then
there are stores like Anthropologie
who do a much better job because
they have a specific target market.
| truly believe that one of the best
opportunities for retailers to free-
think how they’re going to become
a destination is to focus on person-
alization."

Creating The Story

We questioned if the retail start-
ing point would be to define what
the customer experience is, rather
than why they are in business.

"Absolutely. So many retailers
are lost in a mindset of trying to
be all things to all people, or are
trying to focus on a specific target
demographic without considering
how the world is thinking today.
These stores won't be able to gen-
erate enough inferest to become
shopping destinations.  What's
needed is something interesting,
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Developed by Design Works
International, these mood boards
were developed for HGTV's 2017
season. Each trend represents a
lifestyle that is specific to color,
texture and style.

Far left: Terra-Cottage redefines
global style with handcrafted,
artisan techniques, woven fextures,
pottery and ceramics, embroidery,
embossed leather, painted wood,
natural fibers and dyes. Also,
finishes in rich sunbaked earth
tones, clay, wood, straw, stone,
felt, linen, wool, leather, organic
textures and imperfections, wood
grain, and stone veining.

Near left: Color Form is a

meld of contrasting elements:
natural + man-made, playful +
sophisticated, hard + soft, classic
+ modern. It embraces the unex-
pected with saturated pastels and
tonal neons, mixed finishes, resin,
lacquer, plastic, clay and rubber.

something new, something that
provides a learning opportunity to
make customers feel better about
themselves. Without that, retail can
appear unreliable or promotional.
People are curious: they want their
curiosity to lead them to a place
that's pleasing, a place where they
will want to buy.

"Creating that place means that
retailers need to present a lifestyle
story. One retailer that always does
a good job in this regard is Target.
They've been able to capture the
essence of affordable products at
a particular moment in time. They
provide inspiration for those on a
budget who know what they like,
but do not want to shop at a store
they can’t afford, where they might
feel uncomfortable. The same mes-
sage is attractive to savvy shoppers
who want a good price."

TRENDS: Coziness

Furniture World asked Nancy for




“Consumers crave visuals

that spark interior ideas for color, texture and style. Mood boards help them
identity with the type of style they would like to emulate in their own homes."

information on trends.

"People want their homes to be
cozy. The trend of hygge (hoo-guh)
captures this idea. It's a Danish
term, whose English equivalent is
coziness. If you look at hygge,
where the trend is coming from, it
is about nesting; it is about being
cozy; it's about loving your home
environment.

"It is a designer sensibility that's
definitely filtering down through
the mainstream. | am noticing a lot
of furniture is becoming softer, a
little bit more rounded. It's a cozy
style that people are looking for in
their homes at all price points. That

Near right: Cast Shadows was
inspired by nature. Themes include
sunlight, branches, ice and marble. {
For this trend, soft color meets
strong forms, architectural and
structural. Barely-there tinted
neutrals plus natural colors and
finishes predominate. There's
movement, and color, honed ]
marble, raw wood, concrete, linen, |
cast iron and matte ceramics.
Design elements include leaves,
petals, butterflies, iron framework
lace, laser-cuts, and open iron
work.

Far right: Heirloom is timeworn
but timeless with a theme of old is
new again in classic motifs such
as damask, moiré, floral, and
imperfect finishes. Featured are,
rust and oxidation, surface abra-
sion, patchwork repair, luxurious
materials, marble, crystal, lacquer,
brass, copper, silver, pewter, and
rich but timeworn tones.

also means we are seeing many
more cozy fabrics with a lot more
texture."

TRENDS: Texture

"It's really nice to see texture
coming back in creative ways. At
the recent High Point Market in
October, there were a lot of wood
accents mixed with other substrates.
For instance, wood with textured
wood; wood with ceramic; and,
wood with different types of fabric
in interplay. We saw people mixing
substrates — it's not matchy-matchy
anymore. There is colored wood,

painted wood, a lot of texture, and
a lot of detailing to make furniture
look a little bit more one-of-a-kind,
without looking at all do-it-yourself.

'"These designs have an artisan
feel at a commercial level. More
creativity is creeping info furniture
design today. There is more uphol-
stered detailing and innovation in
fabric constructions."

TRENDS: Color

"In terms of color for 2018,
Pantone picked Ultra Violet, which
| love. Sherwin Williams has named
Oceanside, which is a beautiful




"The Hygge trend it is
about nesting; it is about
being cozy; it's about
loving your home
environment."

teal that we saw all over Paris,
both in retail stores and painted
on walls. We are also seeing some
warm colors: terra cottas and reds
are coming back.

'So, the takeaway is, people are
accepting color at retail. People
are accepting texture at retail.
People are accepting the mixing
of substrates at retail. People are
accepting the mixing of metal fin-
ishes throughout the home. We're
even seeing people mixing metals
within one area, like in the kitchen.
The rules have changed a bit."

TRENDS: Inside Out

"The indoors is going out and the
outdoors are coming in. It's a defi-
nite trend in what people are buy-
ing today. That's why melamine’s
doing so well. The patterns on the
melamine have become fun and
innovative — they look almost like
ceramics. lt's hard to tell the dif-
ference.

"We are seeing products being
used both indoors and out: indoor
and outdoor fabric; oftomans
and pillows. People are look-
ing to expand their living spaces.
Their houses might be smaller,

their apartments might be tinier,
but they love outdoor spaces. This
expansion makes their homes seem
bigger. I'm a fan of indoor/out-
door, and also of the high-end
eco-look that doesn’t say ‘peace,
love, and granola.” Sustainable is a
trend as well, as long as it has the
right design quality. Sustainable,
eco-fabrics, re-purposed, recycled
or reclaimed wood — all are great
as long as there’s a real marketing
story, and a truthful one, too."

Implementing TRENDS

"Here is my philosophy: if a retail-
er removes two beige items from
the floor, it allows the addition of
two more colorful items. Customers
will gravitate to products that are
different, more colorful, and, inter-
esting. One big reason why retail
traffic is down is that everything
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Image above is from retailer homenature
with three stores in the NY Metro area.

The store is known for honest design, natural
materials and fair trade pricing. Their style
truly defines the “hygge lifestyle” while treat-
ing the earth with respect by utilizing natural
materials.

looks the same. Therefore, con-
sumers are looking for products
and ideas in places they normally
wouldn’t. It's not personal — it's
not that they don’t like brick-and-
mortar retailers anymore. They still
want to visit stores, but if mom ‘n’
pop looks dated, guess what? They
won't be going back to their tried-
and-true if it is letting them down.
'"There are furniture shoppers,
many younger people, who don't
have a clue about good design.
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“Oceanside”, a beautiful teal from Sherwin-Williams (left) was trending in Paris this past year. The middle picture, (Paris Maris Quarter)
taken at the LE BHV department store. Trending teal and Oceanside storage accessories gave a vibrant and updated look on the retail
floor. Far right from the same shopping trip (Latin Quarter) showcased a teal and black fabric pillow, on-trend, all fun upbeat colors.

They know they want it, but they
don’t know where to go to get
design advice. There is nobody
they feel they can trust. This group
presents another opportunity for
furniture retailers, because once
you break through, get that story
across to them, they will become
customers for life.

"Years ago, my grandparents and
great-grandparents on Manhattan’s
Lower East Side, were their custom-
ers’ tried-and-true retailer. Their
customers believed in the promise
of their brand. Today, people don’t
believe in brands as much, soitis a

"Retailers like Bon
Marché in Paris have
a great way of mixing
and matching.
Anthropologie's home
ling in London is
incredibly crazy and
beautiful."

harder job for retailers to convince
people why they should be a des-
tination. A lot of that is marketing.
'Broadcast marketing platforms
like HGTV are great ways to market
products, but if these are unaf-
fordable platforms for some retail-
ers, they can advertise through
digital marketing with Instagram
or Facebook. With some creative
marketing, a new hip look, and
all of a sudden, a company that
looked old can be new again."

Versatility

We wanted to know Nancy's
thoughts about the importance of
function.

"Function is important, and it’s
all about duality. What does your
product do that someone else’s
doesn’t? Do you have an otto-
man that opens up as storage?
Customers don’t want to buy too
much, but they want to buy what's
right for them — and it's often not
a price-driven decision. So, show
that storage ottoman in five dif-
ferent vignettes, with four different
stories that highlight its versatility.
People will get the idea that there is
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an opportunity to buy the ottoman
today, live with it, and know that
it will adapt and change for future
needs.

"The retailer who shows a con-
fusing sea of beige or black leath-
er will only frustrate customers.
Retailers should have vignettes that
tell a story, and that story can be
versatile. For instance: a shopper
who likes both retro and vintage
can buy a piece from here and
from there. That customer is no
longer looking to buy a serious
five-piece set that can’t be mixed
and matched. What retfailers can
do is mix and match those sefs
so shoppers know that they don't
have to buy five matching pieces.
They can buy three from here and
two from there in a way that looks
great. Or buy three main pieces
and choose from 15 accent pieces.
The point is, five different shoppers
can come in and buy the same
concept, but each of their rooms
will be customized because they
won’t buy the same exact pieces.

"When | was younger, technolo-
gy was the future — it was like the
Jetsons. The smart home is here,
but people don’t want it in their
face. We are seeing a trend for
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interior design to meet with tech-
nology in a way that it is available,
but camouflaged."

Building Retail Traffic

We asked Nancy to expand on
the idea of transformative home
furnishings design leadership.

“In New York, when | walk down
Columbus Avenue, or I'm in the
Village, and | see so many retailers
closed, my heart sinks. We have to
wake up. Stores that didn’t change
10 years ago are suffering because
now, in order to survive, they have
to make big changes in a short
amount of time. How do you turn
a big ship quickly?

"If 1 owned a furniture store or
company, | would engage with
my sales associates because they
represent my brand. There are a
lot of old-timers around, who are
knowledgeable about their prod-
ucts but not sure how to bridge the
gap when it comes to selling to a
new generation.

'"That doesn’t mean most stores
need to change 180 degrees, but
they do need to do something to
help new customers come to them,
show them an opportunity — and
for most retailers that opportunity is
thinking about lifestyle.

"Retailers have to decide what
that lifestyle is, and who is coming
to them to find it.

"That lifestyle is often a blend:

maybe beach with a touch of urban;
or urban with a touch of vintage to
create a realistic lifestyle. Most
people don’t live in a Victorian
house or dress in Victorian cloth-
ing! The world is changing and
retail lifestyle presentations need to
change as well. Success will come
by helping customers make the
right choices and make customers
the arbiters of style.

"People who interact with cus-
tomers must understand, be able
to dramatize, and be a part of the
lifestyle they are selling. It is not just
throwing pieces down on the floor
anymore; it's about decorating to

the hilt and creating lifestyles based
on an understanding of who would
live in that room.

"Finally, home furnishings retail-
ers should pay attention to what's
happening in the food industry.
Fashion, home, and wellness are
all connected. Wellness is strongly
connected with food, which is con-
nected with being social — gather-
ing around a table. Larger social
gatherings require bigger tables or
flexible ways to increase available
seating. Here is an opportunity for
retailers to create interesting stories
by using the intersection of fashion,
furnishings, and food."

Below, color is important to include in all rooms of the home. The bedding is from Paris
department store LE BHV, moderate priced, catering to more a more commercial customer.
The tabletop image is from one of Nancy's favorite stores in Paris, Merci, a high-end concept
store designers from all over the globe visit. The relationship of these two stores showcasing
similar color in the same season is a sign that trend is truly a driver in all price categories.
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THE POWER OF PASSION AND PERSEVERANCE

this article

will explain

what grit

is, why it
matters and,
most of all, how
you can create
a retail culture
of grit.

by Larry Mullins

Every year there are a few hun-
dred furniture store start-ups.

Who will make it in brick and
mortar retail furniture sales and
who will fail2 What's certain is that
those furniture store owners who
have created a culture of GRIT
within their organizations will have
a much bett