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According to Experian®, nearly a third of Americans don't qualify for traditional
financing. We partner with you to help these customers get the things they need,
keeping them in your store and saving the sale! Give your customers the best when
you offer Snap. We're an industry leader in No Credit Needed financing!

SNAP OFFERS YOU

allowing your customers to spend more in your store

to ensure your customers don’t walk out empty-handed Darlene J. | Ashley Furniture HomeStore

so you don’t have to worry about when you’ll get paid

courtesy of Snap, to continue to boost your traffic

Don't wait! Built specifically for the furniture
industry, Snap is the growth generator your
business needs!

CALL 844-932-7299
TO BOOST YOUR REVENUE!

s e
v LY '.\..:.‘.; o

I

/

844.932.7299| snapsales@snapfinance.com | snapfinance.com/partner

/o — / t \

snap! '

FINANCING MADE EASY

by | b

N\ N\ N\




More Hits!

No other domestic leather manufacturer covers all the bases!

Visit Omnia at High Point Market to see the vast array of styles
and configurations available with personalized options. Stationary
and motion styles are available with an incredible selection of top
grain leathers, embossed leathers and fine fabrics.
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Do No Harm?

hile preparing for this edition of Furniture

World | came across an article by Dimitar Vla-

hov. Mr. Vlahov, the Director of Content De-
velopment at Sustainable Brands wrote, “If there is one
thing that brands and individuals have in common, it is
that sooner or later their identity, character and internal
dialogue are inevitably projected externally."

| suspect this is a chilling thought for a small minority
of Furniture World readers and, a comfort for most. It
should also be a call to action for industry brands that
have not focused sufficiently on encoding corporate
and personal responsibility throughout their organiza-
tions.

"Do no harm” is an obvious essential to avoid PR
disasters, lawsuits and brand meltdown, but is doing
good in the world a valid corporate imperative?

There are, surprisingly, differences of opinion. The
good news is, whether you have a passion for sav-
ing the world or feel compelled to follow the money,
there are strong reasons to embrace responsible and
sustainable practices. Doing well by doing good are,
long-term, synonymous.

There is a lot of information in this Furniture World
issue, compliments of SFC's Susan Inglis and Giles
Jackson, Ph.D., regarding changing aftitudes to-
ward sustainability. Sustainability, as Inglis points out,
has become an umbrella term that includes climate
change, healthy living, environmental safety, animal
rights and social equity.

Research shows that among all demographic groups,
but especially among Millennials, the desire to do
business with companies who embrace an umbrella of
sustainable causes is trending upward. Purpose-driven
sales are on the rise, writes Jackson.

There are many take-aways, chief among them is,
embracing issues such as sustainability and workplace
harassment need to be structured so that everyone in
an organization buys-in with enthusiasm. The results
are better workplaces, better branding, better out-
comes all around.

Best Wishes For a Sustainable Fall Season,

S

Russell Bienenstock T
Editorial Director/CEO flJmere
russ@furninfo.com WORLD
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DEL SOL FURNITURE

hoenix-based
retailer wants
to do more
than sell
furniture. "We
want customers
to continue to
come into our
stores," says
Alex Macias,
“and, when they
leave, think,
‘That was a great
experience!””

by Janet Holt-Johnstone

From the beginning it was more
than a dream. Factor in astute
strategic planning, entrepreneur-
ial skills, extraordinary persistence
and very hard work.

Del Sol Furniture of Phoenix,
Arizona, grew from a 2,000 square
foot lease on the east side of the
city in 1997, to an up-and coming
three store chain serving a wide
area surrounding the expanding
metro area.

The evocative company mission
is “Furnishing Dreams”. And their
motto, “Always With You!”

Said Vice president Alex Macias,
“Del Sol Furniture now has three
locations throughout the Valley of
the Sun, each with similar structure
and product selection. And store
managers have leeway in mer-
chandising.”

The Early Days

Alex’s parents, Venancio and
Rosa Macias, are Del Sol’s found-
ers. “They met in Mexico City
while my father was studying civil
engineering,” noted Alex. “After
my mother graduated from the uni-
versity, they moved to Juarez where
dad worked as a civil engineer
for the government, and my mom
worked at Johnson Controls.

8 FURNITURE WORLD  September/October 2018

“They enrolled my older sis-
ter Minerva and me, at no small
expense, in private school to learn
English. And they obtained visas to
enter the United States.”

When the family seftled in
Phoenix, Arizona, the decision to
make their mark in the furniture
industry was based on an energetic
process of elimination. Alex said,
“As an immigrant, knowledge has
value. But usually degrees earned
in home countries don’t. That's
why lots of immigrants become
entrepreneurs. In their own country
they may have been a doctor or an
accountant, but when they arrive
here they have to figure out a way
to put food on the table.

“And there aren’t a lot of options.
Lots of people are knocking on
doors, but not a lot of doors are
opened. My parents had never
started a business before, but they
wanted the American dream.”

Phoenix is Arizona’s capital and
cultural center with a population
around 1,500,000, the fastest
growing city in the United States.
Forty-three different languages are
spoken in local schools, and it's the
home for Fortune 500 companies.
Phoenix is a diverse and fascinat-
ing city with unlimited opportunity.
And, with almost 300 days of sun-
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The Furniture Library
At High Point Market

It can be tough to get away from downtown High Point during
the show, but it's worth a trip to visit the Bienenstock Furniture
Library at 1009 North Main Street (just a mile north of IHFC).
With over 5000 volumes on furniture and design dating back
to 1540, the Library is open year-round for research, study,
events, seminars and collaborations. You are welcome to tour
the Library, check out our collection, and stroll through the
sculpture garden.

BERMICE BIENENSTOCK
FURNITURE LIBRARY

BIENENSTOCK
FURNITURE LIBRARY

AN EXTRAORDINARY EXPERIENCE

5000 Volumes « Sculpture Garden,
Media & Seminar Rooms Available For Study
Events « Seminars « Collaborations.

1009 N. Main St., High Point, NC - Call 336-883-4011
info@furniturelibrary.com swww.furniturelibrary.com
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”When we

show up. .

for a service call, we're ’rhe
Super Hero there to fix
the product or deal with

|II

an issue the first time!

.....

¥

www.delsolfurn iture.com

Can Del Sol, pagos
fijos menssales

Del Sol Furniture offers delivery to a
large geographical area surrounding
the distribution center. Truck graphics
are striking mobile billboards promoting
Easy Credit and "superhero" customer
service.

shine annually, a city waiting for
entrepreneurs.

Said Alex, “Over the years my
parents tried multiple businesses
- shoe stores, dollar stores, a CD
and cassette store and, finally the
business my uncle was in, furni-
ture. They ultimately came to the
conclusion that it's a lot of work
selling one-dollar items to make
$500, compared to selling one
sofal”

And the name of the busi-
ness¢ “The Greater Phoenix area
is known as the Valley of the
Sun. And translated into Spanish,
that’s ‘Valle del Sol.” So the

Macias’s dream became reality in
Del Sol Furniture.

“What made my parents’ com-
pany successful was that they
found a niche customer over-
looked by traditional furniture
stores back in the early ‘90s,
Spanish speakers who did not
have the cash to buy the furnish-
ings they needed.

“But | can tell you that the start
was not pretty. When my folks first
started, our marketing consisted
of going to the swap meets and
the flea markets. That was our
advertising.

“Our first store was in an area
with absolutely zero retail traffic.
So every Saturday and Sunday,
as a family, we spent the day at
swap meets. We brought some
samples, a bunk bed and maybe

Credit

i by T W e

raby b e ayreris

Con Del Sol. pagoes
ffos mensuales

| . Con Del 50l pagos
| fijos mensuales

Credlt

Con Del 5o, pagos
fijos mensuales.

a sofa, a loveseat and some
coffee tables. And we’d pass out
our business cards. My sister and
| were between ages six and 10.

“It was tough to find suppliers
back then. Vendors and reps
with established distribution tend
not to look for start-ups, the
up-and-coming furniture stores.
They call on and support the big
guys to try to keep their sales
volume up. But back then there
were some reps who traveled to
a part of town that wasn’t the
best, found my parents and start-
ed selling them. Little by little we
started creating volume at our
first store location in 1989.

“| grew up in the business. As a
kid, | assembled as many of the
coffee tables that we gave away
with purchases as | could in the

-
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morning. Until | got bored. Then
I'd count the number and think,
‘Oh, man, | got 15 bucks, yeah,
it's going to be a good day!’

“At those weekend swap meets
my sister and | weren’t allowed
to get hot chocolate until we'd
sold a bunk bed! I've always
been around entrepreneurship in
the different businesses we had,
worked as a receptionist when
| was in high school and at our
dollar stores. My Dad had me
making deliveries which gave me
respect for our delivery and ware-
house guys. It is not a fun job to
do here in the heat of Phoenix!

Growth

“We moved three times before
purchasing our first building in
2002, 23,000 square feet, at
32nd Street and Thomas.

“At that time there was a big
influx of Hispanic immigrants into
the Phoenix area so business was
good. Merchandising then was
much easier, just about anything
we put on the floor would sell.

“When | went to college in
2002, the furniture business, as |
said, was doing well, and my par-
ents did not encourage me or my
sister to go info the family busi-

Del Sol's founders Venancio Macias and
Rosa Macias CEO. Vice President, Alex
Macias (far right).

ness. They basically told us, ‘We
dont want you guys to run the
furniture store. It's a lot of work.’
At that point they didn’t have the
same management structure we
do now and so they were working
really long hours, six to seven
days a week. | was going to go
to law school, then the recession
hit, so | put my law career on hold
and came into the business at
their request and never left. And |
think that’s why I'm so passionate

"Every Saturday and
Sunday, as a family, we
spent the day at swap
meefs. We brought some
samples, a bunk bed and
maybe a sofa, a loveseat
and some coffee tables.”

about my work with HFA’s Next
Gen group. In the 11 years that
I've been in the business, |I've met

MARKETING

WEDIDN’T INVENT IT
AFTER 48 YEARS...

WE JUST PERFECTED IT.

acCa

TV PRODUCTION - PROMOTIONS - DIGITAL MEDIA
EMAIL MARKETING « MEDIA PLACEMENT

September/October 2018 FURNITURE WORLD 11




HAPVAES PROFILE

so many dads and moms who did
not encourage their kids to enter
their businesses. Their kids hear
them complain about long hours
at retail and how hard it is. So the
kids become doctors and lawyers.
There’s nobody to run the store
and, ultimately, they have to close
up shop.

“We had a good ride from
1990 to 2007, and our commu-
nity really helped us grow. And,
again, it had a lot to do with
other retailers not really paying
attention, or not wanting to serve
our customers.

“As our business grew, we had
decided to expand to serve other
parts of Phoenix. From 1997 all
the way to 2007, we opened
additional locations. But the
recession forced us to downsize.”
A pivotal moment.

A Pivotal Moment

“After both my sister and | for-
mally joined the business, the
decision was made to expand
beyond our focus of serving pri-
marily Spanish speaking cred-
it customers. We already had

BorLSoL

Furniture

the stores and the warehouse. |
have degrees in computer infor-
mation systems and accounting,
so | knew that we needed to have
a strong online presence going
forward to evolve digitally, to
upgrade our software. Minerva
was very helpful to Del Sol during
the recession.

“Del Sol lost 50 percent of its
sales from 2007 to 2009. We
had to close our leased stores
and let go of employees. It was
chop, chop, chop. But from 2009
on, we started to rebuild, sign-
ing on with FurnitureDealer.net
to help us create a strong website
presence. We upgraded our com-
puter system and expanded our
marketing.

“Our website and technology
investments have really paid div-
idends in the last eight years.
Back then, our competitors, even
those doing business around the
corner, probably had no idea
who we were. And although we
are still not the biggest furniture
operation in town, some of the
things we've done in marketing
and technology have really put us
on the map.

12 FURNITURE WORLD  September/October 2018

"I the
best
option...

for a customer happens
to be lease-to-own with
zero down payment
but a higher overall
cost, we report to the
credit bureau to help
them improve their
credit."

“Recently we've started working
with iConnect, a company that is
helping us leverage technology to
become more efficient, because
we don’t have 30 people to help
us keep track of certain metrics to
make decisions faster.

“| don't think our operation
is unique, but we do measure
traffic, sales metrics, our budgets
and compute ratios. On the web
side, we look at web traffic which
everybody else does, plus bounce
rate. Because of our credit oper-
ation, we do pay special attention
to those metrics. My feeling is
that the real secret to success
concerning metrics is to actively
measure and then make the time
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“We've found it isn't

only the Spanish-
speaking, credit-needing
customer who has been
overlooked or taken

for granted."

to use them.

“All of this has allowed us to
compete. From 2010 on, we've
had double digit growth every
year.”

The founders are still “as active
as they want to be” in Del Sol’s
operation. “My mother, Rosa, is
Del Sol's CEQ. She is our leader
and she has the respect of every-
body in the company.

“We own all our buildings.
That's a lesson that my parents
learned early on. With his back-
ground in civil engineering and

infrastructure, my dad enjoys the
real estate business. That's great
for me. One less thing to worry
about! He makes sure the build-
ings are in good shape, up to
code. Our tenants are happy.”

Typically Alex spends a third of
the time "hiring, motivating, lead-
ing our people, keeping every-
body on task. A third is spent on
merchandising, the rest on mar-
keting and technology. Right now,
in order to be successful, retailers
have to be hands-on.”

Customer Focus

Marketing becomes more com-
plex in a multi-lingual multi-cul-
tural community. “We've found it
isn't only the Spanish-speaking,
credit-needing customer who has
been overlooked or taken for
granted. Some retailers just don’t
want to deal with customers who
have no choice but to buy their
furniture from rent-to-own and
lease-to-own places. But when

14 FURNITURE WORLD  September/October 2018

we changed our marketing focus,
we found there are a lot of these
people who want to furnish their
homes. They speak many different
languages. And they appreciate a
store that treats them with respect,
helps them navigate a very com-
plex credit system to find the best
credit option.

“Del Sol has a full disclosure
policy for credit customers. We
always explain two or three dif-
ferent finance options. If the best
option for a particular custom-
er happens to be lease-to-own
with zero down payment but a
higher overall cost, we report to
the credit bureau to help them
improve their credit. That way
we can graduate our customers
to zero percent interest financing
with the Synchronys and Wells
Fargos of the world.

“We treat our customers with
respect and, more than anything
else, it keeps our customers com-
ing back.

“We do offer

some credit
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“We treat all

customers equally regardless of their
credit score, giving them lots of great options
at affordable price points in stock for one

day delivery. "

options directly online without the
customer coming in. But at the
end of the day our goal is to
get customers into our stores. |
don’t see a sustainable, long-
term model for online only credit
stores at this point.

“The most important difference
between customers who shop on
line or in the stores is conve-
nience. There are some age dif-
ferences, but the online shopper
wants convenience.”

Technology

need fo choose carefully and ask,
‘Is this new piece of technology
going to help me sell more? Is it
going to provide a better experi-
ence or save money? | think the
independents need to look at this
more closely than maybe some
of the bigger guys who might
have 50 people working on their
websites. It's a bigger challenge
for stores that have more limited
resources, time and maybe talent
to understand digital marketing,
the newest and the latest and the
greatest!”

Alex expresses concern that
there are many independent
retailers “behind the curve” in
implementing technology in their
marketing range. “There are so
many technology options for
retailers. At every conference and
Market we go to there’s a new
social media platform, a new
add-on for your website, a new
way to get positive reviews. Do
you want kiosks¢ Are they touch
screen? How about TVs all over
your stores¢ There are a mil-
lion different ways to implement
technology! Independent retailers

Hiring & Retention

With the city’s vibrant and
competitive economy, finding
good employees can be difficult.
“Phoenix is a fast growing area
and, yes, it has definitely been
tough to find the right people.
Businesses are paying over $15
an hour for entry level positions.
So companies have been forced
to evolve if they want to keep tal-
ented people.

“We provide competitive sala-
ries and great opportunities for
advancement.

16 FURNITURE WORLD  September/October 2018

Personalized

Service

family owned
and local

final sy more at
DELSOLFURNITURE.COM

B DELSOL

“During the hiring process we
tell prospective employees that we
are a mid-sized company that’s
going tfo listen to them. And we
are more flexible with employee
schedules than we’ve ever been.
It's often more important for some
of our younger employees to have
some flexibility in their schedule
than money.

“We've also partnered with
Phoenix Community College here
in town. Every employee who is
on the management track can
take community college courses
completely covered by the com-
pany. The course must have a
relationship to their job function.
We have a business administra-
tion track and an interior design
track.

“Other retailers might ask
‘You're paying for their educa-
tion! Aren’t you scared that they're
going to graduate and then get a
different job2’ My belief is that
more often than not, they will see
the benefit of working here. As we
continue to expand we will create
new, aftractive positions for them
to further their careers.

II\/Ve

have seen benefit from



'In-store employee
training at Del Sol
involves the development

of personal empathy."

employees who take the design
track. We don’t offer our cus-
tomers formal design services but
customers do need design advice
and a store manager who has
taken design courses has the con-
fidence to offer extra value to our
customers. We don’t want to be
like some of those rent-to-own
stores that offer customers one in
brown, one in gray and maybe
black. And then tell them they
should accept that just because
they are credit challenged.

Service

“We treat all customers equally
regardless of their credit score,
giving them lots of great options
at affordable price points in stock
for one day delivery. If they can’t
find what they are looking for we
special order. All this because
they deserve to have a beautiful
home just like everybody else.”

Del Sol’s website invites cus-
tomers to “Shop by Style”. It
offers design inspiration rang-
ing from Traditional, Transitional,
Industrial, Vintage Casual to Retro
“Mad Men” with colorful support-
ing visuals; great incentive to visit
the stores. And it offers an online
survey to help with the styling of
every room in the house.

In-store employee training at
Del Sol involves the development

Del Sol has always
been committed to
helping the community
and participates in
projects year around.

of personal empathy as well as the
usual components of sales and
customer service. Said Alex, “We
have a traditional on-boarding
process, training about policies
and procedures. But what makes
us different is we advise our line
employees to put themselves in
their customers’ shoes. If they are
not sure what a customer service
decision should be, we direct
them to do the right thing by the
customer.

“For example, if a customer has
an issue with a sectional that’s a
few days past its one year war-
ranty, it's company policy not to
‘nickel and dime’ them. We're not
going to tell them they are three
days passed the warranty period.
Our people have the authority to
make the best possible decision
in the moment. If they make the
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“We empower our team

to make the best possible decision in the moment.”

wrong decision, that's OK. We
figure it out later and learn from
the experience. One bad deci-
sion is not going to put us out of
business.

“We train our people to look at
our mission statement and when
they are not sure how to make a
decision, read the mission state-
ment, remember it and do what
they think is best.

“We empower our employees to

make decisions, we trust them.
And that’s another reason why
our employees like working for

"

us.

Del Sol’s Company Mission
Statement. “Furnishing Dreams.
Del Sol is committed to devel-
oping long term relationships by
exceeding expectations in service,
product quality and credit oppor-
tunities. Through honesty, cred-
ibility and the integrity of family
ownership, we will provide genu-
ine value and incomparable ser-
vice that far surpasses our com-
petition. Our entire team, both
sales and support, will provide an
exceptional experience and the
highest level of professionalism
through hard work, training and
a sincere concern for the needs
of our clients. Always with Youl”

“We probably pay more
attention than most
refailers to our youth
furniture offerings. For
our Hispanic customers,
family is very important.”

18 FURNITURE WORLD  September/October 2018

Growth Areas

Alex sees two outstanding area
potentials for big growth in prod-
uct areas. “We probably pay
more attention than most retailers
to our youth furniture offerings.
For our Hispanic customers, fam-
ily is very important.

“We also take our mattress
business very seriously, buying
mattresses where we're confident
that at any price point we offer the
best mattresses available for our
customers.

“There’s a huge opportunity to
offer mattress quality fo mid-to-
lower price point credit consum-
ers. In many markets there isnt a
good place for them to shop that
has great bedding options that
will positively affect the quality of
their sleep and their health.”

lt's not always easy to flex to
today’s complex society. Said
Alex, “At Del Sol we try to remain
flexible, not attached to any pro-
cess or any way of doing busi-
ness. We are open to evaluate
and change any store policy and
every process on the fly.

“This has helped us to adapt to
our younger consumers. People
think our leadership drives this,
but if's really our customers and
sometimes our employees who
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'"In many markets

there isn't a good place
for all customers to
shop that has great
bedding options."

are in the driver’s seat.

“Lots of independent retailers
have been doing things a certain
way for a long time and don't
want to look at ways they could
or should change.

“Flexibility can be for some-
thing as simple as changing a
dress code. For example, every
retailer has administrative and
service positions that are behind
the scenes. We used to have strict
uniform policy, business casual,
with long sleeves and a Del Sol
furniture dress shirt.

Guaranteed!

Ample signage in English and Spanish promotes, Personalized Service
Because We Care, Family Owned And Local, "We Say Yes!, and Best Price

“As we started hiring younger
people, the average age is now
under 35, | noticed how uncom-
fortable they were in the clothing
we were asking them to wear.

“So, we relaxed that rule to
allow them to wear more casu-
al clothing with the hope that it
would make them work better,
happier and stay with us longer.

“We made the back-end
change, then transitioned into
other departments and eventually
all the way down to sales floors
where we used to have an envi-
ronment with dress shirts and ties.

“There are limits, but compared
to other stores, the difference is
night and day. | believe our more
casual environment, including
music, is much more in tune with
what our customers really want.

“Nobody wants to enter a store
and see four salespeople out
front wearing ties, all ready to
pounce!”
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And then there’s the large and
attention-getting visual of the
Super Hero! You'll see him dom-
inating Del Sol Furniture’s trucks.
“A fun way, a visual cue, felling
people that here at Del Sol we
take customer service seriously!

“When we show up for a service
call, we're the Super Hero there
to fix the product or deal with an
issue the first time!”

HFA's Next Gen Group

Alex is an enthusiastic member
of Next Gen. “l love this indus-
try and all the opportunities that
it has given my family and our
employees. My parents gave me a
lot of freedom to make decisions,
but | noticed that in other family-
owned businesses that transition
is not always as easy.

“l got involved with the WHFA
and then the HFA. So, | figured
| should also get involved with
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HFA’s Next Gen group to send
a message to owners of family
businesses that it's OK to trust
your kids! Maybe it's not always
the right decision to give them the
keys and walk away. But it's OK
to trust them, let them fail and
find ways to experiment to ensure
business growth into the next gen-
eration.

“l stay involved because I've
met some phenomenal industry
people, made some really good
friends and get to help to create
an environment where young-
er furniture industry professionals
can hang out, create networks
and become friends.

“Certainly many more young
men and women can benefit by
joining Next Gen if only because
all of a sudden furniture market
goes from, ‘Oh man, | gotta go
to furniture market, get up early,
shop for furniture all day, go back
to my hotel room, eat dinner by
myself,” to ‘Oh man, | can’t wait
to go to furniture market because
I’'m going to see all my friends,

we're going to have a good time
and do our jobs and have fun at
the same time!’

“We're always looking for more
participants and future leaders to
help us take Next Gen (Ngnow.
org) to the next level.”

The Future

“l think that we need to con-
tinue to stay frue to our core
consumer. | don't see that chang-
ing, but | can't tell you what our
product is going to look like. |
can't tell you what our stores are
going to look like. | can’t tell you
what our website’s going to look
like. | probably can’t even tell you
what that’s going to look like in
five yearsl!

“It anybody out there thinks
their current business model will
be the same 10 years from now,
my guess is there isn't much hope
for their business.”

Alex said, “The bed-in-a-box
guys have come in, disrupting the

“We're always looking
for more participants
and future leaders
to help us take Next
Gen to the next leve

|II

market. Their mattresses aren’t all
that special, no different, better
or worse, than any other mattress
sold at retail. The only reason why
they’re succeeding is because
they’ve created an experience
they’'ve been able to successfully
market.

“And so, | think for us and
furniture retailers in general, we
should focus on the customer
experience and on creating new
and better experiences.

“For Del Sol, we want custom-
ers to continue to come into our
stores, and, when they leave think,
that was a great experience!"

“It anybody out there thinks their current
business model will be the same 10 years
from now, my guess is there isn't much

hope for their business.”

Pictured are Alex Macias and sister Minerva
in the warehouse circa 1990.
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his two-
part series
presents
scores of
ideas to help
retailers improve
warehouse
metrics, facilities
and processes.
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by David McMahon - Part 2

Editor's note: In the July/August
issue David McMahon presented
ideas to help furniture retailers
improve their warehouse facili-
ties and processes (see http://
www.furninfo.com/Authors/David
percent20McMahon/6). This time
he introduces distribution center
operations metrics essential to
measuring the performance of
any distribution center (DC).

The purpose of DC and ware-
house operations is threefold.

*To fulfill sales promises to
customers.

*Fnable further sales.

*Add value to the products and
services that the business sells.

Sales is mentioned three times
in this definition because it's
essential to reinforce the impor-
tance of the connection between
customer-facing sales and cus-
tomer-fulfillment operations. They
are directly linked.

Too many companies fail to
acknowledge this. Some operate
as if sales and warehousing are
an inconvenience to each other.

Let me be clear. There are no
sales without fulfillment. There
are no operations without sales.
When both are strong and sup-
port each other well, businesses
prosper.

DC Operations Measurement

What are the best ways to
measure the performance of your
sales and DC operations?

It is fairly routine in most com-
panies fo analyze sales floor per-
formance. I've written extensively
in previous Furniture World edi-
tions how sales teams use metrics
such as revenue per customer,
average sale, close rate, traffic,

and GMROI.

It is less routine for home fur-
nishings companies to analyze
DC performance. So, the rest
of this article will provide sug-
gestions about metrics you can
adopt to monitor the pulse of
sales support operations. It is
important to note that when using
metrics:

1.

Track what makes sense for
your individual business sit-
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uation. Don't track and put equal

focus on every metric.
2 Set a “north-star” metric.
. This is the most important

metric fo improve.

3 Understand  what  other
. similar businesses can

achieve, BUT focus on improving

your benchmark average first, and

adopt best practices.

4.

Raw Data For XYZ Furniture

Set actions, and be sure to
review your metrics often.

Here a real-life example for
a company we will call XYZ
Furniture that includes the follow-
ing raw data for determining DC
operation metrics:

* Annual sales volume
supported by operations is

"Being too high

here might mean an
over capacity situation,
while being too low
can mean an ineffective
use of resources and
processes.”
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$20,000,000.

* Annual cost of invento-
ry related to that volume is

$10,000,000.

* The number of DC operations
people is 25.

* The number of hours worked
per week total is1125.

* The number of trucks in
use is five.

* The number of deliveries
(shipments to customers) per
week is 200.

* The number of deliveries per
week at capacity is 250.

* The number of customer
pick-ups per week is 50.

* The number of dock-height
doors is 15.

* Total DC square footage
(ground space) is 50,000.

* Total DC square footage used
for staging for merchandise
receiving, transfer, preparation

and shipping is 10,000.

* The number of deliveries per
week is 200.

* The number of delivery issues
per week (customer com-
plaints, damages, defects,
returns, refusals) is 15.

* Inventory value reserved for
customers in warehousing is

$800,000.

* Inventory value available for
sale in warehousing is

$1,200,000.

* Inventory value non-sellable
(i.e. damaged, missing) in

warehousing is $20,000.

* Total inventory value in
warehousing is $2,020,000.

Metrics Calculations

The chart on page 32 includes
formulas for a number of ware-
house metrics that can be
observed using this raw data.

Metrics Interpretation

Sales per DC employee: At a
volume of $20 million in annual
sales, XYZ's 25 employees support
$800,000 in sales volume each
on average. |'ve observed ranges

of $300,000 to $1.2 million for

this metric in other operations.

Inventory cost sold per DC
employee per year: $400,000
is how much inventory is handled
per employee. This disregards
the margin salespeople sell at.
Growing sales or cost sold per
DC employee while maintaining
operational effectiveness would
produce more profit for XYZ
Furniture.

Sales per truck: Each of XYZ
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"At XYZ Furniture,

one hour of labor supports $342 in retail sales.
This is a top effective efficiency metric."

Furniture's five trucks currently
ship $4,000,000 at retail to cus-
tomers per year. That would be
$100,000 per week each, or
$50,000 per week at cost sold.
Calculating sales per truck helps
measure the efficiency of each
truck.

Sales per dock: $1,333,333 at
retail pass through the 15 docks
in this operation per year. DC's
are like a funnel with multiple
spouts. The proper number of
spouts (docks) are an important
factor determining the speed of
merchandise flow.

Sales per DC labor-hour per
week: At XYZ Furniture, one hour
of labor supports $342 in retail
sales. This is a top effective effi-
ciency metric. | have seen ranges

from under $200 to over $400.

Being too high here might mean

an over capacity situation, while
being too low can mean an inef-
fective use of resources and pro-
cesses. It is important to calculate
this metric and find your happy
medium.

Floor space for staging: 20 per-
cent of this operation's DC floor
space is used for non-storage
activities. It is critical to have the
proper amount of room to flow
inventory fast, without damages.

Number of DC people to oper-
ate per million in sales: It takes
1.25 people involved in ware-
house operations to support $1
million of retail sales. This met-
ric is helpful when determining
how to hire additional employ-
ees as sales operations grow,
or reduce resources in the event
of a sales decline. It also high-
lights the importance of a sales

force achieving a high gross mar-
gin. With higher gross margins,
a given number of people can
deliver a greater volume without
adding extra cost. I've observed
ranges of .8 to 2 people per
million with this metric in other
operations.

Percent of sales delivered
(shipped to customer): seven-
ty-five percent of sales at XYZ
Furniture are shipped to custom-
ers. Twenty-five percent are picked
up. Both require resources, and
both have pluses and minuses.
Delivery to customers generally
generates extra cost. Appropriate
shipping charges and/or margins
need to be achieved to sustain
DC costs with a high shipping
percentage of sales. |I've observed
ranges of 50 percent to 100
percent with this metric in other
operations.

Free Weekly eNewsMagazine From
Furniture World. Subscribe Today!

It's easy. Just visit hitp://furninfo.com/Subscriptions

Keep up-to-date with the latest industry news, retail tips,
pre-market information and articles from the editors

at Furniture World Magazine. Renew or add a new
print subscription at the same fimel!
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"Growing sales or cost sold per DC
employee while maintaining operational
eftfectiveness would produce more profit

for XYZ Furniture."

Delivery success rate: nine-
ty-three percent of the sales
at XYZ Furniture are delivered
without any issues. That means
that seven percent have issues.
These problems are costly in
terms of customer satisfaction,
labor hours, and lost margins.
All operations should track this
rate, identify the common issues,
continually improve processes
and setup incentive systems
based on continuous improve-
ment. I've observed ranges of
80 percent to 99 percent with
this metric at other home fur-
nishings operations.

Delivery percent to 100 per-
cent : This operation is
running at 90 percent to capac-
ity for shipping. That means that
up to 10 percent more could
conceivably be delivered to cus-
tomers before new resources

need to be added.

Inventory value reserved for
customers in warehousing
(percent of total): Forty per-
cent inventory is reserved for
customers. There will always be
a certain amount of inventory in
any operation having reserved
inventory status. The import-

ant thing to do is minimize the
amount of time this inventory is
kept in inventory. Shipping dates
should be scheduled for just
about all inventory housed in the
DC. If this is being done, and
there is still a significant backlog
of reserved merchandise, addi-
tional capacity might need to
be added, or existing resources
and processes may need to be
improved. |'ve observed ranges
of 14 percent to 90 percent with
this metric in other operations.

Inventory value available for
sale in warehousing: Fifty-
nine percent of inventory in XYZ
Furniture's DC is salable. This
should either be back-up stock
of best sellers or merchandise
that is currently in the process
of being transferred to the floor
for sale. Non-best selling mer-
chandise or non-scheduled floor
inventory in facilities other than
showrooms, are cash killers.

Inventory value non-sellable
(i.e. damaged, missing) in
warehousing: One percent of
inventory is total waste product in
XYZ Furniture's DC. Operations
should seek to keep this under
one percent at all times and
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routinely preform cycle inventory
checks to confirm. Ignorance of
a problem is not the absence of
a problem. I've observed ranges
of .1 percent to seven percent
with this metric in other furniture
operations.

Warehouse Inventory Turns:
This operation turns its total ware-
house inventory 4.95 times per
year. Growing sales and margins
while reducing the time merchan-

dise spends at DC facilities will
maximize back-end operational
effectiveness. I've observed rang-
es of 4 to 20 warehouse turns with
this metric in other operations.

Days to Turn Warehouse
Inventory: Speaking of time
spent, in this example the invento-
ry stays 72 days on average in the
warehouse. |I've observed ranges
of 18 days to 92 days with this
metric at other operations.

"Non-best selling
merchandise or
non-scheduled floor
inventory in facilities
other than showrooms,
are cash killers."

Metric Metric Formula XYZ Furniture Observed Range
Sales Per DC Employee Annual Sales Dollars /#Employees $800,000 $300M to $1.2 MM
Inventory Cost Sold Per $150,000 to
DC Employee Per Year Annual Inventory Cost/# DC Employees/1 Year | $400,000 $600.000
Sales Per Truck Total Sales Dollars/# Trucks $4,000,000 gé,i{;ﬁ“:é/;on fo
Sales Per Dock Annual Sales Dollars/#Docks $1,333,333 ggigm:mp,ll(i)oc:s) fo
Sales Per DC Labor-Hour Weekly Sales Dollars/Total hours Worked $342 $200->$400
Per Week per week
Floor Space For Staging Staging Floor Space/ Total Floor Space 20% 5%-55%
Number Of DC People To
Operate Per Million In Sales #DC employees/(Annual Sales/$1,000,000) 1.25 .8-2

. (Total Number of Sales - Sales Picked Up By

Percent Of Sales Delivered Customers)/Total Number of Sales 75% 50%-100%
Delivery Success Rate Deliveries Without Incident/ Total Deliveries 93% 80%-99%
?ngggyrclj;rfcgzpzocify # of Deliveries /# of Deliveries at Full Capacity | 80% 50% - 99%
Inventory Value Reserveql For Inyenfory Dollars Not Scheduled For Delivery or 40% 14%-90%
Customers In Warehousing Pick Up/Total Inventory Dollars
|nve.nTory Value In Warehouse DO”OI’S Of Salable IﬂVeI’lfory/TOfOI Dollars 599 20% - 90%
Available For Sale in Inventory
Inventory VO'_Ue Non-Sellable Non-Sellable Inventory/Total Inventory 1% 1%-7%
In Warehousing
Warehouse Inventory Turns Cost of Inventory Sold / Warehouse Inventory 4.95 4-20
Days To Turn Warehouse 365 Days / Warehouse Turns 74 18-92
Inventory
Warehouse Inventory Dollars Per | -\ poyse Inventory / Square Feet $40 $15-$50

Warehouse Square Feet
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Warehouse Inventory Dollars
per Warehouse Square Feet:
At 50,000 square feet of ware-
house space and $20 million
in annual sales, this warehouse
produces $40 of sales per square
foot. A good number here could
indicate a facility that is purpose
built with effective height and
racking. A low number could also
indicate a facility that is too large
for its current volume, which in
turn may indicate the ability to
grow volume if it makes sense in
the region's distribution market
range. A very high number may
indicate an operation that is at
capacity and performing well for
its sales volume. Alternatively, it
could mean the facility is inef-
fective for the current operation
and hindering sales growth. I've
observed ranges of $15 to $50
with this metric in other opera-
tions.

Conclusion

When you interpret these met-
rics and apply them to your busi-
ness you should consider your
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unique situation, decide what is
important, and develop actions
to improve. Ultimately you should
seek to benchmark against YOUR
current standard, and use best
industry practices to produce
greater sales, margins, profit, and
cash from your DC and ware-
housing operations.

Author's Note: In our LEAN DC
operations performance group
we compile a fair number of
additional metrics, but the met-
rics presented in this article are
a good start for any operation
that wants to keep track of DC
metrics itself. Additional measure-
ments can include more detailed
employee job functions, service
related items, racking analysis,
and expense spend for sales sup-
port facilities, equipment, supplies
and people.

About David McMahon: David
McMahon is VP of Professional
Services at PROFITsystems, a
HighJump Company. He certified
as a Supply Chain Professional,
Management Accountant, and
Kaizen Facilitator. David directs

five performance groups, the
Kaizen, Visionary, Gladiator,
Topline Sales Managers, and the
LEAN DC Ops group as well as
multiple consulting projects. He
can be reached at david.mcma-
hon@highjump.com.

"A high number may
indicate an operation
that is at capacity and
performing well for
its sales volume.
Alternatively it could
mean the facility is
ineffective for the
current operation and
hindering sales growth."
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Huntington House: A history of corporate
responsibility and sustainable practices

ime-tested  craftsmanship

meets today's latest home

fashions at Huntington House!

100 percent crafted in Hickory,
North Carolina, Huntington House is
a second generation family-owned
company that offers an eclectic
mix of beautifully designed special
order upholstery, created with the
ever-changing needs of today's con-
sumers in mind.

Since the business was founded
over 30 years ago, it has been a
core company philosophy that in
order to produce a superior product,
it is of utmost importance to take
care of the skilled artisans who cre-
ate it, as well as the environment in
which they live.

Wellness Programs

A large focus has been placed
on the health and happiness of
Huntington  House employees
through its Workplace Wellness
program, which has been going
strong for approximately 10 years.
Through this program, employees
receive incentives for healthy lifestyle
choices and participating in pre-
ventive health screenings, and they
are also provided the opportunity
to meet one-on-one with a wellness
coach and participate in on-site fit-
ness classes.

Community Service

From the top down, many family
members work together at Huntington
House, so there is a strong connec-
tion between the company and the

local Hickory community. Every year
employees participate in the Susan
G. Komen Race for the Cure as
well as fundraising events for local
schools and athletic team sponsor-
ships.

Sustainable Design

Huntington House was a “green”
company long before that became a
trending buzz word. Since the beginning,
its owners have felt it was their respon-
sibility to run a manufacturing business
that leaves as small a footprint as pos-
sible. The company is a proud member
of the Sustainable Furnishings Council
and continuously strives to find new ways
to improve manufacturing practices to
have a positive impact on the planet.

Huntington House is committed to
building products that last a lifetime,
using only the finest materials and
time-tested manufacturing techniques.
The longer its products last, the less they
need to be replaced, ultimately reducing
landfill waste.

Locally Made

The company has resisted the trend to
reduce costs by moving production over-
seas. All Huntington House products are
crafted by hand at their headquarters in
Hickory, NC. To reduce waste incurred
in fransportation, they first seek materials
that are produced locally, then domesti-
cally, and finally internationally.

Huntington House has instituted
company-wide initiatives to reduce the
amount of electricity, water and paper
consumed and continues to seek oppor-
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tunities to reduce the amount of waste
materials that are generated as a result
of their operations. They currently recycle
paper, plastic, aluminum, cardboard,
foam, fiber, fabric scraps, wood scraps
and ink cartridges.

"A sense of corporate
responsibility has always
been deeply ingrained in
our company's culture."

Eco-Friendly Materials

The company has also committed
to using environmentally responsible
materials. These include soy-based
foams, regenerated fibers, recycled cot-
ton padding, recycled steel springs and
strapping, water-based paints, recycled
cardboard packaging and fabrics using
natural fibers.

Corporate Responsibility

President Corey Teague said, “A sense
of corporate responsibility has always
been deeply ingrained in our company’s
culture. We actively participate in taking
care of our employees’ health and well
being, as well as local community out-
reach and charitable support in addition
to our efforts to produce the most envi-
ronmentally responsible product that we
can."

Visit  www.huntingtonhouse.com to
learn more.
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The Seismic Shift In Luxury Consumers

How This Ultra-Premium Mattress Can Make the World a Better Place

osh+Lavish uses natural mate-
rials such as wool, cofton,
latex, and certified non-toxic
water based glue because they
are what the “new” luxury con-
sumer expects. “Our primary tar-
get audience is today’s luxury cus-
tomer,” said Kurt Ling, Principal of
Posh+Lavish, “one of the things that
has made our brand and any one of
its five collections valuable to retail-
ers is we understand what is relevant
to today’s ultra premium consumer.”

The luxury mattress category was
like many other luxury product cat-
egories in the early 2000s accord-
ing to most trend watchers. The
luxury consumer was wooed by old
world charm, external frivolities and
a touch of gilding. A high ticket of a
product was justified by mostly exter-
nal touches. The automobile industry
had gold emblems and Corinthian
leather and the mattress industry had
gold corner guards and Belgium
Damask.

Today's Luxury Customers
Want Tangible Benefits

Today’s luxury consumer is look-
ing for something very different than
the luxury customer of the 2000s.
Today’s luxury consumer pays top
dollar for products that have signifi-
cant, down to earth, internal material
differences that deliver a tangible
benefit. Posh+Lavish designs mat-
tresses using wool, cotton, and latex
to create the longest lasting mattress

they know how to build. Additionally,
these natural materials are superior
at climate control for the sleeper.
They help the mattress breathe, wick
moisture, regulate the sleeper’s tem-
perature, and can help muscles relax
through the night.

A Luxury Brand That

Uses Natural Materials

It is easy to put Posh+Lavish in the
Natural or “Clean” mattress category
because of their commitment to nat-
ural components. Their cotton barri-
ers are stretch knit rather than woven
and imported from Germany. They
use a generous amount of wool on
all four sides of their mattress; twelve
pounds in a queen size mattress to
be exact. The wool is long fiber wool
for long lasting resilience, medium
course grade so the mattress feels
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richer, washed in infant shampoo
and never chemically treated for
cleanliness and imported from New
Zealand and Australia. “Inasmuch
as we use the finest, most luxurious,
natural materials we can buy,” said
Ling, “at the end of the day, we are
really just a luxury brand that uses
natural materials rather than a natu-
ral or ‘clean’ brand.”

Uniquely Different

What makes the company unique-
ly different than all others is their
width of comfort in their collections.
Posh+Lavish makes some of the firm-
est mattresses available and some of
the plushest mattresses available in
the United States.

A Socially Responsible Brand

Posh+Lavish not only builds their
mattress with components that are
more sustainable, healthier, and
ethically sourced, but their commit-
ment to social responsibility is sec-
ond to none. Posh+Lavish donates
25 percent of its profits to CURE
International which treats children
with hydrocephalus, club feet, bowed
legs, and cleft lips in parts of the
world where care for these condi-
tions is not available. Posh+Lavish
funds hundreds of surgeries every
year that are both life saving and life
changing for children that will never
hear of the brand.

Visit www.poshandlavish.com.
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The Norwalk Furniture Story

Sustainable, Local, Healthy, Relationship Driven & Community Minded

shift in focus at Norwalk

Furniture toward sustainabil-

ity and localism occurred in

008 when twelve local fam-

ilies bought the 116 year old, Ohio-

based fine upholstered furniture man-
ufacturer.

"From the very start," recalls Dan
White, Norwalk's CEO, "Norwalk's
executive tfeam was tasked with finding
ways to become a 'locavore' organi-
zation, embrace sustainability, and be
a great community citizen. The idea
was that profitability would follow from
doing the right thing."

Key components for fulfilling this
mandate include all-important rela-
tionship building among craftsmen
and craftswomen, Norwalk's vendors
and customers. It doesn't end there.
Norwalk's products are made in the
USA with a focus on sourcing from
American suppliers and local artisans.

Combined with a beautiful tradition
of hand craftsmanship, unparalleled
style, quality and options, Norwalk
Furniture's sustainable, ethical, local
sfory resonates with today's furni-
ture-buying customers.

Sustainable & Healthy

Community Minded

* Locally sourced exposed wood is
fashioned by talented Amish and
Mennonite craftsmen.

* Sustainably harvested engineered
hardwood frames are shaped by
computer-aided precision cutting
processes.

*Mortise and tenon joinery, glue,
nails and superior craftsmanship
ensure designs are built to last... in
the home, not in the landfill.

* Sturdy recycled-steel springs and
components are sourced keeping
in mind their environmental foot-
print.

* Norwalk textile sourcing, including
many of the leading performance
fabrics, favors American manufac-
turers. Sunbrella, Revolution and
Crypton constructions are popular
family-friendly textiles, easy to clean
when upholstered on Norwalk's
beautiful sofas and chairs.

Norwalk uses comfortable foams
and fibers free from toxic chem-
icals. Foams are certified by an
accredited lab to meet criteria for
physical performance, content,
indoor emissions and environmen-
tal stewardship. Cushions measure
up to TB117-2013 flammability
standards.

Generational artisans carry on the traditions

of their parents and grandparents.
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Part of sustainability and being a
locavore is giving back to the com-
munity. Norwalk provides hundreds
of jobs in its local area, including
generational artisans carrying on the
traditions of their parents and grand-
parents.

Where possible, Norwalk uses the
services of local trucking, accounting,
insurance and other support services.
It is an active sponsor of the Norwalk
Economic Development Council, which
supports growth and development in
the community. Whether furnishing
the Fire House, supporting a women'’s
softball or co-ed bowling team, win-
ning the best 4th of July float (a giant
chair), the Norwalk community spirit
shines forth. For more information visit
www.nowalkfurniture.com.

"From the very start,
Norwalk's executive
team was tasked
with finding ways to
become a 'locavore
organization, embrace
sustainability, and be a
great community citizen.
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INourison

e are finding new ways to reduce
our environmental impact and utilize
renewable resources, whenever
possible, to make the products that bring

comfort and beauty to our living spaces.

.' REnew
@ Almost 90 percent of our products

use renewable materials like wool,
cofton, and jute.

4 REduce
By embracing solar energy, we've

created an energy-neutral environment
in our home office and warehouse.

REdesign
@ Our facility upgrades have made

us a leader in cutting environmenial
pollutants around the world.

‘ Going solar reduces Nourison's carbon footprint ,’

and is in support of our sustainability initiatives.

hourison.com
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SUSTAINABLE EVOLUTION

urrent
research
shows
consumer
priorities have
shifted over the

past nine years,

representing a
big opportunity
for furnishings
retailers.
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As the sustainability movement
has evolved, consumer attitudes
surrounding sustainability have
changed. Recent research by the
Sustainable Furnishings Council
(SFC) suggests that home furnish-
ings retailers and manufacturers
now have a potent opportunity
to address these changes, better
engage consumers, and serve
pressing societal needs.

The Sustainability Umbrella

Since the SFC was founded 12
years ago, a number of caus-
es have come to be associated
with the sustainability movement,
including climate change, healthy
living, environmental safety, ani-
mal rights and social equity.
Sustainability is an umbrella term,
and it's important to keep in mind
that each customer has his or her
own personal concerns regarding
sustainability.

Consumer Research

SFC's research targets people
who purchased home furnishings
over a 12 month period and
match the profile of those likely

September/October 2018

By Susan Inglis with sidebars by Giles Jackson, Ph.D.

to be shopping for their homes;
homeowners, aged 30-60, with
at least $50,000 in annual
income. Consumers were que-
ried on a range of sustainability
issues and asked how concerned
they were about each. When
SFC started researching in 2009,
approximately half the women we
interviewed were worried about
a range of issues, from climate
change to extinction of species, to
indoor air quality.

By 2017, that number had
nearly doubled with just about
all respondents worried about a
range of issues. The updated

"A number of causes have
come to be associated
with the sustainability
movement, including
climate change, healthy
living, environmental
safety, animal rights and
social equity."



%{o‘ Know what your furniture is made of.
Know where your furniture is coming from.
Know you are doing your part to sustain

a healthy future.

Join the Sustainable Furnishings Council for education, information, resources, guidance.
Shop SFC members for products and services.

WHAT WOOD IS GOOD? WHAT FOAM FOR HOME? WHAT LEATHER IS BETTER?

Deforestation is a problem Foams and wraps are usually ~ Leather production uses land,
around the world. petroleum-based. transport, and chemicals.
LOOK FOR LOOK FOR LOOK FOR
* Wood certified by a reputable » Matural latex from rubberwood trees » \egetable-Tanned
organization like FSC * Bio hybrids that mix soy and petrol » Non-toxic dyes
+ Solid North American hardwoods » Down, kapok or other natural wraps « US or EU leather production and
* Reclaimed and recycled materials * Spun wraps from recycled bottles manufacture
« Plantation-grown wood, such as Mango ¢ No FR chemicals added = Genuine leather rather than PVC substitute

* Fast-growing renewables like Bamboo

WHAT FABRIC IS FANTASTIC? WHAT FINISH IS FINE? WHAT IS AN LCA?

Textile production is chemical ~ Finishes can off-gas VOC’s A Life Cycle Aslsssment:rack;
. . * environmental impact of production
intensive. like formaldehyde. from extraction of raw materials,

LOOK FOR LOOK FOR through prc'ncessing, manufacturing and
+ Certiied organics, especially for cotton + Water-based acquers, not acetore Fecyeling o the product it et o
* Other natural fibers such as woal, linen, * Natural finishes like waxes and natural oils the earth as a nutrient or toxin.
hemp that require less water in production = Certified No or Low VOC
* Recycled content, especially in synthetics
* No FR chernical§, ﬂ‘uorinlated stain vwealt 4
treatments, anti-microbials, or PVC o' _

S % R
s - sustainable
© /> FURNISHINGS COUNCIL

> sustainablefurnishings.org
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"The premium they will pay is modest, about the same they
often say they would pay for attributes such a brand they favor."

study reveals a large shift. When
consumers were asked about their
own experiences with indoor air
quality and weather-related disas-
ters, 94 percent said they believe
hazardous indoor air quality is an
issue, and 30 percent said they,
or someone in their household,
are directly affected. Eighty-three
percent said they believe global
warming is an issue, and 33 per-
cent said they’'ve had personal
experience dealing with the issue.
They are worried about these
problems because they are suffer-
ing the consequences.

Sustainability & The Hierarchy
Of Furnishings Needs

The consumers SFC survey
already know that driving less
makes a difference in carbon
dioxide pollution, as does adjust-
ing thermostats, drinking less bot-
tled water and shopping differ-
ently. When shopping for home
furnishings, sustainability is not
the top most concern on their list.
Their responses predictably reveal
they shop first for style, quality

and price points that suit them
best. But, over 90 percent express
interest in buying environmentally
safe home furnishing provided the
cost and style is similar to other
options. Half of them are willing
to pay more for eco-friendly prod-
ucts. The premium they will pay is
modest, only about 10 percent.
That is the same they often say
they will pay for attributes other
than eco-friendly, such a brand
they favor.

Looking at how consumers' pri-
orities have shifted over the years,
we also see a great deal of con-
cern now over toxic waste pollu-
tion as a specific issue, but more
significant is that consumers are
registering their concern through
their product choices.

about indoor air quality, they can
when appropriate, add a sus-
tainable product feature/benefit
to their presentations. Furnishings
may include VOCs, flame retar-
dants and other compounds (see
below) that may be of concern to
shoppers. This can make a differ-
ence in closing a sale or outsell-
ing an online or brick and mortar
competitor.

Likewise, knowing that 83 per-
cent have at least some inkling
that there is a connection between
carbon footprint and weather
disasters, your sales staff may be
able to point out products made
by companies who share their
concerns through a commitment
to lowering their environmental
footprint.

Using Concern As
An Engagement Tool

Shoppers’ concerns can and
should be considered by retailers
as engagement tools. If your sales
staff is aware that 94 percent
of the shoppers who walk into
furnishings stores are concerned
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Complex Supply Chains

We do business in a glob-
al market place, and furnishings
products have a complex supply
chain. Raw materials may come
from one continent, be processed
on another into a furniture com-
ponent, be shipped to a third
manufacturer for assembly, then
shipped once again for final sale.
A robust sourcing policy will help
you manage this complex supply
chain. It will give your sales staff
confidence, and empower them
to engage consumers with a story
that differentiates your retail oper-
ation through your commitment
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to implement best practices for
sustainability.

Elements Of A
Robust Sourcing Policy

The SFC can provide support
and tools for companies to create
robust wood sourcing policies,
and help them determine what
harmful chemicals might be in
the products they buy. In 2017,

SFC announced the "What's it
made of2" Initiative to encourage

"Gallery Furniture in
Texas makes a large
point of buying
American-made
goods, and emphasizes
all the advantages of
that choice."
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"A robust sourcing policy

will help you manage this complex supply chain.

transparency in supply chains and
stimulate innovation to reduce
harmful chemical inputs into
home furnishings.

Working in partnership with the
American Sustainable Business
Council, the Center for Environ-
mental Health, and Parson's The
New School Healthy Materials
Lab, five harmful substances com-
monly found in furnishings prod-
ucts have been identified. VOCs
like formaldehyde are found in
many finishes and glues; flame
retardant chemicals may be pres-
ent in foams and fabrics; highly
fluorinated stain treatments are
sometimes applied to fabrics;
antimicrobials can be incorporat-
ed into mattresses and textile con-
structions; and PVC, also known
as vinyl, is found in faux leather,
fabric backings, and many other
products. The initiative includes a
simple "Pledge to ASK". Industry
professionals can find this pledge
at sustainablefurnishings.org, and
can also make use of a Supply
Chain  Questionnaire, which
helps clarify what might be in the
products they specify. So far, over
300 industry professionals have
begun probing their suppliers to
get good answers to that key
question, "What's it made of¢"

September/October 2018

It will give your sales staff confidence, and
_ empower them to engage consumers with
a story that differentiates your retail operation."

Harmful chemicals can be found
in a range of furnishings prod-
ucts and components, so industry
professionals frequently turn to
SFC to ask, "Where to starte"
The simple question, "What's it
made of2" can set you on the
path to providing your customers
with  more environmentally safe
products. Once you learn what is
in your supply chain, you can set
your priorities and create a robust
purchasing policy. Knowing you
care will also inspire your suppli-
ers to bring you more alternatives
in future seasons.

Since healthy forests are key to
climate regulation, the SFC also
has an initiative to support com-
panies that want to reduce their
contribution to the problem of
deforestation.

Other Ways To Reduce

Environmental Footprint

Even before your next trip to
Market, there are things to do in
stores and offices to reduce a cor-
porate environmental footprint.

Recycling: To start with, make
sure you recycle as much as you
possibly can. Do you have more
recycle bins than trash cans?
Are you recycling all packag-
ing waste? Many companies save



money and other resources by
inviting their local solid waste
facility to provide a free assess-
ment. Since overcrowded landfills
are a problem in every communi-
ty, these pros are happy to help
you figure out how to throw away
less.

Electrical Usage: Another sim-
ple step to reduce resource con-
sumption is to cut electricity con-
sumption. Is your HVAC system
running as efficiently as it can?
Are you burning the most effi-
cient and long-lasting light bulbs
available? Using less electricity

October 13 - 17, 2018 High Point Market

Suites at Market Square M-2041

US Patent # 7,574,758 B2 &5 6,851,139 B2 + Canadian Patent 2,577,377

Consumers can search for SFC member
companies on sustainablefurnishngs.org
such as Circle Furniture (right), to see "Best
Practice Achievements" for eco-friendly and
environmentally safe furnishings.

will save money while cutting
CO2 emissions. Since the grid is
overstretched in every part of the
country, your local utility will be
happy to provide an assessment.

While you are at it, consider if
you can make use of your roof.
Will solar panels work for you? If
not, how about installing a green
roof2 Either would give you much
to discuss in your marketing cam-
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paigns, while also making a big
difference in sustaining a healthy
future.

Small foot print, big comfort
Elegant styles and finishes
Easy setup & delivery

No minimum order

Arason Enterprises, Inc.
443-249-3105 (O)= 443-249-3381 (F)
www.fu-chest.com
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"SFC decided to look at the largest
retailers in North America, and to
engage them in a conversation about
their wood sourcing policies."

Transportation: Interestingly,
transportation emissions recently
overtook emissions from electric-
ity production in the U.S. Most
stores can reduce transportation
emissions by planning more effi-
cient delivery routes and choos-
ing the most efficient delivery
trucks available. But you can also
make a difference socially when
you encourage employees to use
public transportation and to car-
pool. You will find they appreci-
ate working for a company that
encourages and rewards a lighter
carbon footprint.

Sustainable Marketing Ideas

Some people set out to change
the world through sustainable
practices. A few adopt sustainable
practices to increase sales, but
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Responsible Wood Sourcing Policy Points
Responsible wood sourcing policy is on website 3
Policy contains commitment to avoid sourcing illegal and/or controversial 2
wood

Policy includes commitment to source certified wood - any certification 2
system

Policy includes preference for Forest Stewardship Council (FSC) certified o
and/or recycled/reclaimed wood

Responsible Sourcing Practices & Performance

Company publishes quantitative responsible sourcing goals/targets 1
Company publicly reports on progress made towards responsible sourcing =
goals/targets

3rd party verification of public reporting 1
Company reports more than 25% of wood furniture purchased or sold is 2
certified to any certification system

Company reports sourcing more than 25% FSC and /or recycled/reclaimed 2
wood

Additional Actions

Anything at all on website about sustainability? 1
Website has a statement on sourcing legal and/or responsible wood 1
Visibly offers on website that recycled/reclaimed wood products are for sale 1
Visibly offers on website that wood furniture certified under any forest =
certification system is for sale

Visibly offers on website that FSC-certified wood furniture is for sale 2
TOTAL POINTS POSSIBLE 24

most are somewhere in between.
Here are five ways SFC's retail
members have leveraged their
sustainable inclinations to create
branding buzz:

Circle Furniture: Boston-based
Circle Furniture capitalizes on
their conviction that a healthy
home starts with a healthy envi-
ronment. Circle shops their sus-
tainable values and communi-
cates these values to their cus-
tomers.

Sklar: Sklar in Boca Raton has
sent several staff members to
SFC's  accredited  training,
GREEN-leaders, and advertises
that they have GREEN Accredited
Professionals on staff, to answer
customers questions.

Gallery Furniture: Gallery focus-
es on buying American-made.
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The company communicates the
advantages of that choice, includ-
ing less pollution in production
and transport, as well as support
for the local economy.

Domaci: Bethlehem Pennsylvania
-based Domaci runs a series
of #SustainableSaturday. See
https://domacihome.com/blogs/
domacidispatch/sustainable-
saturday for details.

Lawrance Furniture: Lawrance
Furniture in San Diego includes
a long list of their sustainability
initiatives on their website as well
as in-store signage.

What Are The Largest Home
Furnishings Retailers Doing?

Furniture is the third largest
user of wood resources, behind



L Dimplex’

WE'VE MOVED!

NEW SHOWROOM

COME

CELEBRATE
WITH US

IHFC BUILDING

#H745

(y.d' 0 ’.‘

»«) 3 .‘."4‘\».
q)&’l‘ ’*b
,q)‘qﬁtﬁ‘

0; 03 10"‘10
“: : «

010

NEW
Chase Media Consolée
DS;SLD 1962GW

We've outgrown our space and
are expanding our product line-up!

Contact your representative or email marketingonline@dimplex.com
for a personalized walkthrough of our new space, and get an exclusive
look at new product!



Sidebar 1:

Purpose Driven Sales

by Giles Jackson, Ph.D.

sumers now choose to buy brands based on their social and

environmental impact, according to Unilever’s recent survey
of 20,000 adults across five countries. Crucially, the fact that
their claims were backed up with information on real purchas-
ing decisions shows that the “say-do” gap is closing. Moreover,
one in five respondents said they would choose a brand if its
sustainability credentials were made clearer on packaging or in
marketing.

An estimated $1 billion opportunity exists for brands that meet
this need, says Unilever.

Purpose-driven sales are on the rise. A third of global con-

This is borne out by the group’s own financial performance.
Of its hundreds of brands, those that have integrated sustain-
ability into their purpose and products, such as Dove and Ben
& Jerry’s, delivered nearly half the company’s global growth in
2015. "Sustainability isn’t a nice-to-have for businesses," says
Keith Weed, Unilever’'s Chief Marketing and Communications
Officer -- "it's a strategic imperative."

"These are the Millennials and they have o
completely new set of values. They want
committed brands with authentic products.”

There are multiple factors driving this, foremost among which
is a major demographic shift. Global Millennial spending power
is set to overtake generation X by 2020 and will continue to rise.
That matters because the lifestyle and consumption patterns of
this group (aged 22 to 37 years old) are different. As Emmanuel
Faber, chief executive of Danone, put it: “Consumers are looking
to ‘pierce the corporate veil’ in our industry and to look at what's
behind the brand.” These are the Millennials and they have a
completely new set of values. “They want committed brands
with authentic products,” he says. “Natural, simpler, more local
and if possible small, as small as you can.” Since these values
transcend product categories, this should play well for American
furniture companies that pay attention to these trends.
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SUSTAINABLE
EVOLUTION

construction and paper produc-
tion, so it is clear we have some
responsibility to save the forests
--‘b\f the world. It has often struck
us at SFC that companies might
* not know how to actually take
* responsibility. SFC, therefore,
took a look at how wood and
“wood furniture are sourced in our
~industry.
- Working with National Wildlife
- Federation, SFC engaged with
. some Top-100 home furnishings
1" refailers regarding their wood
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+ sourcing policies. The results are

.. published on a dedicated website

* (https://furniturescorecard.nwf.
org/scorecard/). Of the 57 com-
panies studied, seven scored in
the Top Tier. Another six earned
enough points to score honor-
able mention, and an additional
two companies signed a pledge
to make use of the available
resources to improve their pol-
icies, and so their scores. As a
result of the initiative, to date 12
companies have improved their
scores, a significant percentage
for the industry's impact.

What Can Smaller
Companies Do?

SFC offers free guidance and
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COMPLIMENTARY BREAKFAST &
LUNCH SERVED DAILY!

Friday, October 12th- Wednesday, October 17th

Showroom Hours: 7am-7pm
For convenient shuttle service call our showrcom 336.885.9946

A casual modern collection
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“The simple question,

'What's it made of?' can set you on the path to providing customers
with more environmentally safe products."

resources for companies of any
size that want to review their wood
sourcing policies. More informa-
tion can be found at https://fur-
niturescorecard.nwf.org/score-
card, and at https://sustainable-
furnishings.org/resource-library/
search?combine=&topic=232.
Further, using the guidance
above, we suggest you talk about
your purchasing policy from the
moment you develop it. You will
find yourself in as many interest-
ing conversations for consumer
engagement as for supply chain
management.

Conclusion

This month, SFC celebrates 12
years of existence with the annu-
al Open Membership Meeting
during High Point Market. The
first step toward reducing energy
consumption, better managing
supply chains, and inspiring oth-
ers to take action, can be the
hardest, but it's also the most
important.

The World Economic Forum
has identified climate change as
the greatest threat to the world
economy. It may be more of
a threat to our home furnish-
ings businesses than many in our
industry have realized. Not all of

54 FURNITURE WORLD

our customers are concerned,
but SFC research has shown
that most are. Some sustainable
practices add to cost, but oth-
ers reduce operational expendi-
tures and create marketing and
sales opportunities that will only
increase over time.

About Susan Inglis: Susan
Inglis is Executive Director of the
Sustainable Furnishings Council,
and resident expert with the
organization she helped found in
2006. She has led SFC to work
with industry leaders to estab-
lish criteria to gauge the sus-
tainability of furniture products
and practices; develop programs
for educating all sectors of the
industry; and attract hundreds
of companies to membership.
Inglis is also founder and owner
of From The Mountain, a com-
pany that imports hand spun
cashmere yarn from Afghanistan,
providing safe income for over
100 women there. Inglis serves
on the Board of the American
Sustainable Business Council and
was awarded a 2017 Visionary
Leadership award by the NC
Business Council.

About The SFC: SFC member
companies make a public and
verifiable commitment to sustain-

ability, to transparency, and to
continuous improvement. Visitors
to http://sustainablefurnishings.
org can research companies, visit
SFC member companies’ web-
sites, and make use of a rich
resource library.

About Giles Jackson: Prof
Jackson teaches sustainable
business strategy at the AACSB-
accredited Byrd School of Business
at Shenandoah University and
wrote among the first doctoral
dissertations on the topic of busi-
ness and sustainability twenty-five
years ago at Virginia Tech. A
practicing entrepreneur, he previ-
ously held executive positions in
the wind energy and manufactur-
ing sectors and recently complet-
ed a graduate course in environ-
mental management at Harvard
University. Giles serves on the
international advisory board of
a UNESCO biosphere reserve
in Vietnam and on the standards
committee of the Sustainable
Furnishings Council. He's cur-
rently writing an article on eco-
tourism for the Oxford Research
Encyclopedia of Environmental
Science and now offers bespoke
courses in sustainability world-
wide. Contact him with ques-

tions or comments at gjackson@
su.edu or 202- 257 -4854.
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Sidebar 2:

Sustainability Price Tag

ecently, according to a
Rsurvey of 30,000 adults

by Accenture and Havas
Media Group, people think
business is as accountable as
governments for improving their
lives. Yet seventy-two percent
say that business is failing to
take care of the planet and
society as a whole. The point is
that while brands and compa-
nies impact positively on peo-
ple’s lives, this comes with a
sizable price tag. According to
The Sustainability Consortium,
global production and use of
consumer goods accounts for
more than 60 percent of all
greenhouse gas emissions, 80
percent of water usage, two-
thirds of tropical forest loss, and

'As technology accelerates product life

by Giles Jackson, Ph.D.

ipal solid waste will be generat-
ed annually by 2025. Furniture
waste (f-waste) alone is an 8.5
million-ton annual trash prob-
lem in the U.S., according to

Waste360.

What will happen as nearly
2.5 billion more people join
the global consuming class
over the next few decades? The
benefits provided by our con-
sumer goods will come with
an increasingly sizable sustain-
ability price tag. Moreover, as
technology accelerates product
life cycles -- pushing fast fashion

infto more and more product
categories -- these impacts are
likely to worsen. It doesn't have
to be this way. Incentivizing and
supporting manufacturers and
their suppliers to design more
sustainable products, as SFC
is doing, is one of our biggest
levers for driving sustainability
in the furniture industry globally.

The Sustainability Consortium (TSC) is a
global non-profit organization working to
fransform the consumer goods industry

by partnering with leading companies

to define, develop, and deliver more
susfainable products. For more information
visit www.sustainabilityconsortium.org.

GREENHOUSE GAS p&*

EMISSIONS

cycles -- pushing fast fashion info more
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and more product categories -- these
impacts are likely to worsen."

75 percent of forced and child
labor. Nearly 20 percent of
industrial water pollution comes
from textile dyeing and treat-
ment, and if current trends con-
tinue, 2.2 billion tons of munic-
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Image credit: The Sustainability Consortium®, copyright 2016
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Was your furniture damaged during transit? Does it have a manufacture defect? Was it improperly
packaged? Show signs of premature wear and tear? Furniture Medic is a quick and cost effective solution!

At a fraction of replacement costs, Furniture Medic professional craftsmen can repair, restore or enhance
your furnishings.

With over 200 franchise locations
nationwide, the Furniture Medic National
Account Program provides over 65 national
brands with repair professionals who assist
e Standardized pnc‘ng for al.i.jﬂhS, with damaged furniture, cabinets and more.

regardless of location of repair

—o Advantages of the National
Account Program:

o

* Web-based work order entry, including
advanced reporting and tracking, %’M tﬁ@ ?LMM Wledic
available 24/7 National Account Program today!

* Batch billing — one Matt Hall | National Account Manager
single invoice for all completed jobs 86 6_50 1_3 877

= Single point of contact mhall@furnituremedic.com

furnituremedic.com/national-accounts

Furniture Medic services provided by independently owned and operated franchises.
Prices and services vary by location.

© 2018 Fumniture Medic L.P. All rights reserved. 17-FM-1933
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Sidebar 3:

The Circular Furniture Economy

he global economy has
Tlong run on a linear, “take-

make-dispose”  model.
Taking inspiration from nature,
the emerging “circular econo-
my” model redefines waste as
a material input. Accenture esti-
mates that shifting to the cir-
cular economy could open up
$4.5 ftrillion in new economic
potential by 2030. In an era of
volatile input prices, this model
makes practical sense. Business
leaders are exploring wheth-
er greafer resource productiv-
ity can help them protect their
margins, and governments are
getting on board.

According to the Institution

Concept of a Sustainable Society: The
Comet Circle™ (below) has been
reproduced with permission. Copyright®
1994 Ricoh.

by Giles Jackson, Ph.D.

of Environmental Sciences (IES),
there are at least three good
reasons for shifting from a lin-
ear model to a circular one.
First, existing recovery systems
are suboptimal. For example, in
mobile phones, only 17 of the
40 elements used in their man-
ufacture are recovered at all,
with the rest ending up in slag,
even in the best recycling plants.
And according to the Global
Commission on the Economy
and Climate, 95 percent of
plastic packaging material value
- $120 billion annually - is lost
after first use. This is not only
environmentally damaging, it's
also terribly uneconomical.

Second, the environmental
burden of products is shifting
upstream, from consumer use
towards manufacturing.  For
example, around 75 percent of

carbon emissions from electron-
ic devices are generated before
they are sold. “This means that
keeping products in use for lon-
ger, or recovering and reusing
them, is the best means of reduc-
ing environmental impacts,”
says IES. Third, by decreasing
the use of virgin materials, a

"There are countless
examples of enterprising
companies salvaging
everything from fishing
nets to aluminum, 1o
make furniture for the
modern world."

Concept of a Sustainable Society: The Comet Circle™

: Parts arials Fossil and mineral resourcas elc. Materials
¥ oo manufac- manulc- :ut. 1II|F-I.=
L turer turar SR
Sales Reuse of parts
company
Reuss of products

Closed loop
Long use matsrials
recycing
M’-:I:‘H ’.(tﬁ!'i:'-‘ recoveary racovery
i centar company,
Collection § Sorting and disassembly

cenlar

©1834 RICOH

Landfill

Crushing of products
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in recycled aluminum is typically®
one-tenth of that of virgin alumi-
num. In addition, reuse or recy-
cling avoids mining waste risks,
such as those relating to red mud
in aluminum production.

While conducting research for
my dissertation on business and
sustainability, | happily stumbled
across The Ricoh Group’s Comet
Circle™ model, which shows how
Ricoh and its partners (suppliers,
customers and recycling compa-
nies) put principles into practice.

The cycle begins with materials
suppliers (see graphic on previous
page) that harvest materials from
the natural environment. These
are converted into a product
(such as a multifunction printer/
copier) that is sold to customers
and maintained for as long as
possible. “The Ricoh Group puts
priority on reusing and recycling
products and parts, expressed as
the inner loops of the Comet
Circle, to return used products
to their highest economic value,”
says the company. “When a part
cannot be reused in a product,
we will recycle it as a material.
In such cases, we make every
effort to recycle the part info a
material with a quality as high
as possible or to recycle it in the
closed loop recycling system, or

yossible economic value.
o repeat recycling as many
es as possible under the ‘multi-
tiered recycling system’ to reduce
the need to use new materials
and ultimately reduce the volume
of waste generated.” In Ricoh’s
world, nothing but shredder dust
reaches the landfill.

Such initiatives are common-
place in modern day Japan.
Japan’s lead is largely explained
by the old adage, “necessity is the
mother of invention.” In a small,
industrialized and resource-con-
strained country, economic sur-
vival depends on doing more with
less.

From Wehler's of Denmark to
Emeco in the U.S., there are
countless examples of enterpris-
ing companies salvaging every-
thing from fishing nets to alumi-
num, to make furniture for the
modern world. The question, as
ever, is how to scale things up.
One lesson from Japan is that
governments need to help design
circular systems, so that business-
es can design circular products
and services. In Japan, the law
requires consorfia of manufac-
turers to run disassembly plants,
ensuring they directly benefit from
recovering materials and parts.
“Companies therefore invest for
the long term in recycling infra-
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structure,” explains IES. “And
because they own both manu-
facturing and recovery facilities,
companies send product design-
ers to disassembly factories to
experience the frustrations of
taking apart a poorly designed
product. Some companies even
put prototypes through the disas-
sembly process to make sure they
are easy to recover.”

This spirit of deep collaboration
is also evident in Sweden, where
30 players in the furniture sector
have joined forces to effect a
paradigm shift. With a sizable
grant from Vinnova (Sweden’s
Innovation Agency), a platform
for a large-scale transition to
circular business models is being
created, including devising sys-
tems for labeling and certifying
reused furniture, engaging cus-
tomers around procurement and
securing circular processes on the
part of manufacturers.

"This spirit of deep
collaboration is also
evident in Sweden,
where 30 players in the
furniture sector have
joined forces to effect
a paradigm shift."
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DESIGN & DESIGNER

hip Wade,
builder,
interior &
furniture
designer, media
personality and
consultant has a
unique point of
view about the
future of furniture
design, sales and
marketing.

CHIP WADE

by Melody Doering

In this Design & Designer install-
ment, Furniture World speaks
with Chip Wade, the craftsman,
engineer, inferior designer, con-
sultant, furniture designer and
media presence. He is the found-
er and CEO of the architecture,
design and media firm Wade
Works Creative. Armed with a
ready smile, a degree in mechan-
ical engineering and a talent for
creating multi-functional furni-
ture, he has a unique point of
view about the future of interior
and furniture design. Chip got
his media start in 2007, lend-
ing his carpentry skills to the
Atlanta team of HGTV's Designed
to Sell. Since then he has been
the host, designer and executive
producer of the Emmy Award
Winning series, Elbow Room,
and appeared on HGTV's Curb
Appeal: The Block, Ellen’s Design
Challenge, HGTV’s Showdown,
HGTV’s Design Star, HGTV's
Wise Buys, Oprah, and CNN.

We asked Chip how his educa-
tional background helped inform
his work in home furnishings
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design and marketing.

“There were always lots of proj-
ects going on in my family’s house
growing up. My dad had a work-
shop and taught me pretty much
how to do everything. | attend-
ed Georgia Tech and studied
mechanical engineering, which
| thought would be a good fit.
When | realized my passion was
to design and build, | switched to
structural engineering. Actually,
that’s what | was doing when | got
cast on a series for HGTV almost
14 years ago. | was the sidekick
character, the demo guy, the
closet builder, custom furniture
maker, remodeler, electrician,

“I never try to intentionally
downplay the aesthetic,
but | always say, making
it look great is the easy
part.”
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plumber. | basically just did what-
ever it took to get the job done.

“I built a reputation for being
able to make a lot out of a
little, which led to hosting my
own series called ‘Elbow Room’.
| started a design and build firm
about nine years ago, and also a
production company.”

Wade Works Creative

“Today, my company, Wade
Works Creative, operates three
businesses in architecture and
design, real estate and produc-
tion that all work together. We
service mostly lifestyle brands like
Kohler, Wolf, Sub-Zero, Mohawk
Flooring, and Daltile, doing a
lot of interactive content, video,
and virtual space creation. We
also offer real-client services for
residential and commercial cus-
tomers, both in North America
and internationally. Our process
is incredibly virtual — very inter-
active.

“Over the past 15 years, Wade

“I've designed spaces, for large
families, single folks, for people from
different cultures, and those going

through all kinds of life changes,
from big entertainers to people who

need fo be entertained."

Works Creative has done a lot of
space planning. We've done over
1500 renovations, new construc-
tion, custom home builds, and
custom interior design. By work-
ing with many hundreds of fam-
ilies, we've identified repetitive
issues and challenges that fami-
lies face. Often these issues were
solved by designing and building
custom pieces, one-off multipur-
pose furnishings, so they could
do more with less. This work led
to a new project, a furniture line
called “Xtraroom”, which features
transitional pieces that help peo-
ple make the most of their spaces.

“I've designed spaces, for large
families, single folks, for people
from different cultures, and those
going through all kinds of life
changes, from big entertainers
to people who need to be enter-
tained.”

One Piece — Several Uses

You are known for your mul-
tipurpose designs — what’s your
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methodology?¢

“Each situation presents chal-
lenges that need to be addressed.
And so, having one item that has
multiple functions is one of the
exciting things | do. Sometimes
no matter which way you position
ordinary furniture in a space,
it just doesn’t work well. Often
that’s the genesis of a successful
new idea that combines a number
of functions info a mulfipurpose
piece.

“Great furniture designs don’t
look complicated. As an engineer,
just because | can design some-
thing, doesn’t mean | should. It's
not a good philosophy for design
in general, and especially not for
furniture. | would describe my
designs as a delicate take on mul-
tipurpose. There isn’t much bra-
vado or engineering grandeur,
just functionality and purposeful-
ness for living.

“| also believe that if it takes
more than just a few seconds to
be able to transition from one
function to another, multi-func-
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tional furniture becomes purpose-
less. It has to be seamless, quick,
and of high quality. If it takes two
minutes or even 45 seconds to
transition a couch into the cool-
est thing you’ve ever seen, it still
isn’t necessarily great. It probably
is more expensive to buy and
become a problem if it breaks.

“I focus on the quality of the
mechanism and the speed in
which it can transition from one
thing to the other.”

Design Process

Do you have your own pre-
ferred design style?

II|

never try to intentional-
ly downplay the aesthetic, but |
always say, making it look great
is the easy part. There are lots
of talented people out there who
can create great style. Eighty per-
cent of my process has nothing

to do with the aesthetic. The final
style might be modern, transition-
al or coastal. We don't really con-
sider the visual style until 70-80
percent of a project has been
completed.

“A lot of folks skip over the most
important part of designing interi-
or environments, which is person-
alization. The practical functional
layout of spaces should really be
driving the show.

“If a customer is just changing
one couch out for another, that's
one thing. But many people jump
the gun way too quickly when
redesigning a living space. They
go on a shopping spree before
even starting with a functional
layout. Doing things in the correct
order really makes a difference.”

Creating Design Plans

“For example, when working
with a client, | always create a

daltile
........ =

"Showing 500 different
products in a brick-and-
mortar location is not
as powerful as allowing
customers to inferact with
products and visualize
how they will be used in
their own spaces."

design plan for five to seven years
out. When it comes to furnishing
homes, a lot of people are stuck
in the here and now. They're
designing for next week, or even
the next three months. Part of our
process includes sending out a
crew ahead of time to fully mea-
sure a property and build a virtual
model in 3D. Then we establish
relationships, get to know clients
by engaging with them in an ini-
tial consultation taking up to three
hours.

“Whether in-person or remotely,
we can show clients an accurate
three-dimensional model of their

Wade believes the furniture retailer of the future will
use photo-realistic, ultra-high resolution, virtual 3D

environment models, allowing them to take advantage
of "all very high-yield future interactive platforms
including websites, animation and video." Pictured at left
is an image from an interactive virtual house found at
http://www.wadeworkscreative.com/dal-virtual-house/.



together for ultimate result.

spaces, plus do live-time analy-
sis and planning. This provides
absolute matter-of-fact direction
and vetting of all possible options
before they actually make a pur-
chase. It gives clients confidence
in their purchases and, an exact
game plan for execution.”

Long-term Planning

Do you think retailers do cus-
tomers a disservice if they only
sell to meet an immediate need
without trying to help customers
plan longer term?

“Most retailers focus more on
presenting individual products
than selling full solutions. Of
course, not every retail sale or
furniture category lends itself to a
whole space solution, but many
do. It doesn’t help the consumer

This master suite remodel features a concealable, in-wall extending custom
coffee and wine bar. Multipurpose and compelling design are integrated

to visualize the whole solution
when they are just shopping for a
lamp or a light fixture. Many peo-
ple, however, are in an insecure
place when shopping for their
homes and benefit from retailers
who've taken the time to create a
more curated environment.

“Just giving consumers a sense
of how a room will look and feel,
so they can visualize how differ-
ent pieces go together, and how
function can ultimately change
lifestyle, is something that | think is
largely missing from today’s retail
environments. Furniture retailers
are largely product focused rather
than solution focused. At Wade
Works Creative we tell the story
of space solutions, curate and
credentialize selections together
to give people confidence that
their purchasing choices will work
and will also look great together.”
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“As an engineer, just
because | can design
something, doesn't mean
| should. It's not a good
philosophy for design in
general, and especially
not for furniture."

Changing Tastes

Are you seeing major changes
in housing and furnishings?

“2017 was the first year in the
last 15, where the average square
footage of new construction
homes has gone down, which is
a really big deal. There is a trend
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"2017 was the first year

in the last 15, where the average square footage of new

construction homes has gone down, which is a really big deal."

toward smaller living spaces of
higher quality. We see this trend
going on across all socioeconom-
ic classes and demographics.
“Another trend I'm really excit-
ed about is a focus on creating
utility for individual rooms. The
standard model of 80s and 90s
suburban homes — a foyer, office
to the left, dining room to the
right, kitchen in the back and
living room — is transitioning to
very specific-use rooms. These
rooms are being updated to mir-
ror trends in living. People are
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looking for furnishings solutions
that match their lifestyle choices.

“We are seeing ‘tech-less’ liv-
ing rooms, where technology
is removed so that family and
friends can gather and interact.
Bathrooms, however, are going in
the opposite direction by incorpo-
rating tech solutions in toilet tech-
nology, vanities, voice-activated
technologies, plumbing fixtures,
showers, calendar heads-up dis-
plays, all integrated. The bath-
room is turning info one of the
tech hubs of the home.

September/October 2018

“A slower moving trend, but
one that will pick up steam, is that
of small bedrooms — more affec-
tionately called sleeping rooms.
Bedrooms are getting smaller and
bathrooms are getting larger. The
master suite, the big open con-
cept bedroom, is one that people
are finally realizing doesn’t make
a whole lot of sense. When you
walk into a massive room with a
bed, a big fireplace, huge floor-
to-ceiling windows and cathedral
ceilings, while it makes for a pretty
picture, it's incredibly impractical.

"There is a trend toward smaller living
spaces of higher quality. We see this
trend going on across all socioeconomic
classes and demographics.'

Starting at top and going

| clockwise: Chip showing

| 8 clients how fo operate a new
bed that pushes effortlessly
under their new elevated
closet leaving only the custom
sofa foot board exposed in the
room; Chip going through 3D
design concepts with his build
team; and Chip revealing a
new master suite renovation to
the happy homeowners.
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Small Sleeping Room

“The standard model

of 80s and 90s suburban
homes - a foyer, office

to the left, dining room
to the right, kitchen in the
back and living room -

is transitioning to very
specific-use rooms."

Today, people are catching on.
They want to use square footage
for something more practical that
includes only what's really neces-
sary.

“People are allocating addi-
tional square footage and spec-

ifying more integrated solutions
to spaces where they are actu-
ally awake, moving around, and
interacting.”

Economy of Scale

Are economic forces driving any
of these changes?

“Fewer people want to live in
homes with massive square foot-
age. With the cost of living going
up, money buys a little bit less
square footage. People don't
necessarily want massive homes
that need to be fixed and main-
tained. The design challenge for
our industry, as far as space goes,
is to make space work for people.
| have spent the last 12 years of
my life focusing on how to make
the most of space to improve
people’s lives.

“Many of the big names are
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Chip sees trends such
as small sleeping
rooms (lower left)

that can be closed off
from the much larger
lobby style bath with
seating area, storage
and fireplace. Other
trends include tech-less
living areas (top and
bottom right images)
where electronics are
removed or hidden.
At the same time high
tech toilet, shower and
fixture technologies
are moving to bath-
rooms. "People are
looking for furnishings
solutions that match
their lifestyle choices,"
he says.

spending lots of time creating
strategic, cooperative partner-
ships inside and outside of the fur-
nishings world. This is going to be
interesting to watch. For example,
brands that make upholstered fur-
niture, will collaborate with paint
and flooring manufacturers as
well as art and décor brands,
to create full-spectrum solutions
along with visualization platforms
that cover the entire range with
fully shoppable rooms.

The End of the Trend?

You have said that you're not
for or against trends. What did
you meané

“There are two different catego-
ries of trends. There are ones that
cycle in and out without going
completely out of style. Like white,
for example. Has white ever gone
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Chip Wade says that today brands are
working to develop full, interactive whole-
home solutions that connect many different
product categories. Whole-home renderings
above by Wade Works Creative.

out completely? No, it gets hot
and then it cools off a little bit. It's
a staple, consistent across multi-
ple generations.

“And then there are more vol-
atile trends created by brands
and retailers to focus attention so
consumers can embrace an entire
new design aesthetic. Products
are coordinated by look and feel
and come to define what we call
a ‘trend.’

“My feeling is that as visualiza-
tion technologies become better

and easier to use, trends them-
selves are going to be less prom-
inent. They won't be as necessary
a selling tool. We're not going to
need a color of the year. We're
not going to need to know that
shiplap is a trend.

“Visualization is becoming con-
figurable, more personalized.
Design professionals will be able
to create more individualized
curated looks that are more spe-
cific to people’s real aesthetic and
functional needs.

The power of a trend as a mech-
anism to consolidate confidence
in consumer purchasing habits is
going to go down as visualization
technology and capability for per-
sonalization goes up. Consumer
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needs will drive marketing and
purchasing to a greater degree.

“| take a personalized approach
to designing spaces. It's not

“Most retailers focus more

on presenting individual
products than selling full
solutions. Of course,
not every retail sale or
furniture category lends
itself to a whole space
solution, but many do."
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CHIP NAD)S

Xtraroom (xtraroom.com) pieces designed in partnership with
Chip are multi-functional. Shown is a coffee table that converts
to a dining table with two benches in less than 60 seconds,

a sofa that pulls down info a queen-size bed. Also, modular |
stacking units configured as a wall unit. :

about whatever’s popular for the
moment. | tend towards creating
spaces that are a bit more time-
less, and use more aggressive
styling that’s scalable, approach-
able and responsible, to make
things feel more relevant in the
moment.”

Retail Relevance

How might retailers start to do
what you do, both online and in
their stores?

“In our industry, retail expe-
riences are generally stuck in
1990. Even though kiosks have
been updated, | see showrooms
full of random products with flashy
graphics. The retailer of the future
will need to intertwine the digital
interactive point-of-purchase plat-
form with the bricks-and-mortar
experience so they are synony-
mous. Retailers are going to be
forced to use their square footage
in a much different way.

“They are going to have to ele-
vate both user experiences and
the immersive nature of sales pre-
sentations so that consumers can

visualize products in their own
homes with physical touch and
feel. Showing 500 different prod-
ucts in a brick-and-mortar loca-
tion is not as powerful as allowing
customers to interact with prod-
ucts and visualize how they will be
used in their own spaces.

“Brands are working to develop
these types of solutions — not just
in furnishings, but also for plumb-
ing, tile and flooring, rugs, and
lighting fixtures — with full, inter-
active whole-home solutions that
connect many different product
categories.

“Retailers will need to ask them-
selves, ‘What solutions are we
providing to homeowners2’ If the
only solution they are providing is
a picture of a product with spec-
ifications and basement-bottom
pricing, they are going to lose out
as competition for better shop-
ping experiences contfinues fo get
more intense.”

Retailers and Interactivity

How might retailers begin mov-
ing into more interactive arenas?
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"“Retailers need to craft
stories about multi-
functional furniture with
a full-spectrum arc
that allows consumers
fo resonate with the
solution."

“My suggestion is that retail-
ers should not necessarily be so
concerned right now with aug-
mented reality-type solutions that
allow consumers to take a picture
of their living room and then
place products. This is definitely
a ‘thing’, and it's a solution, but
right now the rendering quality
for these types of instantaneous
solutions is not quite there yet —
although it will be in the very near
future.

“Better to start with the first
foundational-level building block



QUALITY & FASHION IN

Clasyal @[m'ﬂg

Cochrane

Solid Wood dining and bedroom specialist.
Shown: Beach House Dining offered in two
finishes. Light Gray over Dark Gray or Light
Gray over White. Just one of eight Solid
Wood Dining collections.

Chromcraft

The number one resource for custom Swivel-tilt
Caster dining, offering a selection of finishes and
custom fabrics on over 40 chairs and 25 tables,
each featuring family friendly "HPL" laminate table
tops. Matching Counter and Bar seating available.
Built in Sardlis, Mississippi.

Douglas-PDQ

Promotional Casual Dining starting at $399 in
choice of four tables in two finishes.: Sea Gray
or Chestnut Oak and three chairs in each.
Built in Sardlis, Mississippi.
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REVINGTON 1457 Industrial Park Dr., Sardis, MS 38666

DOUGLAS Tel: 662-562-8203 ® email: www.chromcraft-revington.com
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“People are specifying more integrated solutions to spaces
where they are actually awake, moving around, and interacting.”

of planning for versatility in an
interactive world. That means to
virtualize product lines instead of
relying only on physical photogra-
phy or physical product samples.
| believe that creating full pho-
to-realistic, ultra-high resolution,
virtual 3D environment models
will position furniture companies
to take advantage of all very
high-yield future inferactive plat-
forms including websites, anima-
tion and video.

“Bottom line, the idea is to cre-
ate a library of products, SKUs,
colors and finishes for brands to
put consumers in the driver’s seat,
allowing them to do anything they
want. There are a lot of com-
panies that offer services in the
virtual realm. Retailers should not
cripple themselves by making an
economic choice when it comes
to modeling; it is essential to get
the right resolution along with the
right criteria suitable across multi-
ple platforms.

“Interestingly enough, the small-
er the retailer, the smaller the
number of SKUs they are focused
on, the easier this technology is to
adopt. Retailers with fewer SKUs
and curated product selections
can more affordably create an
entire virtual portfolio.

“Not every single sku has to
become virtual immediate-
ly. Generally, 60 - 80 percent
of profits come from 20 - 25
percent of the products carried.
So, a retailer's most high-yield
inventory can be virtualized in a
very short period. Over time, new
incoming inventory can be added
as an ongoing strategy.”

Remember the Story

“In retail, telling the right story
to consumers is extremely import-
ant. Sometimes, having a couch
that has a desk that changes
infto a bed is great, but when
somebody comes into a retail

store, they have thought about
their requirements. If a piece of
furniture doesn’t seem relevant
to those needs, the sale won’t be
made. Retailers, therefore, need
to craft stories about multi-func-
tional furniture with a full-spec-
trum arc that allows consumers
to resonate with the solution. This
is a new type of marketing and a
new type of storytelling for furni-
ture retailers.

“Finally, retailers should be on
the lookout for big changes in
the way furnishings will be sold.
Changes include exciting new
products, technologies and inter-
active solutions, that help brands
and retailers tell stories relevant
to their customers’ lifestyle aspira-
tions, while greatly improving the
shopping experience.”

Pictured below is a barn conversion by
Wade Works Creative featuring table-height
fireplace, custom kitchen and large glass
opening looking down to attached horse
stalls. An equestrian lover's dream.
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“I'LL BE BACK

hy do
we love it
when the

Terminator

says it, but hate it
when a promising
“up” utters these

three disappointing

words?

by David Benbow

Movie critics voted this three
word sentence as the greatest
catchphrase in movie history.
Retail sales associates (RSAs)
voted this sentence as the most
dreaded phrase in retail sales
history. Why do we love it when
the Terminator says it, and hate
it when a promising “up” says it?

Anybody who has toiled in
the retail sales profession for
more than 15 minutes is acute-
ly aware of the phenomenon
we affectionately refer to as the
Be-Back. What is a Be-Back, you
might ask? This, of course, is the
would-be customer who is deter-
mined not to buy right now, but
absolutely insists he will be back
at a later time to make the pur-
chase. Let me make a clarifica-
tion of the term Be-Back, at least
as | understand it. A Be-Back is
ANY “up” that leaves the store
without buying, whether he said
he would be back or not. Some
of them really do come back to
buy. But, if they don't come back,
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they become the Be-Backs that
never returned.

Why Do They Do That?

Before we examine techniques
for coping with the Be-Back
problem, let’s examine the ques-
tion of why so many people who
visit your store seem like they are
ready to buy, but decide instead
to leave empty-handed. But not
before promising faithfully and
incorrectly, that they will return to
shop with you another day.

"The most obvious
antidote to the Be-Back
disease is to follow the
Lawhon prescription;
which is to perform the
sales job correctly."
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| often cite John F. Lawhon
and his book, “Selling Retail”,
in this Furniture World series,
but Mr. Lawhon doesn't provide
a lot of information about han-

“Let's .
examine

The question of why
people come into your
store, seem like they
are ready to buy,

but decide to wait,
oromise faithfully they
will come back, and

LL B

BACK!

dling Be-Backs. He just advises,
if you do your sales job right,
you will make the sale and won't
need to worry about Be-Backs. |
also cite furniture and bedding
author Peter Marino quite a lot.
He presents more insight in his
list of why would-be customers
dislike shopping for mattresses.
They are often the same reasons
why shoppers come to your store,
but do not buy, despite the best
efforts of professional retail sales
associates. A few of Dr. Marino's
observations are included in the
list below.

Reasons Why They
Leave Without Buying

'| There's something they don't
. like. It could be the RSA, the
merchandise, the store, the price,

thing else. But, they won't

highly skilled probing. | could write
a whole chapter on this problem,
but I'll save that for another time.
2 They don’t want to make
. a mistake. Fear of being

stuck with the wrong product at
the wrong price is a huge factor in

walking and not buying.

3 Shoppers never intended to
. buy, anyway. They are just

seeking information.

They need someone else to
help make the decision.

They are confused by the
huge selection.

They are confused by con-
flicting information they
received in other stores, RSAs or
online.
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“What is the

ultimate

and most stinging of customer objections? Not ever coming back,
when you just KNEW they were going to."

really mean it; they just don’t want
to hurt the feelings of the nice
RSA. Or, they just want to get the
RSA off their back. | once saw
an “up” offer an
, RSA $5.00 just to
. let him leave the
store and quit
hounding him!

8 They promise they will come
« back, and they really mean
it at the time, but something chang-
es their mind after leaving the store.
9 They just don’t want to

. spend the money. They get
home and decide their old mat-
tress will last a few more years.
And, maybe the price of the mat-

tress they liked is way more than
the price in the advertisement that

caught their attention.

'| O They find something bet-
. fer somewhere else. It

could be the merchandise, the

store environment, or the salesper-

son.
] '| They search on the inter-
. net and their mind is for-

ever changed by that experience.
Friends, neighbors or

2 . relatives “educate” them
out of buying.

You may have noticed by now,
that this much of this section is
rather similar to the “Obijections”
articles found in previous editions
of this magazine. But, they are not
the same in a Be-Back situation
because a lot of these objections
occur once the shopper has left
the store, when the RSA no longer
can counter them.
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What is the ultimate insult and
stinging rebuke to most any RSA?
lts when a customer you just
KNEW would return, never does,
and you can’t do a thing about itl
Or, can you?

Yes, You Can! (Maybe)

The most obvious antidote
to the Be-Back experience is to
follow the Lawhon prescription;
which is to perform the sales job
correctly. This means:

*The RSA knows and uses the
five groups of knowledge;

*The RSA knows and uses the
steps of the sale.

Most  “ups”  would never
become Be-Backs if every RSA
did a professional job. For more
information, consult previous arti-
cles in this series at https://www.
furninfo.com/Authors/David%20
Benbow/37. Or, consult the
book, "How to Win the Battle for
Mattress Sales, the Bed Seller’s
Manual" (www.bedsellersmanual.
com).

What, however, if the RSA does
a masterfully professional job and
the “up” still insists on leaving,
although protesting mightily that
she WILL BE BACK.



Sales pros know, and have
known for a long time, that clever
customers use the technique of
“walking” to get a better deal.
Automobile sales people are very
aware of this bargaining device.
It probably happens less often in
furniture sales, mostly because
furniture retail has never quite
developed the same reputation
for price negotiation as the car lot
has. So, what about negotiating
the price with the customer before
he leaves?

A lot of stores have a “one-
price” policy on regularly floored
merchandise, so bargaining is
not always an option for RSAs

and sales managers. On the
other hand, | have never seen
a store that didn’t have some
discontinued merchandise lying
around somewhere in a dark,
dusty corner of a distant ware-
house. Professional RSAs who
want to do everything possible
to stop these clever customers
from "walking" should know every
nook and cranny of their store’s
warehouse storage and all the
items contained therein. | doubt
if the “one-price” policy of any
store would extend to old, odd,
discontinued pieces. Some cus-
tomers, and particularly men, if
| may generalize, want a DEAL.

They aren’t especially particular
about what the item looks like,
just as long as it is a DEAL. These
discontinued items may be just

"Sales pros know, and
have known for a
long time, that clever
customers use the
technique of 'walking'
fo get a better deal."

Are you a sales representative or agent?

Come work with us!

The Comodo Italia Family is growing.
Contact us at info@comodoitalia.it

USA-ltaly
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70022 Altamura (Ba)
Italy

sofa bed mechanisms
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"Some customers,

and particularly men, if | may generalize, want a DEAL. They aren't especially
particular about what the item looks like, just as long as it is a DEAL."

the ticket to keep an “up” from
becoming a dreaded Be-Back.

still leave the store without buy-
ing? What then?

"Landing" The Customer

So, how do you get your
Be-Back backe While there is
certainly no guarantee of results,
there are ways to motivate your
shoppers to increase the chance
that they will come back and buy.
Before talking about these ideas,
| need to make one important
point. To have ANY chance for a
Be-Back sale, the shopper must
have found a product that he/
she likes better than anything
else they have seen, anywhere.
They must love the product, like
the price, the store and the RSA.
| refer to this event as “landing
on the bed.” "Landing" can, of
course apply to any product in
a home furnishings store. When
a customer is landed, the RSA
knows she has a good prospect
for a sale. If the shopper leaves
the store without being landed,
the RSA will never get a Be-Back
sale. So, an RSA that does a
incomplete job can just forget
about hoping for a Be-Back sale.

If an RSA lands them, and they

Set The Shoppers
Up Before They Leave

Most shoppers arrive at your
store with only a very sketchy
education on bedding. They need
help. Part of the RSA’s job is to
educate customers so they can
make smart buying decisions. By
the time a professional RSA has
gone through her sales routine,
the shopper should have received
a great deal of valuable informa-
tion to help make the right deci-
sion on an important purchase of
a somewhat expensive product
that will effect his well-being for
many years to come. This edu-
cation was free, costing only the
time spent listening to the RSA for
a few minutes.

If a customer is about to leave
without buying, the RSA should
remind the shopper about the
value of that education he
received free of charge from the
RSA. Consider the following dia-
logue;

RSA Asks: “Do you feel like
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you know more about bedding
and what you need in a bed
than before you walked into our
store2”

Customer: “Yes, | really do.”
Y

RSA Asks: “Do you agree that
you are much better equipped to
make a buying decision now after
talking to me?2”

Customer: “Oh, absolutely!”

RSA: “If you feel like | have been
helpful in providing you with the
information that you need, do
you mind if | ask a small favor

"When a customer is
landed, the RSA
knows he has a good
prospect for a sale.

It the shopper leaves
the store without being

landed, the RSA will
never get the sale."
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before you leave2” (Without paus-
ing.) “I know you said you need
more time to make a decision.
You don’t want to make a snap
judgment and buy right at the
first store you went to. | do under-
stand you would like more time
to make sure you have made the
right choice. I'm like that myself.
But, will you do me one favor?
Don’t make a quick decision at
the next store you go to, either.
Give me another chance to earn
your business. | believe | am cor-
rect in saying that you like our
mattress and our price better than
any other you have seen. s that
right? If you do visit another store
and they have a deal that SEEMS
to be better than ours, give me
a call back before you make a
decision. Give me the details of
the deal, and | will give you my
honest assessment of how the two
deals compare. | will also give
you some additional questions to
ask the RSA at that store. Right
now, | am confident that our deal
will beat anybody else’s, but | am
also asking you to take my word
for it. In other words, feel free to

ACK!

use me as a bedding consultant.
Take advantage of my years of
experience. But most importantly,
do yourself a favor. Take the time
to call me. Make SURE you are
getting the most for your money.”

This approach has a better
chance of working if the RSA has
a really good rapport with the
shopper.

Business Cards & Brochures

Handing out business cards to
departing Be-Backs can be a
tricky business. The purpose of
business cards, | suppose, is to
remind the Be-Back to ask for
you should he come back to the
store. So, what should be written
on the back of a business card? If
it's just the name of the bed and
the price, you will probably lose
the sale to a smart RSA down
the street who will probably say,
“Oh, that’s the same bed as our
Zillions Pillow Top, and ours is
$100 cheaper.”

So, do you quit passing out
cards? Well, no, not that either.
The Be-Back will certainly not
remember you without a card. |
have a suggestion. This sugges-
tion is based the fact that most
RSAs do NOT know the specifi-
cations of the products they are
called upon to sell. The sug-
gestion is to load up your busi-
ness card with every spec that
exists about your bed; coil count,
gauge of wire, warranty, founda-
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"It you just jot down the
name of the bed and
the price on your card,
you will probably lose
the sale to a smart RSA
down the street who will
probably say, ‘Oh, that's
the same bed as our
Zillions Pillow Top and
ours is $100 cheaper.”

tion type, padding configuration,
foam density, etc. You might have
to use two cards to get all this
written down. The first benefit of
doing this is to show the shopper
you know your stuff. You are a
professional. The second ben-
efit is to show the shopper that
your competitor down the street
probably does not know his stuff.
Ask them to challenge any other
RSA who claims his bed has
superior specifications, at a bet-
ter price, conditions and terms.
And, insist that he show you those
specifications IN PRINT because
some RSAs make up stuff about
their beds. The third benefit is,
the more an RSA performs well,
the more likely the shopper will
remember him.

As mentioned in the last section,
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"Everybody's hearo

the old saying, ‘The Be-Back bus does not stop in front of our store.’
And there is a lot of truth in that old saying.”

if the shopper calls you back, as
you requested, you can then rein-
force your points; increasing your
chance of a Be-Back sale.

What if the RSA produces all the
specs in print¢ Ask your shopper
to get a copy and bring them
back to you so you can compare.
Then add those specs to your

competition  product
\ knowledge files.

A Deposit¢

While
getting a
deposit
from your
shopper

does not guarantee he will return,
it increases the odds. The purpose
of the small deposit is to hold the
wonderful price offered. It is much
easier to get a “hold the price”
deposit if the shopper is told he
is eligible for a full refund if he
changes his mind. For example:

RSA Says: “l know you want to
think about it, but our sale ends
tomorrow. | can hold that sale
price for X days, however, with
a small deposit. That can give
you longer to think about it. The
deposit only obligates us to hold
the price and the merchandise. It
does not obligate you. It is fully
refundable at any time if you
change your mind. On a personal

"I found that it is much
easier to get a 'hold
the price' deposit if the
shopper is told that he
is eligible for a full
refund if he changes
his mind."

note, it will also make sure that |
get credit for the sale when you
come back in to pay it off and set
up delivery.” (Only include this
last sentence if you have excellent
rapport with a customer).

| have had remarkable success
with this sales device in my years
on the sales floor.

Incentives

Incentives sent to non-buying
shoppers to encourage them to
come back only work if you know
how to stay in touch with your

would-be Be-Back.

This can often be obtained by
asking shoppers if they want to
sign up for incentives, enter a
contest, special offers, informa-
tion about the latest advances
in sleep technology, health, or
design/decorating trends.

You can also find companies
(online) that offer incentives for
Be-Back customers. One such
company offers, "immediate, cus-
tomer-centric, valuable motive to
return to your store... the pro-
gram allows you to select an
incentive value, issue it in the
form of a time-restricted, redeem-
able card and offer it to custom-
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I BACK!

ers as a sales inducement... to
return within a specified time to

make a purchase.”

Follow-Up

RSAs are wise to follow up with
ALL shoppers, whether they are a
Buyer or Be-Back. For more infor-

"While there is no
guarantee of results,
there are ways to
motivate shoppers to

increase the chance that

they will come back."

mation on following up, see the
"Follow-Up, The Key To Success"
in the online archives of Furniture
World Magazine at https://www.
furninfo.com/Authors/David%20
Benbow/37.

The Be-Back Bus Route

Everybody’s heard the old say-
ing, “the Be-Back bus does not
stop in front of our store.” And,
there is a lot of truth in that old
saying. When a shopper walks
out without buying, never count
on them to come back and buy
from you. And, in spite of all
the suggestions in this article, all
you can hope for is increasing
the ODDS that they might come
back, even with your best efforts.
But, selling retail is a numbers
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game. Let's say one out of fen
walking shoppers actually come
back. What if you could increase
that to two out of ten2 How much
would your sales volume grow?

About David Benbow: A twen-
ty-three year veteran of the mat-
tress and bedding industry and
owner of Mattress Retail Training
Company offering retailers retail
guidance from small store man-
agement fo training retail sales
associates. His years of hands-
on experience as a retfail sales
associate, store manager, sales
manager/trainer and store owner
in six different metropolitan areas
qualifies him as an expert in sell-
ing bedding.

David is the author of the
recently published book, “How to
Win the Battle for Mattress Sales,
the Bed Seller’'s Manual”, a com-
plete, text book for mattress and
bedding retail sales associates,
beginner and experienced pro-
fessional alike. The book can be
purchased on-line at http://www.
bedsellersmanual.com or www.
mattressretailtraining.com.  He
offers hands-on training classes
for retailers on a variety of sub-
jects and online classes that can
be downloaded from the websites
mentioned above. David can be
contacted via e-mail at dave@

bedsellersmanual.com or by
phone at 361-648-3775.



TAKE A CLOSER Look g

here has never been a
Tbetter time to consider

furniture and accessories
manufactured Iin  Malaysia.
Aside from a diverse collection
of fresh and stylish furnishings,
Malaysia offers retailers an
excellent relationship with the
United States and Canada that
keeps the costs of importing
low, and profits up.

Already, the U.S. is by far the
biggest importer from Malay-
sia, accounting for a third of
the export share. Located in
the heart of Southeast Asia,
Malaysia is the world’s 9th
largest exporter with approxi-
mately USD2.5 billion ship-
ments in 2017 thanks to its
ample supply of home-grown
rubber wood and other
hardwood lumber.

“MIFF IS THE WORLD’S
LARGEST MARKET PLACE
FOR TOP QUALITY
MALAYSIAN WOOD AND
PANEL FURNITURE”

,estUﬁ

A visit to Malaysian Interna-
tional Furniture Fair (MIFF) is a
visit to Southeast Asia’s big-
gest industry trade show and
the world’s largest market
place for Malaysian hardwood
furniture. Buyers from 140
countries converge on MIFF
every March to choose from
the extensive range of residen-
tial and commercial furniture
and as well as component
parts. New design trends and
guality across a vast array at
right price points deliver excel-
lent wvalue to customers.

Presenting The Furniture
City of Malaysia - Muar

MIFF provides global buyers
the fastest route to Muar
which produces 70 % of the
country’s furniture exports. In
April 2018, the southern city
was declared “Furniture City
of Malaysia” by the govern-
ment. A 988-acre Muar Furni-
ture Park was launched to
expand export capacity. From
a humble cottage industry in
the 1280s, Muar now has 700

® MALAYSIAN
INTERNATIONAL
FURNITURE

FAIRY 019

factories and ships 6,000 to
7000 containers every month.

"MIFF s the best platform to
view the latest productions
from Muar all under one roof,
Whatever type of furniture
buyers are looking for s
produced in Muar”"- Mr Keh
Wee Kiet, President, Muar
Furniture Association.

Over 200 manufacturers from
Muar will share the limelight of
MIFF's 25th anniversary show
in 2019 at the Malaysia Interna-
tional Trade and Exhibition
Centre (MITEC) and Putra
World Trade Centre (PWTC).
Comprising half of domestic
exhibitors, they will be show-
casing in Muar Hall and curated
zones l.e. designRena lifestyle
floor, MIFF Office and Sofa Hall.

Style That Sells

MIFF has products across every
home furnishing category for
your store. It is also where you'll
find the largest showcase of



in Southeast

office furniture
Asia via MIFF Office. MIFF 2019
will feature 650 suppliers from
Malaysia and other top Asian
furniture producers.

Mr Randy Fiser, CEO, American
Society of Interior Designers,
visited MIFF 2018 for the first
time and here is what he has to
say: "We had a great experi-
ence here, and we were able to
expose American designers to
what Malaysia has to offer. It
was great to see products simi-
lar to those offered in the U.S.
here but they were more inter-
esting to us because the
designs had a Malaysian influ-
ence which was not found in
North America.”

Family Legacy,
Craftsmanship,
State-of-the-Art Machinery

Most Malaysian furniture com-
panies are family-owned and
have been passed down to the
second generation and beyond,
keeping alive decades of skills,
entrepreneurial spirit and
long-term  business relation-
ships. Automated technology

has increasingly been adopted.
Craftsmanship remains uncom-
promised and skilled manual
labor devote meticulous atten-
tion to the finishing touches.

“NOW MORE THAN EVER
BEFORE, U.S.-BASED
FURNITURE RETAILERS
AND WHOLESALERS CAN
BENEFIT FROM
CULTIVATING ADDITIONAL
SOURCES OF SUPPLY.”

Right Price Points for
Extra Profitability

Not only do Malaysian manu-
facturers offer quality and
style, they also have the capac-
ity and ability to deliver excep-
tional wvalue for their North
American customers at the
right price points, flexible order
size and mixed containers.

Hedge Against Tariffs
& Supply Chain
Disruptions

Now more than ever before,

U.S.-based furniture retailers
and wholesalers can benefit
frorn cultivating additional
sources of supply. Malaysia
used to be a British colony
and English is widely spoken.
It is the the main language of
major businesses

According to the World
Bank's Doing Business Report
2017, Malaysia is the 23rd
most business-friendly econ-
omy in the world. Travelers-
from the United States and
Canada do not need a visa if
they are coming for business
or tourism for 90 days or less.

What Buyers Say
About MIFF

“It is my first time here and |
find it very nice. There’s a
huge global presence in the
fair and | can clearly see what
s going on around the world
and in which country like
trends and new technology
used in furniture. | came for
sofas, beds and dining sets
and there’s really a huge vari-
ety. Coming here  has



exposed me to so many
things and | will surely be back
next vear” - Sarang Wagh-
merer, Wishful Homes, India.

“This is my first time in Malay-
sia and | like it very much.
Although both venues are
good, | like MITEC a lot and |
think it’s beautiful. My trio to
Malaysia was fruitful and | felt
my time in MIFF was well
spent. [ viewed some very nice
furniture and saw new models
of products. The furniture and
other products are really crea-
tive and of good quality.” -
Tarek Abasy, Wood Line
Furniture, Eygpt.

Taking Records to New
Heights

In 2018, MIFF expanded 25% to
fill @ million square feet

MALAYSIAN
INTERNATIONAL

~ | 8-11 March

MITEC & PWTC

across 18 halls at MITEC and
PWTC. Exhibitors increased
13% to 625 companies, orders
rose 5% to US$984 million and
visitor attendance from 134
countries was 7% higher at
20,000 including 5,866 from
overseas.

Malaysian International
Furniture Fair

Held annually from March 8-11,
MIFF offers a comprehensive
selection of all kinds of home
and commercial furniture
including Malaysia’s renowned
top-quality wood furniture and

most extensive office solu-
tions in Southeast Asia.

Launched in 1895, the show
is an UFl-approved event
by The Global Association
for Exhibition Industry. MIFF
is organized by UBM Malay-
sia, a member of UBM Asia,
which recently became part
of Informa PLC, a leading
B2B information services
group and the largest B2B
Events organiser in the
world.

For more information, visit
www.miff.com.my or email:
info@miff.com.my

Putra World Tracle Centre (PWTC)
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ost
business
people
believe
that referrals are
just something
that happens.
Here's how to
create a buzz
around your
business so it can
market itselfl
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by Larry Mullins

Teaching your furniture store
how to market itself is a tricky
business.

Why? Because most business
people believe referrals are just
something that “happens.” But
referrals don’t just happen. This
is true even if your customers
love you, your service, and your
products. In fact, a study by Texas
University found that once a cus-
tomer has a positive shopping
experience, 83 percent of them
say they will provide a favorable
referral. The problem is, only 29
percent actually do.

This article will show you how
to bridge the gap, and make it
simple and easy for your happy
customers to fulfill their promise
to provide you with a referral.

First you should reprise the last
article, based largely upon "The
Referral Engine... Teaching your
Business to Market ltself" by John
Jantsch, with insights from Jay
Levinson, Seth Godin and Jay
Abraham. (Check it out at: www.
furninfo.com/Authors/Larry%20
Mullins/9).

This second installment will
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present ideas from the best selling
book by Andy Sernovitz: "Word of
Mouth Marketing ... How Smart
Companies Get People Talking"
(www.wordofmouthbook.com).
Sernovitz takes a somewhat dif-
ferent approach to referral mar-
keting. Over half of his book is
devoted to “How to Do It,” com-
plete with informative templates
and worksheets.

We begin by looking at the
issue of incentives. If's an area of
disagreement Andy Sernovitz has
with most leading advocates of
Referral Marketing.

Should Incentives Be Baked
Into Your Referral Program?

Sernovitz believes that offering
incentives to spread the word is
not only a mistake, it can actually
be counterproductive. He reasons
that paying them makes them
feel guilty: “People are engaging
in word of mouth because they
love you or it makes them feel
good. When you add a monetary
reward (or discounts, points or
miles) for a referral, you make
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it awkward and creepy. Just at
the moment someone is about
to recommend you, they think,
‘If my friend finds out | am being
paid for this, they’re not going to
trust me. I'd better not say any-
thing.”” The take away here is:
“The very powerful emotions that
create word of mouth and the
resulting affinity with your brand
are nothing to be trifled with.” He
goes on to caution that a loyal,
supportive client could be insulted
if you offer to pay for a referral.

A Preliminary Action Plan

If you are impatient and want to

“The very powertful
emotions that create
word of mouth and the
resulting affinity with your
brand are nothing to be
trifled with.”
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get started now, Andy also pro-
vides an immediate action plan
on page 201 of his book, a
page fitled: “Sixteen Sure Thing,
Must Do, Awfully Easy Word of
Mouth Marketing Techniques.”
Try to launch one word-of-mouth
project a week. Without much
more ado you can have a devas-
tatingly powerful word-of-mouth
follow-up program rolling before
your competitors know what hit
them.

* ook on the web for people
talking about you.

*Assign someone fo join those
conversations. Start today.

*Create a blog.

* Make a new rule: Ask, “Is this
buzzworthy2” in every meeting.

*Come up with one buzzworthy
topic. Keep it simple.

*Put something by your front
door that will remind people to
talk to a friend.

*Let your talkers sign up for a
private newsletter.

*Pick one easy way to track
word of mouth.

*Put a tell-a-friend form on
every page of your website.

*Put a special offer in an easily
forwardable email.

*Add a small gift and a word-of-
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"In every staff meeting ask your associates: 'Would
anyone tell a friend about thise' If you don't get
resounding 'Yes!' You need to get to work and add
some buzz."

mouth tool to every package
you sell.

*Have a private sale for your
talkers.

* Apologize for mistakes and
solve problems fast.

*Partner with a charity.

*Do something unexpected.

*Be nice.

*And don't forget: Do some-
thing worth talking about.

| would add: Create a simple
handout to give prospects when
they leave your store.

A Detailed 5 Ts Action Plan

Sernovitz presents his Five Ts
of word-of-mouth  marketing:
Talkers, Topics, Tools, Taking
Part, and Tracking. He drills down
and provides an in-depth market-
ing plan. He suggests you walk
through the 5Ts and apply them
to selling home furnishings. Over
half of Andy Sernovitz's book is
devoted to a practical applica-
tion of his ideas. In this section
of his book he explains the most
successful techniques for putting
them to work. The Five Ts of
word-of-mouth  marketing listed
above are detailed with specific,
simple, and inexpensive sugges-
tions.



TALKERS: Find
and identify them.

1.

Who will tell their friends about
you? Your job is to find the people
who like you, like your merchan-
dise and service, and who like to
talk about you. If, after reading
this article, you would like more
information on Talkers, download
the Talkers Profile Worksheet at
www.wordofmouthbook.com.

Happy Customers. When it
comes to referrals, nothing beats
happy customers. Especially when
they are also talkers. How do you
identify them? Look for extreme
interest - people who know the
names of your sales associates
and overflow with enthusiasm.
Make sure your sales team under-
stands that these people (who can
be annoying) are very valuable
word-of-mouth assets. Make sure
you tag people who fill out com-
ments cards, sign up for newslet-

RETA

ters, submit questions online, or
send you emails.

Online Talkers. Look for people
who have posted a favorable
comment about you on a website
somewhere. The fact they took the
time to write about you shows an
unusual degree of interest. To find
them, go to any search engine
that mentions blogs and social
media. When you find them,
email them. They will be thrilled
to hear from you.

Eager Employees. Your employ-
ees should be proud of what they
do for you and can be great word-
of-mouth representatives. To find
the “talkers,” look around. They
will be self-evident. Identify them,
encourage them, and feed them.

Listeners. They can also be big
talkers. If they care enough to
subscribe to your newsletter they
are hungry for the latest buzz.
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Find them on your subscribers’
lists. Make contact.

Fans. They may not be big spend-
ers. If you have high-end brands
they could be fans if not custom-
ers. Chanel and Gucci did not
build their brands from the few
super rich who could afford their
products. They built them from
millions of fans who dream about
affording them someday.

Create A Talker Program

This can be done in four simple
steps. You will need to:

*Post a topic that you can
use today.

*Create a campaign worth
talking about.

*Become a buzzworthy
company.

*Create a newsletter.

Once you find your talkers then your job

is to give them some buzz. Think of it as a
simple message that will spark interest and
conversation, nothing long, cumbersome
and formal. Check out the "do-over"
promotion exhibit by Homecrafters in
Helena, Montana. The Homecrafters team
faced an awful blizzard when they attempt-
ed a Grand Opening Sale in February. So,

to make lemonade out of a big lemon they
created a buzzworthy "do-over" ad to run in
the spring.
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"Word-ot-mouth

messages are temporary. They are not intended to be your official
marketing messages, so keep them fresh.”

TOPICS: Ones they

will talk about.

2.

Once you find your talkers,
your job is to give them some
buzz. Think of it as a simple mes-
sage that will spark interest and
conversation, nothing long, cum-
bersome or formal. Check out
the “do-over” promotion exhib-
it by Homecrafters in Helena,
Montana on the previous page.
The Homecrafters team faced an
awful blizzard when they attempt-
ed a Grand Opening Sale in
February. So, to make lemonade
out of a big lemon they created a
buzzworthy “do-over” ad to run in
the spring.

Florida-based  Leather by
Design (LBD), drops flyers and
ROP ads periodically announc-
ing special limited time discounts.
One unusual technique LBD uses
is a two-sided broadsheet wrap
(equal to two full color pages)
repeating the exact same offer on
five successive days. This retail-
er gets a big discount from the
paper for this effective, buzzwor-
thy strategy.

According to Sernovitz, word
of mouth is as much about prod-
uct features as it is about mar-
keting. Leather by Design fea-
tures a limited number of brands,
all top of the line, each with a
brief, buzzworthy descriptive han-
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dle. Stressless, “The world’s most
comfortable furniture.” Palliser,
“Furniture designed by you.”
Natuzzi, “The world’s best known
furniture brand.” If you want to
create a brand for your store you
will need to describe and demon-
strate products that people fall in
love with and who are compelled
to share their new knowledge with
friends. In every staff meeting ask
your associates: “Would anyone
tell a friend about this2” If you
don’t get a resounding “Yes!”
You need to get to work and add
some buzz.

The best word-of-mouth top-
ics may come unexpectedly from
customers. Listen carefully, and
go with whatever buzz floats their
boat. Word-of-mouth messag-
es are temporary. They are not
intended to be your official mar-
keting messages; so keep them
fresh. Special sales always create
a buzz. So, create a hot offer, put
it in an email, and ask your asso-
ciates to share it with their friends.

The delivery team captain who
suggests he is willing to dispose of
your old stuff automatically gen-
erates extra buzz for the team and
priceless word of mouth for their
company. Sears lefs you return or
exchange major appliances, no
questions asked, within 90 days.
That's an important service if your
refrigerator looked great in the
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store, but looks terrible in your
kitchen. More and more small-
er independent home furnishings
stores are offering “Free local
delivery,” and free removal of old
furniture and mattresses.
3 TOOLS: To help you

« become a buzzworthy
company.

Charities. Partnering with a charity
affords immediate buzz. Charities
come with their own built-in net-
work of talkers. National or local,
small or large, supported groups
have a reason to talk about you.
They are organized, committed,
and feature ready-to-use commu-
nication channels. Count on peo-
ple telling their friends: “Patronize
that store; they support worthy
causes.”

Campaigns. Repeatable adver-
tising, such as the aforemen-
tioned Leather by Design “wrap”
series, always creates its own
buzz. Staples came up with @
good campaign featuring an
“Easy Button” and the theme of
“That Was Easy.” They sold over
a million of these buttons. People
put them on their desks. It was
talked about in a million offic-
es. They created additional buzz
when they donated the profits to
charity. You put a lot of money
into advertising, wouldn’t it be
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Florida-based Leather by Design
drops flyers and ROP ads periodically
announcing special limited time
discounts. One unusual technique LBD
uses is a two-sided broadsheet wrap
(equal to two full color pages)
repeating the exact same offer on

five successive days. (There is a big
discount from the paper for this

effective, buzzworthy strategy.)

nice if it was equally buzzworthy
and repeatable?

Viral campaigns are email
messages specifically created to
generate buzz. They can be any-
thing of general interest such as
coupons, newsletters, or product
updates. These are so common
now that some people think they
are the same thing as word of
mouth, but they are really only
one of the useful tools you can
use. A viral campaign is often
pure luck. A campaign offering
free coffee at any Starbucks inside
a Barnes and Noble went viral

and created lines out the door.
Who knew?

Long term, sustainable word of
mouth comes when a buzzworthy
company becomes truly immersed
in a word-of-mouth philosophy.
The best topic of all emerges when
a business becomes worth talking
about in every phase of customer
contact. That transformation is
the process by which your orga-
nization changes from one that
is spending huge amounts on
advertising to push their message
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out, to one that is pulling in cus-
tomers, virtually for free, by word-
of-mouth advertising. Create your
own “Prospect Touch Map” from
the exhibit sample provided in
this article and make sure you are
providing the tools your associ-
ates need to do their jobs.

Products. Extraordinary merchan-
dise creates sustainable, long
term, company-changing word of
mouth. Buy with this fact in mind.
Your suppliers should update you
and your staff about the unique
benefits and features their prod-
ucts possess that make people’s
lives better. Everyone in your
stores should learn to love the
stuff you sell, extol the benefits it
provides, and communicate that
love.

Be Unique. Do things that are,
by their nature, interesting top-
ics of conversation. Somewhat
like that old marketing princi-
ple of positioning, in which you
strive fo own a unique position
in the client’'s mind. In this case
you strive to own a unique posi-
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tion in the client's conversation.
Palliser Leather encourages cli-
ents to participate in the design
of their home furnishings. In the
“old days” Curtis Bros. Furniture
in Washington, D.C. set aside a
month to celebrate new brides.
Brides could register to win an
all-expenses-paid honeymoon,
compliments of several partic-
ipating companies. A modern
version of this often neglect-
ed niche is sure to create buzz.
Sernovitz reveals that Crayola’s R
& D geniuses came up with Color
Wonder magic markers that work
only on special paper and not
on walls or children. Imagine the

"Involve anyone who
enjoys being online,
who has a passion for
your products and what
you do."
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buzz this concept generated!

Newsletters. Free Information is
a great way to get people talking.
Without a doubt the most pro-
ductive thing you can create is
a weekly newsletter. It is easy to
produce, relevant to the reader,

Adjust the prospect "touch map" (below) to
fit your operation. When you complete the
scripts/tools column on the right, you are
well on your way to creating a business that
markets itself.

and easy to pass along. If you
don’t have an email newslet-
ter, start one today. Don’t worry
about giving out too much infor-
mation. The material you share
proves your expertise and attracts
customers. It makes them want to
talk about you.

Sernovitz believes the first formal
word-of-mouth marketing began
in the fifties, when they were
called “fan clubs.” Teenyboppers
gladly paid fifty cents to join the

“You can have a fan
club for anything, even
WD-40. Members gef
a membership card,

a weekly newsletter with
tips and tricks and lots
of fun.”

ACTION RESPONSIBLE PEOPLE TOOLS/ SCRIPTS PROVIDED
Prospect Phone Call o Entire Staff —_ Training Scripts
Prospect Store Visits o Sales Staff e 4 Greeting Scripts

Prospect Leaves Store Sales Staff Scriot For Store Handout
Without Purchase —_ ales Sta 5 cript For Store Handou
: Greeting Script
Prospect Makes Purchase —_ Sales/ Office Staff —_ Sales Training Tools
Office Script
Pick Up o Warehouse Staff e 4 Customer Greeting Script
Delivery o Delivery Crew —> | Script To Reinforce Purchase
Referral Request Script
Get Permission To Market
Follow-Up Call —_ Sales Consultant Script To Reinforce Purchase
or Sales Manager - Ask It Delivery Captain
or CEO (best) Provided Referral Cards?
Ask If Delivery Captain
Requested Permission To
Market?2
Service —> Service Manager =—> | Schedule Service Script
Scripts To Provide One
More Opportunity To Exceed
Customer Expectations
Follow-Up Call —_ Service Manager or Sales 3 Ask If Issue Was Resolved
Manager or CEO Ask For Recommendation
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"Sernovitz presents his

Five Ts of word-of-mouth marketing: Talkers, Topics, Tools, Taking Part, and Tracking."

Buddy Holly Fan Club. “You can
have a fan club for anything,
even WD-40.” Members get a
membership card, a weekly news-
letter with tips and tricks and “lots
of fun.” EBay does a great job
of recognizing folks who interact
with the company. “Status sym-
bols like logos, icons and vari-
ous enhancements demonstrate
recognition of special people.
Microsoft's MVP Program is a
classic example of how to make
your fans and talkers feel recog-
nized and important.” Check it
out.

As a reminder, put the message
“Tell a Friend” on every page
of your website. Also put these
words in every email you send.
Train your staff to end each sale
with a cheerful: “Please don't for-
get to tell your friends.”

4,

Who

TAKING PART: Join in the
conversation.

should be

involved?

Everyone! Involve anyone who
enjoys being online, who has a
passion for your products and
what you do, and has some time
to do it. t's a great way to get
your staff involved and an oppor-
tunity for them to become stars.

5.

Someone on your staff should
be checking the web every day for
comments on your business, your
brands and your products. He or
she should be qualified to answer
their questions and address their
issues.

TRACKING: Listen to what
they are saying.

Conclusion

This concludes our two part
series on referrals and word-of-
mouth advertising. If you want
more information, check out
Andy Sernovitz's website, www.
wordofmouth.org.

You can also sign up for his free

newsletter there. It is outstanding.

About Larry Mullins: Larry Mullins
has 30+ years of experience on
the front lines of furniture mar-
keting. His mainstream executive
experience, creative work with
modern promotion specialists,
and mastery of timeless advertis-
ing principles have established
him as one of the foremost experts
in home furnishings marketing.
Larry’s turnkey Mega-Impact pro-
grams produce results for every-
thing from cash raising events fo
profitable exit strategies. His new-
est, Internet Leverage Strategies
have achieved record-breaking
increases in sales and profits. Larry
is founder and CEQ of UltraSales,
Inc. Call for a free, no-obligation
consultation on your store’s efforts
to achieve your Mega-Marketing
goals. Reach Larry directly at
904.794.9212 or email Larry@
LarryMullins.com. more articles by
Larry at www.furninfo.com.

£ 1

“The Best Overall Resource For
Mattress Sales Professionals!”

by David Benbow.

291 pages of sales boosting power.
Get It At.... http://www.bedsellersmanual.com
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Best Sellirg

DESIGN

Omnia

This Euro-styled sofa is available as a stationary
piece, or with motion options including power box
chaise recliners, power tilt headrests and a new
power lumbar feature.

Contact information on page 136.

Nouveau Concept

Muniz

The Chloe Console table features thick tinted The AV472, is a 56" TV base with a contemporary look.
acrylic, hand cut, sanded and polished. Clean Available in 22 colors.

and simple lines make this a treasure in both Contact information on page 136.

contemporary and transitional interior environ-

ments.

Legends

The relaxed contemporary Tango Collection
offers champaign brass accents, and a warm,
inviting style.

Contact information on page 136.




Maxwood

Despite the recent tiny house trend, longer, bigger kids beds and
bunks are becoming the norm. When choosing the right bed for
children, many parents are opting for the lasting solution offered
with XL sizes. Contact information on page 136.

Huntington House

The 7747-20 sofa adds a
modern vibe to the classic
Chesterfield style. Shown
here in crimson velvet and
faux skin throw pillows. Made
to order in fabric or leather.

Contact information on page 136.

Kas

Vibrant metallic accents are the foundation
that adds depth and dimension to the
Montreal Collection. These stylish rugs

have a trendy neutral color palette and offer
elegant traditional and transitional patterns.
Machine woven in Turkey of shrink polyester
and viscose with a low /4" pile height.

Contact information on page 136.

Norwalk

Doggy Digs, is designed to accommodate
pampered cats or small to mid-size dogs.
It is available in small, medium and large
sizes. Specialty performance fabrics and
vinyls are perfect on these nicely padded
pet beds.

Contact information on page 136.
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Flran

The Turner collection features modern, contemporary
styling with box seats and wide arms. Features include
chaise lounge seating and a two-motor design with
dual controls for power recliners and power assisted
headrest. Available in a variety of fabrics, leathers and
leather/vinyl combinations.

Contact information on page 136.

Surya

The Newman is a traditional table lamp with
translucent glass body and natural linen drum
shade.

Contact information on page 136.

Adriana Hoyos

The Rumba Cocktail Table 200 features an oval
shaped French Oak top with sinuous lines that rise
from its base, repeating the beautifully shaped
curves.

Contact information on page 136.

T0V

The Orchid Accent Chair draws its inspiration from
Hollywood glam design. lts sloping arms, luxurious
velvet upholstery and gold tipped legs are sure to
make an impression in any space.

Contact information on page 136.



Borkholder

The striations of canyon walls inspired the new Aurora Collection
with simple, bold forms composed from slabs of solid Red Oak.
This four-door credenza emphasizes the natural architecture of
the earth with a strong, linear quality and visually uninterrupted
deep cuts on the doors and side panels.

Contact information on page 136.

Arason

The criss cross molding on
this space saving cabinet bed
is reminiscent of a Tudor style
window. Available in white,
black and ash, the Essex
style has a 47-inch wide by
9-1/2 inch deep drawer for
storing bedding. The drawer
telescopes out on felt covered
runners that support the
fold-down front panel when
open.

Contact information on page 136.

Bellini Modern Living

The Abstract Series features art inspired by
artists such as Kandinsky and Pollock. A bold
use of color throughout creates a focal point for
any wall space in need of an aesthetic boost.

Contact information on page 136.

Cochrane

Haverford dining has classic styling in a choice of two
finishes; warm vanilla bean (shown) and two-tone
vanilla bean over white. Shown is 46" round top table
with double X back chair.

Contact information on page 136.
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Best Selling

DESIGN

Xcella Furniture Home

The Lancaster Chair introduction
has a rain forest jungle satin fabric
back and blue velvet upholstery on
the inside. If's available with steel
or wood legs.

Contact information on page 136.

Country View Woodworking

Featured in Brown Maple 117, this set is a leader
in CVW’s Premier Express Ship Dining Program,
available within two weeks. The classic oval top
with transitional trestle frame is complemented

by a smartly rounded top rail.

Contact information on page 136

Klaussner

The Becks sectional has wide, bordered,
low-standing track arms and wide, short legs. It
features loose-back welt-bordered cushions, and
down-blend seat cushions and arm pillows.

Contact information on page 136.



Benchmaster

The Power Chair from Benchmaster offers both comfort and style.
Contact information on page 136.

Istikbal Furniture

The Vals sofa is designed to look
fabulous and offer incredible
performance. The sofa features
tufted back and seat cushions,
rounded arms and elegant tufted
sides and rear.

Contact information on page 136.

Nourison

This contemporary floral rug design features
abstract flower patterns in ombre shades of
beige, green, brown, and pink. The thick wool
pile has sleek Luxcelle highlights, hand carved
for exceptional depth, sheen, and texture.

Contact information on page 136.

Jaipur Home

The new Industrial Lattice 4-Door Sideboard/
Cabinet is part of the Structured Simplicity
Collection. It is constructed using tongue and
groove joint methods from a combination of
reclaimed wood and new Mango timber in a
blended finish and galvanized metal.

Contact information on page 136.
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OPINION

d loves the
High Point
Market. Bill,
not so much.
They share views
about how they
see the future
of our largest
show.

by Bill Napier & Ed Tashjian

Editor's Note. A Bit of History:
Furniture shows had their roots in
the 1870s, when manufacturers
held small cooperative displays,
mostly in warehouses, bringing
buyers to goods instead of bring-
ing goods fo buyers. This solution
proved less than satisfactory for
buyers who had to travel long dis-
tances to view goods without the
advantages of modern roads or
“horseless carriages”.

Furniture Markets 1891

Twenty years later, Charles
Spratt a traveling representative
for Furniture World Magazine,
believed he had a solution. Spratt
arranged a series of meetings
sponsored by the Central Furniture
Manufacturers’” Association. The
result was the formation of the
American Furniture Manufacturers’
Exposition in NY on March 12,
1891. The new association took
over a building on 3rd Avenue
and 63rd street, renting space at
10 cents per square foot for the
purpose of selling to the furniture

114 FURNITURE WORLD  September/October 2018

COUNTERPOINT

trade only. Retailing was strictly for-
bidden. At first, only Eastern manu-
facturers were permitted to show at
the exposition, but these rules were
soon relaxed and mid-western
companies were admitted. Spratt
believed that in order to establish a
national market, there must be no
limitations or advantage given to
individual exhibitors based on their
geographic location. The furniture
Market system as we know it today
had been launched. By 1895, fur-
niture expositions had expanded
to New York, Chicago, Rochester,
Cincinnati, Boston, Philadelphia,
Indianapolis, Rockford, St. Louis,
Grand Rapids, Jamestown, and

Shelbyville.

Since then, furniture show venues
have come and gone, but in many
ways, the basic home furniture
marketing model has remained the
same.

Furniture Markets 2018

Today, another wave of tech-
nological innovation has Furniture
World's point/counterpoint duo,
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Bill Napier and Ed Tashjian, think-
ing about the future of furniture
shows, including that behemoth,
the High Point Market.

| don't relish putting myself in
the middle of Ed and Bill's dis-
cussion, but affer visiting over
70 High Point Market exhibitions,
and making many thousands of
showroom visits, | feel justified in
sharing the following observation.
Whether you are a retailer or
a manufacturer, preparation and

"Waytair and Amazon
send more people

to market than any
other institution.

Like everyone else, they
want to be first to see
the newest and the most
interesting trends in
fashion, logistics, and
marketing." - e fsion

attention to detail are the keys to
having a successful market expe-
rience. Large shows are complex
ecosystems where manufacturers
and retailers share responsibility
with show management for their
own success. Woody Allen noted
that, "Eighty percent of success is
showing up.” That definitely isn’t
true for furniture shows, where the
how, where, with what, with whom
and why you show up count for
more than 50 percent of any suc-
cessful showing.

This is Bill and Ed's sixth install-
ment in the series, having previ-
ously debated celebrity licensing,
digital advertising overload, the
millennial myth, whether or not
furniture brands matter, and ben-
efits to early adapters of VR/AR.

"Ed says retailers like
Amazon, Wayfair and
Hayneedle send large
buying groups to
furniture shows. | believe
this won't last." - i nopie

short, they believe the concentra-
tion of dealers and new technolo-
gies will make it obsolete.

My point of view is that the High
Point Market will not only contin-
ue, but it will thrive in the foresee-
able future. And the smart money
seems to support my position.

POINT: Ed Tashjian

Follow The Money

There seems to be some con-
versation regarding the contin-
ved relevance of the High Point
Market. Some folks think it's an
institution and will last forever,
and others, including my point/
counterpoint partner Bill Napier
believe its days are numbered. In
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In 2011, when Oaktree and
Bain Capital formed a partner-
ship to buy much of the readl
estate in High Point under the
aegis of IMC, they spent over
$500,000 in research and used
the talents of the smartest MBAs
to determine whether it would be



"High Point Market is even better

if you are a buyer. For a week you are valued and admired, your jokes are
funny and it looks like you've lost weight..." -t

a good investment. For a cup of
coffee, | could have told them it
was a great investment! Fast for-
ward to 2017 when Blackstone
doubled down and purchased
IMC. Blackstone, by the way, with
over $371 billion of assets under
management, is unlikely to run
out of capital for future re-devel-
opment and acquisition. Further,
on any drive through High Point,
you can’t miss the amount of new
construction. These are massive
corporate showrooms that are
depreciating their assets over 30
years. What do they know that
others don’te The first rule of
business is to follow the money.

Consolidation

One of the arguments is that
High Point isn’t necessary any-
more. The Top 100 retailers
account for approximately 80
percent of the $110 billion spent
on furniture each year. They say
it will be cheaper to simply bring
the furniture to them. This is an
erroneous argument. First, the
math only works if you sell con-
tainers direct to fewer than 25
retailers. Second, there’s still $22
billion dollars on the table.

Too Many Markets

Another argument is that there

are too many markets. Some
question why the consumer elec-
tronics industry can get by with
one market per year and fur-
niture needs four. It's because
we are in the fashion business.
Our furniture business is one of
the most creative and nuanced
industries in America, constantly
searching the globe for the latest
in materials and designs. And
the buyers—those 50,000 interi-
or designers, case and furniture
buyers, demand freshness and
creativity to serve their customers.

Buyers & Technology

| hear some people say that
technology will obviate the need
for seeing the furniture face-
to-face. | embrace technology.
Technology makes furniture bet-
ter. Technology democratizes
data and levels many playing
fields. But technology will only
grow the pie and will make High
Point that much more important.
In fact, technology will enhance
High Point. Near-term, augment-
ed reality and 3D modeling will
be commonplace. That will only
increase the desire to see furni-
ture the same way it did for auto-
mobiles.

People ask me about e-com-
merce. Will Wayfair and Amazon
co-opt the digital assets of High

Point and make furniture buying
on a B2B basis easier over the
Internet than in person? Here's the
irony. Wayfair and Amazon send
more people to market than any
other institution. In April, Wayfair
sent over 100 people. Like every-
one else, they want to be first to
see the newest and the most inter-
esting trends in fashion, logistics,
and marketing. Does anybody
really believe that the designers
and buyers in our industry are
going to make it easy for them
to get the upper hand by staying
away from markets?

Fun?¢

Finally, let's face it. For fur-
niture junkies like us, the High
Point Market is just flat-out fun.

"They spent over
$500,000 in research
and used the falents
of the smarfest MBAs.
For a cup of coffee,
| could have told
them it was a great
investment!" . & resion



HIGH POINT
COUNTER POINT

This is the most jovial and col-
legial of all industries. We like
each other, are happy to see
each other and look forward
to shaking hands and break-
ing bread. It's our Disneyland.
lt's even better when you're a
buyer. It provides a respite from
the day-to-day headaches of
demanding clients. For a week
you are valued and admired,
your jokes are funny and it
looks like you've lost weight.
You have more invitations for
drinks and dinner than you can
possibly attend, and for a brief
while, you're the most important
person on the planet.

Ed's Conclusion

High Point is the Mecca of
the furniture world. It has scale
with over 10 million square feet
of show space and approxi-
mately 2000 exhibitors. There
are around 70,000-80,000
attendees from over 100 coun-
tries. Yes, there are markets in
Shanghai, Paris, and Milan—
but High Point is the biggest
and is highly regarded. If you're
selling, you want to be where
your customers are. If you are
buying, you want to see the wid-
est choice of the newest things
in the shortest period of time.
The High Point Market provides
both of these, bringing buyers

and sellers together efficiently,
effectively and joyously... and
that is why it will be around for
a long time.

COUNTER POINT: Bill Napier

In spite of Ed's persuasive
argument in favor of the High
Point Market, | see a dramatic
decline coming in five years,
seven at most. Here's why.

| started attending the High
Point Market in 2000 and was
amazed by all the buildings, all
the people crowding the streets.
Today, published numbers say
80,000 people from all over the
world attend High Point Market.
Sure, there is more square foot-
age today than in 2000, but just
look around. Remember when
you couldn’t get on an elevator
without obnoxious waits and
having to stop on every floor?
And how many retailers attend
the show? | bet Ashley alone
sends 800 to High Point.

Bottom line, | see a number
of trends that point to reduced
attendance and lower manufac-
turer market participation.

Follow The Money?

| don't agree with Ed’s anal-
ysis of Bain and Blackrock's
investing practices. To me, it's
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a short-term “flip” scenario. Buy
all the markets, raise rates, ROI
your investment and flip it. |
believe that Vegas would make
a great condo conversion.

As for all the building going
on in High Point, it makes per-
fect sense, especially if you take
a closer look at who is doing
the building. The companies
Ed references are large Asian
manufacturers, many public,
that need this presence. The
remaining mid-sized and small-
er manufacturers, ones that pay
for the other 2000 spaces, will
be dwarfed by these companies
and a few other majors. What
happens to most of the indepen-
dent stores when a Wal-Mart
comes to town? That's what I'm
talking about. Interesting how
history always repeats itself,
especially in our industry.

"Ask yourself, where
will these high
volume retailers buy?
Will it be o the
shows or direct from
factories, except for
a few i’rems?” - Bill Napier
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Near ferm, augmentec
and 3D modeling will be commonplace. That will only increase the desire
to see furniture the same way it did for automobiles." - eretion

Retail Consolidation

There has been a contraction
of independent retailers since
the recession. About 10,000
storefronts have been lost. Retail
expansion with outside capital
investments in Bob’s, Art Van and
others has accelerated. Ask your-
self, where will these high volume
retailers buy2 Will it be at the
shows or direct from the factories,
except for a few items? I'm betting
it will be the direct from factories
scenario which won't be good for
furniture shows.

Consumer Buying Behaviors

Once again, we are missing
or ignoring trends in purchasing
behavior. It wasn't long ago most
people in the furniture business
believed no one would buy furni-
ture online. Fast forward to 2018
and look how much the world
has changed. Online sales have
doubled in the past five years to a
projected $42.7BN. According to
the statistical website statista.com,
over 224 million people shopped
online in 2019. The online furni-
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ture sales growth curve isn't going
down, it's going up, and up.

According to a report by e-mar-
keter in March of 2018, furniture
was the top category U.S. Internet
users preferred to shop digitally
vs. in-store. We even beat shoes
if you can believe that, along with
clothing, beauty, and electronics.
Now consider venerable retail
names brought low by the inter-
net. Sears, JC Penney, Bon Ton’s
and Toy’s R Us. It's all about the
consumer. They rule at our igno-
rance and expense.

And, the continuing online trend
is supported by demographics.
The size of the average new home
is shrinking, and the Millennial
generation is still by-and-large
renting. Guess what folks?
Apartment-dwelling  Millennials
don’t buy as many multiple rooms
of furniture and, what they do
buy, tends to support online pur-
chasing.

Retailer Buying Behaviors

What do the consumer buying
trends discussed above have to

September/October 2018

do with professional buyers who
attend High Point2 A lot. My point
is that if consumers don't have to
touch it, feel it, sit in it, to buy it,
what makes you so certain that
the same couldn't be true for pro-
fessional buyers?

Ed says retailers like Amazon,
Wayfair and Hayneedle send
large buying groups to furniture
shows. | believe this won't last.
It makes sense going forward
these online giants will not only
sell online, but buy the majority
of their products as well using
new search and Al technologies.
Why wouldn’t they adapt the tools
they've created for their customers
use, to streamline their own buy-
ing process?

Technology

To Ed’s point, technology could
grow the furniture industry, and
it does level the playing field by
democratizing data, but only if
our industry uses it.

I've lost faith that companies
in our industry will do that any
time soon. How many retailers
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still use fax machines? Too many!
And just look at their websites,
templated, loaded with "buy now
on-sale" pitches, are hard to nav-
igate and lack content.

The same is true for those
technlolgy-laggards,  furniture
manufacturers. I[f's my view for
manufacturers that don't adapt,
don't innovate, will simply not be
able to justify the funds neces-
sary to show at multiple furniture
shows. This will start a feedback
loop, fewer manufacturers and
less retail traffic. In fact, it's hap-
pening already.

Alternatives

We already see buying groups
siphoning off independent buyers
with their own dedicated shows.
What if the largest manufactur-
ers left High Point and Vegas
and built permanent showrooms
in or alongside their distribution
centers¢ That would not bode
well for major shows. Most com-
panies have DCs on the coasts
and in middle America. These

showrooms could be open seven
days a week. It would be easier
for buyers and better for manu-
facturers. And, it could all cost
less than their present showroom
leases, the cost of moving prod-
ucts in and out, of taking reps off
the road, entertaining and more.

Fun?

Ed thinks High Point is fun. |
disagree. It's really hard to get
to, there aren't many good places
to eat or entertain, it's archaic to
navigate, and did | mention it's
expensive and stressful to attend?
Before | conclude, let me rant a
bit about the Las Vegas Market.
| love going to the Vegas Market
because it's so easy. Easy to get
to, great hotels, shuttle service,
and restaurants. There's only one
thing not to love about Vegas.
The summer market!

Bill's Conclusion
build it,

Just because you

"If consumers don't have fo touch it, feel it, sit in i,
to buy it, what makes you so certain that the same
couldn't be true for professional buyerse" s vese

doesn’t mean they’ll come. Like
| said at the start of this counter-
point, give it five to seven years.

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

com or call (828) 855-0100.

About Bill Napier: The Managing
Partner of Napier Marketing
Group, Bill has been chief market-
ing officer for small, medium and
large companies, most notably
Ashley Furniture Industries.

He is a featured writer/speaker
whose passion is to help retail
brands & brick mortar retailers
grow their businesses by creating,
guiding and deploying success-
ful marketing 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
strategies for retailers and brands.
Contact: napier@napiermkt.com

or 612-217-1297.
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AV OBSERVER

THE CURSE OF

FOUR PERCENT UNEMPLOYMENT

ere are

five great

ideas

that will
make it easier
to hire better,
more loyal
employees in
this very tight
job market.

by Gordon Hecht

There is an ancient proverb
that says “What we think is a
curse is sometimes a blessing,
and what we think is a blessing
is sometimes a curse.” You really
don’t have to look too far back to
see that. Last decade’s recession
was a cursed period for retail
and manufacturing business, but
the blessing was that business
managers and owners had to
really pay attention to every dol-
lar spent. Efforts to streamline
and “go lean” were in high gear.
Many of the practices adopted
during that recession are still
being used to help keep busi-
nesses efficient and profitable.

Another curse of 2009-2013
was harsh unemployment. You
may remember that it topped
10 percent early on, then final-
ly dropped below eight percent
in 2014. If you were unlucky
enough to live in Nevada or
Michigan, the high number was
close to 15 percent. lt's hard to
call it a blessing, but if you were
a manager or business owner you
could count on having a deep
pool of potential employment
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candidates. For the most part,
these were good people who did
great work, but were just unlucky.
If you had good people on your
team, the recession made them
loyal. Most people knew outside
prospects were dim, and they
worked like their job depended
on it!

For many different reasons, the
economy has turned for the bet-
ter. The current unemployment
rate in the US is 3.8 percent. Back
in the old days when | hitched my
horse at school, college econom-
ics professors taught us that four

"It your net profit
(EBITDA) is six percent,
you are losing $1,500
to $2,700 in net
orofit dollars per
month just from being
understaffed."
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"Retail stores succeeo

when their sales teams look more like their customers.
If you don't believe me, check out Victoria's Secret,
The Apple Store, Jared Jewelers, and Pearle Vision.'

-
percent unemployment was con- career choice following grad- healthcare ranks number two
sidered “Full Employment” mean- uation, | believe less than one as an issue on people’s minds.
ing that everyone who wanted percent would say that they

» Shoppers can be difficult:
Robert Moses is quoted as
saying “I love the public; it’s

a job, had one. Shave another  want to pursue a retail career.
200 basis points off of that and The pay may not be enough to

you can see o recruiting crisis is cover their student loans. iust the people | can’t stand”.
looming. * Schedules are lousy: Retail Retail shoppers are ready to
schedules are not family or fight over the least little slip
Greatest Challenge For Retail ~ work/life balance friendly. up. If your delivery truck is 15
Stores are open nights and minutes late, or there is a pin-
Whenever someone asks me  weekends because that’s when hole tear in the product plastic
what | think will be the greatest people are off work. Your pro- wrap, many shoppers want
challenge for retail businesses spective recruits want that time to escalate the issue for extra
over the next five years, my very off, too! discounts, new products, and

sometimes your employees’
necks! And their language ain’t
too pretty either.

fast response is “Recruiting Great
People”. There are four factors
that lead me to this conclusion:

* Benefits aren't always the
best: Sure, some of the Big
Box retailers offer some good

*Not anyone's dream job: benefits, but things like health-
Retail is the dream job of no care and paid time off are What You Can Do
one! If you asked every high darned expensive. However,
school senior about their next to national security, You can combat this! All you

', The Furniture Library
> JF\ adopt a book program
elp the Bienenstock Furniture Library to preserve the history of furniture design.

Support the Library's program to restore important volumes available to
students, designers and researchers, housed in

our climate controlled rare book room. m L
1 % i~

For More Information Call Karla Webb

336-883-4011 e info@furniturelibrary.com ¢ High Point, NC FBJRENI\;ITEJ;IESIBORERlﬁ
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HELP YOUR MANAGERS AND !
BUSINESS TO SUCCEED WITH OUR \

]
I

MANAGEMENT

@ Analyze and improve employee performance @ Conduct effective sales team and business meetings
@ Recruit, hire, discipline, and terminate employees @ Prepare yourself, your store, and your staff for success
= ©
M= =1
© ¥]
NN
Cloud-Based Manager Resources Created by Industry Experts
Access and leamn Printable tools to help Learn skills used by

anywhere, anytime. you do your job. successful managers.
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RIS LS AN UNEMPLOYME

have to do is convert your compa-
ny culture from being just another
retail job (aka-my career before
my real career) to being THE

PLACE TO WORK.

The only catch is, getting and
keeping good people will cost
you money.

Empty chairs and revolving
employees, however, will cost you
more!l Assume your mattress store
has a staff of three RSAs, full or
part time. Or, if you have a furni-
ture store, let's assume 10 people
are on your sales team. If you
lose one person, the rest of the
team will pick up SOME of the
slack, but they will never cover
all the lost sales due to unattend-
ed or under-attended shoppers.
Experience shows that monthly
sales losses total about $25,000
in sales in a mattress store, and

$45,000
Flooring and Appliance stores can
suffer an even larger loss. If your
net profit (EBITDA) is six percent,
you are losing $1,500 to $2,700
in net profit dollars per month just
from being understaffed.

Even just changing the way you
view staffing and making some
no-cost or low-cost changes will
help reduce this loss. Here are

five areas to consider.
'| Recruiting: Retail stores
. succeed when their sales
teams look more like their cus-
tomers. If you don’t believe me,
check out Victoria’s Secret, The
Apple Store, Jared Jewelers, and
Pearle Vision. Jared’s RSAs look
like they are in competition with
Mr. T for most bling, and everyone
at Pearle wears glasses whether
they need them or not. Many of

in a furniture store.

your shoppe‘r's have taftoos, pierc-
ings, and some wild haircuts and
colors. When candidates come
in for interviews, don’t discount
their abilities based on how they
look. If you are looking to add on
some bilingual candidates, then
be sure to advertise in non-En-
glish newspapers, radio stations,
and websites.

"A four day work-week
gives employees the
option to have one less
day of childcare and
commuting, or one
more day to pursue
experiences.’

“Thanks Larry for Another Fantastic Event!”

[ MICHAEL BRUCE |

This is the second time we have worked with Larry on a retirement sale for a
store we purchased, and he was great again. The concept he uses to develop a
story thru the marketing and then allows us to conduct the sale with our own
people is fantastic and | believe provides for the best results. We were
overwhelmed with the amount of business the first week of our event and Larry
was able to adjust the marketing and event schedule to continue to maximize the
opportunity after we attempted to catch our breath. Thanks Larry for another

fantastic event!
Michael Bruce, of Bruce Furniture: Kearney, Hastings, Holdrege, Alliance and North Platte, Nebraska

Why Use an on-site Hired Gun and Pay Three or Four Times More?
With a Larry Mullins Turn-Key program (Customized to Your Store)
YOU will be in Charge and You’ll Net LOTS More Profit!
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2018 INDUCTEES
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g
KURT L. DARROW ALLEN E. GANT, JR. KEITH KOENIG PAUL B. TOMS, JR.
La-Z-Boy Incorporated Glen Raven, Inc. City Furniture Hooker Furniture Corp.
KEYNOTE ADDRESS

ENTERTAINMENT

MIKE KRZYZEWSKI JONATHAN AND DREW SCOTT RICK BRAUN

Head Men's Basketball Coach, Entrepreneurs and Trumpet Maestro
Duke University TV Personalities

COCKTAIL RECEPTION 5:30 P.M. | DINNER 6:30 P.M.
AFTER PARTY 9:15 PM. | BLACK TIE OPTIONAL

For more information: www.leadwithvision2018.com
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A known destination for top
brands and up-and-comers offering
furniture, rugs, accessories,
and casual

furniture.

Four Hands

L]
a "
design HPMKT
HPMK Tod MARKET CENTERS HIGH POINT MARKET
gnOnHPMkt < IMCHighPointMarket.com

ghPaintMarket.com

October 13-17




Upscale showrooms offering a full range of home .
. . i . . iy !
furnishings including furniture, rugs, wall art, accent . |
. \ ; . L ' '
furniture and decorative accessories. Market Square is -

an ideal destination for fresh

products and new resources. MARKET '. II
J

S UARE Home ' ! -
.wQus UITES Aty e

Where design begins.

d@Sign INTERNATIONAL HP:NIKF

HPMKT: MARKET CENTERS HIGH POINT MARKET

@Q +0--ign0nHPMKE ¥ IMCHighPointMarket.com
@ ) MCHighPaintMarket.com heart D cto b er 13-17
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"Never tolerate harassment

or bullying of employees. Either should be grounds for immediate termination."

2 Consider college loans:
« It may not be number one
on people’s lists of concerns, but
large college loans are a big bur-
den many young people carry.
It is probably the biggest reason
that they are living with Mom and
Pop longer, and not buying home
furnishings. One of the greatest
benefits you can offer is college
loan assistance. Just offering to
pay off $1,000 in college loans
after one year of employment and
$2,000 a year every year after
that will gain and keep great loyal
people. It boils down to $80-
$160 a month cost per person.

3 Address  scheduling.
. Scheduling is where most
retailers lose out. Here, flexibility
is key. Consider options such as:

* Offering a four day work-
week (full or part time) to give
employees one less day of
childcare and commuting, or
one more day to pursue "expe-
riences".

*Options to work alternate
weekends or just one weekend
day per week.

*Late shift bonus pay.

Sure these strategies will com-
plicate staffing, but if you don't
get on the work/life balance

132 FURNITURE WORLD

bandwagon, you’ll miss out on

hiring the best people.
4 Healthcare. It's hard for
. smaller retailers to keep
competitive with retail giants when
it comes to covering insurance
costs. Your best bet is to look for
program options, take advantage
of employee funded HSA and FSA
accounts, and consider cutting
back on hourly or commission
(taxable) income in favor of offer-
ing more generous healthcare

coverage.
5 Personnel protection:

« You should never toler-
ate the harassment or bullying
of employees. Either should be
grounds for immediate termina-
tion. Retail associates are bullied
and harassed by shoppers and
customers every day. | have seen
this play out as a customer and
stopped it as a manager. Every
shopper is important, but there
should come a point where you
must draw the line and let unruly
and out-of-line shoppers know
they are not welcome to shop at
your business. Protecting the dig-
nity of your employees will earn
you much more loyalty than pay
raises and Christmas bonuses.
Plus, it's absolutely the right thing
to do.

September/October 2018

Conclusion

Enjoy the blessings of a robust
economy. People have money
and the confidence to spend it
now. These things are cyclical,
and will change at some point.
Building a strong, diversified, and
loyal team in good times will pay
off in lean times.

About Gordon Hecht: Gordon
Hecht is a Senior Manager for
Serta Simmons Bedding’s Strategic
Retail Group comprising over 400
locally owned and operated bed-
ding stores across the country
selling Serta Simmons branded
and America’s Mattress-branded
mattresses. He started his career
in Home Furnishings as a delivery
helper and driver, later moving to
sales and management.

Gordon has been a store man-
ager, multi-unit Manager and
National Director of Sales and has
been recognized for outstanding
achievement with Ashley Furniture
HomeStores, Drexel-Heritage, RB
Furniture, Reliable Stores, and
Sofa Express. See all of Gordon's
articles on the furninfo.com web-
site at www.furninfo.com/Authors/
List. Questions and comments can
be directed to Gordon Hecht at
ghecht@serta.com.
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GREAT NEWS FOR HOME =
SHING RETAILERS R

Now you can visually track your store visitors and get insight on;

Visitors Count I Repeat Visitors/Buyers

Eliminate Sales Heat Maps - —_—
people from the count ¢ And many more

Demographics of visitors T ——

Visit www.iconnectgroup.com/visilytics for more information
Or Call 703-471-3964 to schedule A Demo Today and Get a 60day Free trial

PLASTIC

FURNITURE TAGS & SIGNS WINDOW SIGNS

5% OFF!

Look Good Year After Year!
v Non-rip! v Fade-resistant! v" Bright, vivid colors!

Specific Home-Furnishings Messages
in stock for 48-hour shipping include:

* Furniture Sale * Furniture Warehouse Sale
® Mattress Sale * Storewide Furniture Clearance

* Sofa Sale * Truckload Furniture Sale
* Recliner Sale * Financing Available
* Dinette Sale * and more!

A Colorful SaleTags aslow as $12/100 4 Giant Heavy-Duty WindBlade Pole Banners A
€ Sold Tags as low as $6/100 as low as $149 ea.

WOR'S SIGNS RETAIL

To order call 1.800.346.8116 or visit www.signs4retail.com
Enter promo code FWORLDS for 5% off your order!




b Visit us at the High Point Market >

222 South Main Street, NHFA RRC,
1st Floor Plaza Suites,
High Point, NC 27260

Booth 6

[Ty —

*Laptop and iPad are not included In package

Furniture Wizard

Smarter, Faster inventory processing

A7
Awesome Price Tags and Labels E Powerful Barcode Solutions for Point W Google Maps powered
Customized for your Store! ] of Sale and Warehouse Functions A Delivery Routing
® Complete Point of Sale & Inventory Management Software 8“” I(B k

® Eliminates tedious & time-consuming Daily Tasks
@ Increases your Bottom Line

® Helps Grow your Business ® Newly Improved Integration
@ Turns your Inventory Quicker @ Single Click Synchronization
@ Puts YOU in Control with our @ Less Steps / More Information

Unmatched Inventory Processing

~

/ FURNITURE ';Easy to implement!

WIZARD " Simple to Use

SOFTWARE

The Jobs you do everyday made Fast and Easy

Copyright® 2018 New Vision Information Systems, Inc. 820 Starboard 5t. Chula Vista, CA 91914



Furniture Wizard

It's all about integration!

INSTANT WEB REVIEWS!

INTEGRATION PODIUM
PARTNERS Integration

WEBSITE INTEGRATION!
¥ TAILBASE

INTERACTIVE I(I.OSK!
wondersign

Oisweoe|  Vendor integration made easy
Enhanced Ashley and Coaster integration

@ iFurniture @ ASHIFY" COASTER.

. IPad POS App FURNITURE INDUSTRIES, INC. Fine Furniture

::’sa:gizzrc::utrf::tsul:-:v:gz:};:ca}ﬁets @ Includes entire product lineup and product images

your sales associates work faster, ® Handles Adds, Drops & Changes
more efficiently and handle multiple @® Instantly send Purchase Orders via EDI
customers while closing more sales. @ UPC barcode compatibility

® Works Great with other Vendors

@® More Vendors coming soon!

Arrange an online demo today!

QUiCk to MaSter Call Toll Free1'855'387'6949
PowerFUI ReSUltS! sales@furniturewizard.com

furniturewizard.com
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NDEX

COMPANY TELEPHONE

ART. Home Furnishings  909-390-1039

ACA 800-882-8588
Adriana Hoyos 3 305-572-9052
Mfordable Design Shns. ~ 304-634-1450
Agio 800-416-3511
apricity Qutdoor 800-416-3511
Arason Enterprises 214-584-6557
Bellini Modem Living ~ 905-771-36
Benchmaster 866-744-1400
Bienenstock Library 336-883-4011
Brooklyn Bedding 602-783-8188
Chromraft 909-930-9891
(IFF +86-20-89128026
(ochrane 909-930-9891
Collection Tuff Avenve ~ 514-385-1016
(omodo Italia

Cory Home Delivery 201-795-1000
Country View 330-674-1390
Craftmaster 828-632-9786
Dimplex 519-667-7026
Douglas-PDQ 909-930-9891
Elran 800-361-6546
Ergomotion 805-979-9400
Furniture Hall of Fame ~ 336.882.5900
Furniture Medic 901-597-8534
Fumiture Of America ~ 866-923-8500
Furniture Training Co. ~ 866-755-5996
Furniture Wizard 619-869-7200
Genesis Software 509-536-4739
High Point Market 336-884-1884
Himolla

HPMA 336-869-1000
Hunfingfon House 336.880.0990
iConnect Group 703-471-3964
IHGF Delhi Fair 888-064-8664
ISQAA Sourcing
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| EMAIL | PAGE#

mstreba@arthomefurnishings.com 107
hob@4aca.com 1
http://www.adrianhoyos.com/contact -~ 110

conniepost(@conniepost.com 30
alicia@obrienetal.com 70
alicia@obrienetal.com 70
jarason(@comcast.net 49
hossein@Dbellinimodernliving.com 73
sales@benchmasterfurniture.com 77
info@*furniturelibrary.com 9
amy@brooklynbedding.com 81
thalsten@hotmail.com 75
dff@fairwindow.com 101
thalsten@hotmail.com 75
rcomtois@tutfavenue.com 59
info@comodoitalia.it 83
patrickcory@corycompanies.com 119
rmiller@cvwitd.com 55
info@cmfurniture.com 53
marketingonline@dimplex.com 51
thalsten@hotmail.com 75
erica@elran.com 105
sales@ergomotion.com 79
kmeneill @furiturehalloffame.com 129
mhall@furnituremedic.com 57
rockyy.ca@foagroup.com 23
mikep@furnituretrainingcompany.com 127
marty@fumiturewizard.com 134-135
aystal@ @genesisadvantage.com 125
imchighpointmarket.com 130-131

www.himollo.com  info@eurolinklp.com 51

www.highpointmarket.org 89
christyg@huntingtonhouse.com 36-37
amitesh@iconnectgroup.com 63
visitors@epch.com 95
tk@isqaa.com 47
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COMPANY |  TELEPHONE | EMAIL | PAGE#
Istakbul 973-357-1115 serhat.atay@sunsetfumiture.com 63
Isuzu 866-441-9638 WWW.iSUZUCV. com Inside Back Cover
Jaipur Home 479-273-1525 nsoni@jaipurllc.com 113
KAS Rugs 732-545-1900 hari@kasrugs.com 67
Klaussner 888-732-5948 Iburke@Klaussner.com 3
Lazzaro 336-884-0184 lauri@lazzaroleather.com Back Cover
Legends Furniture 623-931-6500 s@buylegends.info 2
Maxwood 203-683-4895 info@maxwoodfumiture.com 109
MIFF Fumiture Fair ~ +603-2176-8788  info@miff.com.my 91-93
Muniz 800-525-1580 munizplastics@yahoo.com 108
Myriad Software 800-676-4243 sales@myriadsoftware.com 61
Norwalk 419-744-3285 shuckingham@norwalkfurniture.com ~ 40-41
Nourison 201-368-6900 Giovanni.Marra@nourison.com 42-43
Nouveau Concept 800-465-0716 info@nouveauconcept.com 103
Null 888-995-0260 nsadowski@nullfurniture.com 71
Ohio Hardwood Furn Mkt 877-643-8824 ohiohardwoodfurnituremarket.com 99
Omnia Leather 909-393-4400 anthony@omnialeather.com Front Cover, 4-5
Pelican Reef 888-820-4455 allen@pelicanreef.com 15
PFP 800-472-5242 tom@PFPnow.com 33
Posh + Lavish 855-POSH-LAV kurt@poshandlavish.com 38-39
PROFITsystems 866-325-0015 info@profitsystems.com 19
Protect-A-Bed 847-998-6901 jeff.faye@protectabed.com 87
Service Lamp 800-222-5267 jeana@senvicelamp.com 65
Smart Flex 336-884-3150 info@smartflexusa.com 85
Snap 844-932-7299 snapsales@shapfinance.com 3
Store Sale Tags 800-346.8116 sales@signséretail.com 133
STORIS 888-478-6747 sales@storis.com 13
Surya 706-625-4823 info@surya.com Front Cover, 1, 6-7
SFC 919-967-1137 sustainablefurniturecouncil @yahoo.com 37
TD Retail Card Services ~ 866-729-7072 ex 3603TDRCS.com/furnitureworld 2
Tidewater Finance 866-785-0235 fesmarketing @twes.com 115
Tov 516-345-1243 bruce@toviumiture.com 110
TruckSkin 877-866-7546 joe@truckskin.com 123
Twin Star Home 561-330-3201 |cody@twinstarhome.com 29
UltraSales 303-530-5366 Imullins@ultrasales.com 128
Xcella Furniture Home 647 245 4855 williom@xeello.ca 112



ISUZU FTR WORKII\IG FOR
YOUR BUSINESS THIS YEAR

APR RATES AS LOW AS

2.79 %

ON ALL NEW ISUZU FTR TRUCKS

See Your Local Isuzu Dealer For Further Details
WWW.IiSuzucv.com

Vehicles shown with optional equipment; some equipment is dealer installed. F-Series vehicles are assembled from component parts
manufactured by Isuzu Motors Limited and by independent suppliers who manufacture such components to Isuzu’s exacting standards
for quality, performance and safety. The 2.79% APR finance offer expires 12/31/18 and is only available through Isuzu Finance of
America, Inc. Finance terms are limited. Participating dealers only. Credit approval required. Please see your authorized Isuzu dealer
for qualifying information. Truck bodies represented herein are products of the Morgan Corporation.

© 2018 1SUZU COMMERCIAL TRUCK OF AMERICA, INC.
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