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This year Craftmaster proudly celebrates 50 years of creating beautiful, affordable custom
upholstery- made right here in the USA.

We invite you to share in all that we have in store for this market!
Come see the new introductions in CM Modern, New Iraditions, CM Leather and Paula
Deen and check out all the new on-trend fabrics that are leading the way in home fashion.

We’ll have some of your best-selling favorites as well as a few surprises. Don’t miss it!

Complimentary Breakfast & Lunch Served Daily
[Tigh Point Showroom: 2622 Uwharrie Road  Friday, April 1st - Wednesday, April 6th

Showroom Hours: 7am-7pm

For conventent shuttle service please call our showroom 336.885.9946

e: info@cmfurniture.com p: 828.632.9786 www.cmfurniture.com



EDITOR'S RE@INNIES

Nothing New
Under The Sun

In recent years the furniture industry has seen many ideas and
styles recycled. We've witnessed a resurgence of Mid-century mod-
ern and more recently, a trend toward a floral, country-influenced
aesthetic now known as cottagecore. Design maximalism and min-
imalism are frending af the same time. And, tradifional-influenced
furniture styles are coming back in a strong way. People have gone
back to adopting their grandparents’ hand-me-down furniture as
home decorating gems instead of putting them on the curb. What's
old has been made new again—often with a new twist.

Much like recovering grandma’s vintage sofa in a cool, new
fabric, our industry continues to expand the time-tested retail ideal
of providing good, old-fashioned customer service. Now it's been
re-branded and updated under the heading of “customer experience
management.” Spurred on by the likes of Amazon, new ideas about
store design and technological advances allow furniture stores to
compete by looking af new ways to keep customers engaged and
happy, removing obstacles to better sales and growth.

Furniture World readers who are interested in further improving
how customers experience their stores will find the March/April
2022 issue to be an excellent resource.

Jennifer Magee's article, “Design For Customer Service,” looks
at different ways retailers can use store design and technology to
help customers feel comfortable and cared for as soon as they enter
in-store environments. Innovative store design is one of the best ways
to reduce the anxiety and frustration encountered in many shopping
experiences.

David McMahon explains how refail automation for pre-sales
and open sales opportunities can make purchasing home furnishings
easier for shoppers and trigger a variety of follow-up strategies to
make sure that questions and inquiries don't fall through the cracks.
Automation can also enhance customer access to information from
first contact fo the post-sale service experience.

For this issue, we inferviewed Brian Morgan, a founding partner
of Texas-based retailer Couch Potatoes, who explained why a cold
beer goes a long way toward setting the stage for a good customer
experience. The Couch Potatoes store is a case study in how culti-
vating a store-wide attitude of caring for people can make a big
difference in people’s lives and their experience of a store’s brand.

Finally, sales educator Scoft Morris arficle, “Closing Moxie”
provides perspective on the skill of closing. Some sales techniques
have come to be viewed as manipulafive. But, when used correctly,
these tools enhance the customer experience by breaking down the
anxiety and indecision cusfomers bring with them into stores and
help customers make the best possible buying decision.

Good Retaili

fumiture

Russél Bienenstock WORLD
Editorial Director/CEO

russ@furninfo.com
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FURNITURE FOR GOOD

WE’RE BACK!

OUR NEW LOCATION ONE BLOCK NORTH OF SHOWPLACE
118 N. WRENN ST
(we’ve got lots of new stuff!)

HTDDIRECT.COM | 512.804.5450
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Design For In-Store Customer dervice

ow fo

re-imagine

customer

service
areas fo give
shoppers the very
best in-store

experiences.

8 FURNITURE WORLD  March/April 2022

by Jennifer Magee

As online shopping continues to grow,
furniture refailers need to do more fo set
their store experiences apart. Customer
service must be at the heart of this effort.
To succeed, stores must embrace new
technologies, improve customer service
amenities and reconfigure customer
service areas fo creafe a more seamless
experience.

The Purpose of Customer Service

Refailers that provide superb cusfom-
er service know what their customers
want and use that knowledge to help
their businesses grow. Fundamentally,
it has to do with the way they interact
with customers. Positive customer service
builds relationships, creates rapport,
and shows they care.

This applies to all aspects of their
businesses, from customers’ personal
interactions with salespeople to how
well they deliver on their promises.
Nothing is more important than building
frust. Issues can come up that may far-
nish a relationship, but in the end, refail
operations are judged based on how
well bumps in the road are handled
and resolved. A focus on transparent,
appropriate  communication with cus-
tomers is crifically important.

Therefore, customer service should
be a key part of your brand identity

and a core tenet of your retail strategy.
It should guide your business decisions
and be infegral to the way you frain
salespeople to be accessible, commu-
nicative, respectful, and non-discrimi-
natory.

Online versus Offline

Platforms like Yelp, Google, Facebook
and others give customers the chance to
leave negative reviews. That's just one
of many compelling reasons for refailers
fo prioritize customer service and make
sure they confinually invest in all chan-
nels of customer interaction.

Effectively engaging with custom-
ers online requires an easy-fo-navi-
gate website and the communication of
brand values through visual and written
language. Providing quick responses
and expediting purchases are addition-
al baseline requirements.

A major drawback for consumers
who use websites to connect with stores
is that it is usually less personal than an
in-store visit. With online chat, customers
usually get answers from an automated
bot. If they send an email, they don't
know how long they'll have to wait for
a response.

The good news for brick and mor-
tar furniture retailers is that this lack of
personalization and direct interaction
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What Does Designer

Gary Inman...

say about High Point's Bienenstock Furniture Library?

Furnishings and
interior designers can
explore all the wonderful
aspects of design history at
the Bienenstock Furniture
Library. Great design
minds and extraordinary
furnishings are represented
here in 5,000 significant
volumes on furniture and
interior design, ornament
and architecture. It's a
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ideas and creative spirit.

Touch History, Design The Future!
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BOULEVARD HOME

The design of Boulevard Home's Customer Service
area (above) at the center of their new Mesquite,
Nevada, store will serve multiple purposes and be
a hub of activity.

TEPPERMAN'’S

With the shift of Customer Service from a trans-
actional to a relational experience, new types of
amenities are emerging, such as this Information

drives customers into stores where they
expect to have a better, more personal
experience and get immediate feed-
back. This is a key point of differentiation.

Well-imagined in-sfore custfomer ser-
vice areas give brick and mortar refail-
ers an advanfage. They increase the
ways cusfomers can find and speak with
experts to feel comfortable, engaged
and ready fo buy.

Evolving Areas

The ideal of excellent customer service
has changed from being fransactional
to relational. Customers do not want to
feel like they are going to a payment
station or a bank teller. They do not want
to walk to the back of the store to get
help or arrange for payments. They do

10 FURNITURE WORLD  March/April 2022

not want fo sit down with a manager
or other staff in an office. They do not
want fo see any back-of-house spaces
like break rooms or training rooms. They
do want their experience to be friendly,
relaxed, and easy.

Location: Furniture retailers are now
moving customer service areas from the
back of stores to more central locations.
These are being placed in accessi-
ble spots that customers can view from
everywhere in sfores. Ideally, multiple
circulation paths lead to these areas,
forming hub-and-spoke layouts.

They are now typically centered on
main enfrances so salespeople can see
customers as they enter. However, they
should not be placed too close, since
it can be intimidating. Clear and visi-
ble signage is important. Round shapes

desk near the entrance of a Tepperman’s store.

have become popular because they
allow access from all sides, giving them

"The ideal of excellent
customer service has
changed from being
transactional fo relational.
Customers do not want fo
feel like they are going
to a payment stafion or
a bank feller.”
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HERE’S TO 50 YEARS OF INNOVATIONS
AND THE MANY YET TO COME.

Stressless® is celebrating our 50th anniversary by venturing back to where it all began. We're reimagining the
classic Stressless® Royal recliner with our Original base that was introduced in 1981. We've made some aesthetic
adjustments to improve its retro design without compromising the comfort of our longest-selling recliner model.

Contact us today for more great Stressless® innovations or to explore becoming a Stressless® dealer.
The next 50 years are sure to be just as exciting!

www.stressless.com
1-888-STRESSLESS

ITSTIMEFOR

Sressless
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"Customer service areqs

are now fypically centered on the main enfrance so salespeople have

a line of sight fo the front door and can see customers as they enter.

a friendly and non-hierarchical feeling.

Amenities: Customers should be able
fo use service areas to make payments,
ask questions, seek help or just chill out.
Consider insfalling a comfortable lounge
area with TV. A cafe or refreshment sto-
fion can be integrated info the design or
located in an adjacent space so custom-
ers can get food, drink and take breaks
from shopping.

Financing: These areas can include des-
ignated places for custfomers to sit while
filling out credit applications and waiting
for processing.

Instead of standing in front of a count-
er to check out, customers are more

comfortable sitting nearby or in a cafe
where payments can be processed by
salespeople using iPads. This helps keep
the process from feeling transactional
and encourages relationship-building.

Storytelling: Customer service areas
are excellent places to fell stories about
brand value and company history with
photos or timelines. This helps customers
feel connected.

Kids Zones & Design Centers: Retailers
have installed Kids Zones near customer
service areas so children are entertained
while their parents shop.

Design Centers: Some retailers locate
a Design Center nearby to increase

Customer
Service
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EASY ACCESS

Customer service
areas are moving
from the backs of
stores to more cen-
tralized locations so
2 they can be easily
o [ seenand accessed
from anywhere.

exposure to customers who are milling
around. Doing that often leads to ques-
tions being asked about customized
products and design services. Recliner,
massage chair and matiress departments
have proven to perform well when posi-
tioned next to customer service areas.

Additional In-Store Ideas

Multiple Areas: Some furniture retailers
have installed multiple customer service
areas throughout their stores. A small
welcome desk positioned near the front
entrance can work in concert with a
series of checkouts in various depart-
ments. These checkouts often are just
kiosks where customers sit in adjacent
room sets to get checked out. The wel-
come desk at the front of the sfore can
then serve as the place where customers
seek help and ask questions. Refailers
are also adding Wondersigns, large-
scale interactive screens that showcase
a refailer’s entire product selection.

Separate areas for specialty destina-
fion departments such as rugs, maftress-
es, appliances, and outlet can be useful
as well. Mattress departments with their
own sleep specialists can have their own
refreshment areas, seating pods, and
checkout stations to serve customers.

Appliance departments benefit from
providing specialty customer service
amenities. Appliance salespeople need
areas where they can comfortably sit
with clients to review kitchen plans and



CHAPIN FURNITURE

Round, floating Customer Service desks like this one at
Chapin Furniture are gaining popularity because they allow
staff to keep an eye on all corners of the store and allow

customers to approach from any side.

REFRESHING LOUNGES

Furniture retailers are adding lounges and refreshment
stations while also offering specialty food & drinks to

enhance the shopping experience.

URNER’S

Urner’s new store in Bakersfield, California, will feature a
Customer Service area designed just for builders and

contractors in the community.

layouts. Live demo kitchens have gained
popularity to host culinary events and
cooking demonstrations. Some retailers
have been successful with customer ser-
vice areas to cater to the needs of build-
ing contractors, for customized service
and quick checkout.

Greeters: Concierges or greeters, typi-
cally located next to the front door, are
becoming more common. Their purpose
is fo welcome customers without any
sales expectations atfached. It's an ideal
place to offer a beverage, a wheelchair
or a motorized scooter. Some furniture
retailers employ greefing areas to leamn
more about shoppers so they can be
better matched to a salesperson. This
area is all about creating a higher level
of personalized experience. The greeter
is also there to thank customers on the

way out, creating a positive last impres-
sion.

Customer Pick-up: Customer pick-up
areas are another important part of
the customer service experience. These
areas should be well-signed so custom-
ers can easily drive around to find them.
They should have a designated place to
wait, complete with instructions on how
to find someone fo help them with their
order. The pick-up experience must be
as seamless as the in-store experience.

New Name for Service

The name ‘customer service” has an
old and fired association with telephone
companies. After the introduction of
toll-free numbers, service agents were

employed to up-sell additional products
or services. The result was often disap-

"Concierges or greeters,
typically located next fo
the front door, are also
gaining popularity. Their
purpose is to welcome
customers without any
sales expeciations
atiached.”

March/April 2022 FURNITURE WORLD 13
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pointed cusfomers who interacted with
bad service agents, experienced long
wait times, untrained staff, and more.

That is just one reason why it's time to
give the in-sfore customer service experi-
ence a new name. A number of furniture
retailers are experimenting with new
names that have more positive connota-
fions. “Guest Services” is quickly becom-
ing the favorite as it speaks to a broader
range of services and has associafions
with hotels and spas. The name suggests
a place that welcomes customers and

14 FURNITURE WORLD  March/April 2022

services their needs.

Other refailers are developing brand-
ed names fo replace the generic custom-
er service designation. The Furniture Malll
of Texas, for example, refers to their area
simply as Congrats Y'all. The Furniture
Mall of Kansas uses Congratulation
Station. Both of these celebrate the cus-
tomer’s purchase. Others have added
signs that read How Can We Help?,
Information, Courtesy Desk, Customer
Success, Service Station, Customer
Experience and similar phrases.

FURNITURE MALL
OF KANSAS

Furniture Mall of Kansas shares the history
of their company at the “Congratulation
Station,” a personalized name for their
customer service area.

JOHNNY JANOSIK

Retailers like Johnny Janosik have integrated their
Design Center within customer service, making it
a focal point of the overall space and increas-
ing sales of customized furniture.

The Future of Checkout

A 2019 survey by Capgemini found
that 60 percent of consumers felt that the
checkout process is the most painful part
of the physical store experience. It is the
last interaction customers have with your
brand in-store, so it is worth the effort to
make it a positive experience.

Apple was a leader in streamlining
their checkout experience with a mobile
checkout system that allowed the store
associate who first helped a customer
to take payment. Furniture retailers have
largely adopted this approach, allowing
sales associates to complete their sales
and coordinate delivery. That way they
become their customer’s point-of-contact
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KIDS & KIOSKS

Kids Zones are being added
next to customer service areas
so parents can focus on
shopping.

Kiosks distributed around
stores can now serve as

checkout stations, thanks to
mobile POS technology.

Wondersign interactive screens
are gaining popularity as they
allow customers fo shop
digitally in-store.

FURNITURE MALL OF TEXAS

Furniture Mall of Texas has strategically placed their main customer
service desk (image above] within their Matiress Department,
making a positive impact on bedding sales.

"As online brands ke Waytair and Casper have ventured into offline, they've

priorifized keeping sales areas minimal, customer friendly and well-branded.”

throughout the experience.

Other retail sectors, particular gro-
cery and convenience, are moving
fowards confactless and cashless sys-
tfems. AmazonGo fouts technology that
eliminates the checkout process alto-
gether, although it is more appropriate
for retail stores where speed and con-
venience are key. Even so, technologies
like Stripe, Square and Shopify along
with “confactless cards” have changed
checkout, allowing easy payments any-
where there is an iPad and an inter-
net connection. Using systems like these
enhances the experience by being fast,
easy and convenient.

As online furniture and mattress brands
like Wayfair and Casper have ventured
into offline refailing, they've prioritized
keeping sales areas minimal, custom-
er-friendly, tidy, and well-branded.
Other retailers are experimenting with

16 FURNITURE WORLD  March/April 2022

“digital” seating areas where customers
can browse their full catalog online,
order directly through a website or do
self-checkout.

The physical customer service expe-
rience, therefore, is evolving to be less
about the checkout process and more
about creating a place for conversation
and relaxed decision-making. This is the
more comfortable, fluid, seamless, easy
and digital-focused approach to buying
fumniture. It's something that fumiture and
bedding retailers should consider.

About Jennifer Magee: Magee is an
architect and designer who has over
15 years of experience in the home
furnishings industry. She has designed
over three million square feet of retail
space. Working almost exclusively with
furniture and mattress retailers, Magee
has an in-depth knowledge of how fo

lay out stores to create better customer
flow, improve the way he merchandise is
presented and increase sales.

She is the founder and owner of
Retail in the City, a boutique design
firm offering a full range of retail design
services from storefront design fo interior
design, branding, space planning, visual
merchandising, signage, new store con-
cepts and more. Her talented team of
architects, interior designers and render-
ers creates exterior and interior design
packages so retailers can become
more competitive in their home market
or expand info new markefs.

Questions about this or other Furniture
World articles on store planning by
Jennifer Magee (found at www.furnin-
fo.com/Authors/Jennifer_Magee,/86)
can be directed fo her at 917-533-
4372 or send her an email at jennifer@
refailinthecity.com.
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A Very Short History of Customer Service

1880s Department Stores: The modem idea of customer
service began with the Industrial Revolution when mass-pro-
duced goods moved shopping away from local stores. In
the mid 1800s, large department sfores emerged, influenc-
ing what people bought and how they shopped. Stores like
Sears and Macy's first developed the concept of in-store

scene in the 1920s, they became a preferred method of
payment. Furniture retailers took advantage of this shift in
purchasing habits by providing their own credit lines to cus-
tomers. At that point, in-store customer service desks were
created to meet a ufilitarian need for writing up purchase
orders, processing payments, and complefing paperwork.

customer service. Areas for refurns and the repair of washing
machines, blenders, and more, became common.

That need largely disappeared since new forms of technol-
ogy have allowed the checkout process to be completely

seamless and paperless.
Sales Counters: The invention of the cash register in 1883

allowed retailers to quickly ring up sales and record transac-
fions. Cash registers needed a home, so sales counters and
cash wraps were created.

2022: Today, customers are looking for a place to go for
expertise and to inferact with a human being. The goal for
the in-sfore design of customer service areas is now to create
a personalized experience for customers and help them to

Credit Cards 1920s: Once credit cards came onto the navigate the decision-making process.

WAYFAIR & CASPER

Online brands that have gone offline like
Wayfair and Casper keep their Customer
Service areas simple, clean & well-branded.

MATHIS BROTHERS

Mathis Brothers locates their

"Reception” area just to the left of the
main enfrance so they can welcome
customers & easily answer questions.

sswayfair

DIGITAL SEATING
AREAS

Digital seating areas and
check-out bars may become the
new norm, giving cusfomers

the chance to shop a refailer’s
catalog online yet within a
comfortable store environment.

18 FURNITURE WORLD  March/April 2022



Business has been great for most, but has it been profitable?
= With cost increases (up to four or five from most vendors), freight rates

and employee challenges, are you really making a profit?

Your cash flow levels may be more critical than you realize.
= It's not only about your checkbook balance and accounts payable.

Have you looked at the total of your outstanding orders?

= Most will tell you that their fulfillment costs far exceed their accounts

receivable (COD’s). PFP can even help with that.

NOW is the time to run arisk free retirement sale.
= For qualifying retailers, PFP will PAY FOR YOUR INVENTORY IN ADVANCE
of the Sale.

We can even help sell your real estate, quickly and for a fair price!

PFP 860-265-4490 - PFPnow.com
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DESIGN & DESIGNER SERIES

ROOMS for Their Lives

nterior designer
Young Huh talks
about current trends
and how to engage
with clients on an
emotional level to
give them the best
experience of their

new home furnishings.

22 FURNITURE WORLD  March,/April 2022

by Russell Bienenstock

Furniture World interviewed Young
Huh, an inferior designer known for her
warm, colorful and inviting interiors. Huh
has been included on Elle Decor’s A-List
and was named one of Vogue's five inte-
rior designers on the rise. Her work has
been featured in publications such as
Architectural Digest, Domino, Elle Decor,
House Beautiful, Interior Design, Luxe,
The New York Times, Real Simple and
The Wall Street Journal. Huh supports
the local and global design community,
parficipating in speaking engagements
and charitable events that include the
Kips Bay Decorator Show House and
the annual Bienenstock Future Designers
Summit in High Point, NC.

Her company, Young Huh Interior
Design (YHID), is a full-service design
firm specializing in residential and com-
mercial interiors. She has a growing line
of licensed collections and is on design
councils/advisory boards with Benjamin
Moore, Cosentino, The Rug Company,
and Kravet.

Design Solutions

Furniture World asked Young Huh
how she engages with clients to find the
best interior design solutions for them.
Also, how her approach might benefit
Furniture World's retfail furniture store

readers.

She suggested that a critical step in
working with clients is o figure out how
they want to experience their new or
redesigned rooms. It's similar to what
design associates might do in fumiture
stores. "We do that,” she explained, "by
asking questions, then having them react
to images. People have a hard time
describing styles, but when they see an
image, it becomes obvious.

"When a designer or
fumiture refailer takes the
time o fell a story about the
items their clients are
thinking of acquiring,
people feel that they aren'l
ust buying a chair. They
are bonding with a piece
of history or connecfing with
a culture of makers.”
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“| once did some design work for a
couple who told me that they wanted
their house in the Hamptons to have a
country farmhouse feel. But, they were
super glamorous people who didn't
seem to be country farmhouse types. So
| showed them country farmhouse imag-
ery which turned out fo not be at all what
they had in mind. Their idea of country
farmhouse was sleek wood furniture with
fine finishes.

"Providing lots of different visual imag-
es is an efficient way to find out if
customers prefer traditional, modern tra-
ditional or more contemporary-leaning
design. It's also an excellent strategy for
getting a head start choosing colors and
patterns.”

Working With Emotions

"One thing that most people don't
24 FURNITURE WORLD  March/April 2022
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realize about interior design is that if's
very much about emotion. There are all
sorts of different feelings people want to
experience from their newly designed
spaces. We make sure fo uncover this
information before any design process
begins. Do they want a room fo feel
contemplative, peaceful, enlivened or
sexye When they see a photo they might
say, ' love that room’ or ‘That grey-blue
color makes me feel like I'm in heaven.’

"These client conversations lead to an
understanding of what may bring our
clients joy. For one person it's color. For
another it's surrounding themselves with
photos of their children or showing off a
collection of plates passed down from
their grandmother.

"Even though I'm known for room
designs that incorporate bright colors
and patterns, we have clients who prefer
fo use neutrals. Whatever they want, we

approach every project with passion.”

Creating Beautiful Homes

Huh said that common ground that
interior designers have with home fur-
nishings retailers is that both strive to help
their customers create beautiful rooms.
"Retailers, however,” she observed,
"must anticipate what shoppers want

"People have a hard fime
describing siyles, but when
they see what they want, i
becomes obvious.”

(T U
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Young Huh is known for her
colorful room designs and
patterns but always starts with
each client's unique point of

and make sure that they have products
available to purchase off the floor or be
custom ordered from a limited number
of suppliers. A big part of their job is to
create an online or in-sfore environment
that causes shoppers to think, ‘How did
they know what I'm looking for?’

"We are living through unusual times.
We all need to take a deep breath and
give retail a chance fo figure outf the new
normal.

“longer term, | believe that the
Instagram model will become even more
important.” The downside for customers,
she noted, is that when they fry to source
things online, if's not possible to get a
sense of scale, proportion, craftsmanship
or comfort. That's why shows like High
Point are becoming much more import-
ant to the design community.”

Design Inspiration

Aside from visiting High Point, Huh
said she gefs ideas from sfreef artisfs,
museums and design books. I get lots
of inspiration from handicrafts as well.

She recently was the keynote speaker at
the 2021 Bienenstock Future Designers
Summit where creative minds in col-
lege and university design programs are
infroduced to the people, brands, and
processes that are creating fomorrow's
homes. “They had to drag me out of
the Bienenstock Furniture Library,” Huh
recalled. With over 5000 amazing
volumes on furniture and design, the
Bienenstock Library is full of inspiration
for new design ideas that build on what
came before.”

Her Escape From the Law

Young Huh has a personal story that
her admirers and clients can relate fo.

Her family moved from Seoul, Korea
to Michigan when she was three years
old. Her parents collected Korean art
and furnishings, so growing up she frav-
eled to auctions where she met collec-
tors and sellers.

Huh described her upbringing as typ-
ically American with added pressure to
be an academic superstar on a career

view. All rooms pictured in this
article were created by Young

Huh Interior Design (YHID).

path to becoming a medical docfor or
attorney. She attended Smith College.
Following graduation with a degree
in English literature she aftended low
school.

"By the end of my first week of
Fordham Law,” she recalled, “I realized it
just wasn't for me. Somehow, | managed
fo get through and please my parenfs

"One thing that most people
don't realize about inferior
design is that if's very much
about emotion. There are
all sorfs of diferent feelings
people would like 1o
experience from newly
designed spaces.”
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"Everyone has been falking about muliipurpose spaces, but | think that is going to frend down.

People have gone back to wanting single-purpose rooms for sleeping, eafing and working."

by passing the Bar and clerking for the
New York Supreme Court. After that, |
thought, ‘That's it. I'm done!””

Huh's husband suggested that she
think outside the box to find a new
career path. He advised, “don't let your
education be a burden to you.”

“| took personality tests that pointed
me foward a creative career incorpo-
rating social interaction and elements of
structured thinking.”

Her "Ah-Ha" career moment occurred
when she met an interior designer at a
cocktail party who spoke in glowing
ferms about his profession. “I hounded
him until he agreed to give me an intern-
ship,” she recalled.

Photo Credit John Bessler
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Huh enrolled in classes at Parsons
School of Design, then worked in the
industry for a couple of years before
starting her New York City-based design
firm in 2007.

Storytelling

Furniture World asked her to comment
on the importance of storytelling in the
home furnishings industry.

"When companies have a story to
tell,” she explained, “they engage their
customers in a conversation about the
culture of their brand and the brands that
they sell. When a designer or fumniture
retailer takes the time to fell a story about

the items clients are thinking of acquiring,
the whole process becomes much less
superficial. People feel that they aren't
just buying a chair. They are bonding
with a piece of history or connecting
with a culture of makers. It makes the
process more meaningful to custfomers
who know, for example, that they've
purchased a piece of furniture made by
craftsmen who have worked for a North
Carolina fumniture manufacturer for gen-
erations.”

Trends in Room Use & Design

Trend toward personal spaces: “The
pandemic has changed how peo-
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ple want to live in their homes. Before
COVID, open plan living, dining and
kitchen areas were the norm. Now that
our clients have spent so much time at
home working, eatfing and studying, they
are looking for separate dining rooms,
family rooms and home offices. Room
delineation has become a predominant
trend in home design today.

"Everyone has been talking about
multipurpose spaces, but | think that
is going fo trend down. It will remain
important in vacation homes where fam-
ilies come together to socialize. For day-
to-day living, however, people have
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gone back to wanting single-purpose
rooms for sleeping, eating and working.”

Dining Areas: "Formal dining rooms are
back with a vengeance. Millennials are
entertaining at home. They've come fo
believe that it doesn't take so much effort
fo serve fake-out pizza on pretty dishes
in a dining room that seats lots of peo-
ple. It's much more fun than entertaining
in a family room kitchen combo that can
seat maybe six people max.”

Bedrooms: “There’s a desire for bed-
rooms to become more peaceful spaces.
Pre-Covid, people tended to design and

Young Huh was the keynote speaker at the 2021
Bienenstock Future Designers Summit (above)
where creative minds in college and university
design programs are infroduced fo the people,
brands, and processes that are creating
fomorrow’s homes.

"Formal dining rooms are
back with a vengeance.
s much more fun than
entertaining in a family
room kitchen combo.”
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"People are enamored

with West African patterns, Russian designs, native motifs, Chinese flowers, English chiniz,
Mexican handicrafts and Indian prints of all kinds. Ifs a global world in terms of design.”

use their bedrooms like hotel rooms. Now
they want a place to get away from the
kids, do some office work or Zoom qui-
etly. Private spaces have become more
important. People are spending more
time decorating them, not to mention cre-
ating backgrounds for Zoom calls.”

Style Trends: "At presenf, we see two
extremes in fumiture design. There’s a
surge of interest in heavy brown English
furniture as well as demand for lines like
CB2 that have light, very modern shapes
that are playful, organic and sculptural.
At YHID we love to mix English antiques
with Vladimir Kagin type sofas. It's a real-
ly interesting mix supported by a trend

TRENDS: Rustic & texture
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toward people holding on to their old
items as they collect new ones.”

Furniture Word asked Young Huh if
this ties in with the grandmillennial trend.
"The resurgence of traditional design,”
she replied, "had been going on for
some time before the term grandmillenni-
al was coined. Cottagecore is a related
frend that's also popular with younger
people who have discovered the joys of
Laura Ashely. Designs include diminufive
items and accessories that are consid-
ered adorable, feel innocent and sweet.
| believe that this feminine trend reflects
a longing for simpler, sweeter, prettier
times. Tween girls seem fo be really into

Ll
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coffagecore, while many members of
the millennial and younger demographic
groups appreciate grandmillennial.

“In this age of individualism, multiple
style tfrends are going on af once. On
the one hand, there's maximalism which
is paftern on pattern—more is more. On
the other side, there’s a minimal organic,
natural trend that includes warm earthy
woods, lofs of texture, lightness and sim-
plicity.”

Color Trends: | don't know what makes
a certain color the color of the year. But,
I've always liked the color of the year.
Rich, earthy tones like ocher, orange, rust
and oxblood are back in vogue. We're

Photo Credits Jacob Snavely
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"There's a surge of inferest

in heavy brown English
furniture as well as lines
like CB2 that have light,
very modemn shapes tha
are playlul, organic

and sculptural.”

also using colors like oatmeal, creams
and every variety of tfaupe. Wood col-
ors including white and grey oaks are
frending.”

Pattern Trends: "Traditional French pat-
ferns are running very high. Also popular
are patterns that hearken back to origi-
nal cultures. People are enamored with
West African patterns, Russian designs,
native motifs, Chinese flowers, English
chintz, Mexican handicrafts and Indian
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Outdoor spaces
will remain strong

Photo Credit Ngoc Minh Nigo

prints of all kinds. It's a global world in
terms of design that we combine in a
beautiful way.”

Trends in Texture: "There's been some
real movement toward the use of jac-
quard wovens. The trend is foward incor-
porating rustic designs with more tex-
ture and authenticity by including some
imperfections. There's a lot of recycled
work out there now that people love.”

Design Technology: "One of the big-
gest trends in home furnishings technol-
ogy is biophilic lighting. It's lighting that
changes color according to the time
of day. It helps people feel more con-
nected with nature and may lessen sea-
sonal affective disorder. Yellow-colored
light in the brightness of day and blue
light during the evening hours can be
depressing. This new technology allows
LED lights to change color temperature

over time.

"Biophilic bulbs are expensive now,
but that will change. Then we will be
able to use an app to switch from
morning, afternoon and evening light. |
believe it's going fo be the next big thing
in home lighting.”

Outdoor Spaces: “The frend foward
creating outdoor living rooms will remain
strong. It is being pushed forward with
advances in outdoor fabrics, rugs,
sofas, bar carts and outdoor kitchens.
These amazing products will continue to
change home owners’ relationships with
the outdoors.”

In closing, Young Huh shared why she
loves the home furnishings industry. “We
work in a wonderful industry that's made
getting better by the camaraderie and
cross-pollination of ideas.”
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HErals SUCCESS

DEEPER PURPOSE AT RETAIL

Couch Potatoes and The Furniture Mall

n unlikely
story of
grit, faith,
and a
belief that there is
nothing—people
or furniture —that
cannot be loved

or repaired.
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by Russell Bienenstock

The story of Couch Potatoes is an
inspiring study about the power of trust.
Talented partners Brian Morgan, Dan
Anthony and Travis Morgan built @
unique retfail and manufacturing opera-
tion based on faith in their abilities, faith
in people and a belief that there is noth-
ing—people or fumiture—that cannot be
loved or repaired.

A Unique Beginning

Before Brian Morgan co-founded
Austin's Couch Potatoes with his best
friend Dan Anthony and brother Travis,
and way before they partnered with Jeff
and Jamie Winter from the Furniture Mall
of Kansas, Brian and Travis were kids
from a rough and gang-violent area of
Austin, Texas.

"My brother Travis and | had always
been scrappy because we grew up in
a rough part of town,” recalled Brian. “I
think that became our superpower. We

had nothing. We had to work hard and

be creative.”

Brian got his formal education in busi-
ness while studying to become a minister.
"I landed a job working for a couple of
salvage guys/liquidators who wanted to
sell the salvaged stuff they bought online.
They also hired my friend Dan who

worked alongside me to run the internet
portion of the business.

"That's how we obtained behind-the-
scenes knowledge of how big-box retail-
ers bought, sold, moved and returned
products in the early 2000s.

"We were able to make a lot of mar-
gin by putting everything on eBay. From
there we built tons of eBay stores. In the
product mix were furniture returns from
Macy’s and Bloomingdales. Back then
it was hard to ship large pieces. So, we
set up a small refail store in Lynchburg,
Virginia. We also bought frailer loads
of leather furniture and case goods from
Macy's reclamation center, marked it
up a few points and resold it fo furniture
retailers without ever touching the prod-

"People came in after hours
to shop af our obscure,
abandoned warehouse.
We used flashlights and
wore headlamps to show
them around.”
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Most people make a baked potato by adding butter and maybe bacon bits. Dan, Travis
and Brian (I-r above) are known for building the world’s largest potato with an added sofa
(34x22 feet]. A new wild and weird character will be added, joining the sofa for

the Weirdest City in America (Austin, TX] to enjoy.

ucts. This was our enfry point info the
furniture business.

"By the time we were 20 years old we
had sold over a million items on eBay
and were known as the ‘eBay guys.’
We sold some unusual items including a
fon of women's plus-size lingerie. | laugh
about that all the time because | was put-
ting myself through Bible college selling
women'’s plus-size lingerie on eBay.”

Brian and Dan loved to identify niches
and pick best-sellers. “We got in on the
ground floor of e-commerce but | decid-
ed to return to my philosophical roots,
left the business with Dan and went to
India to work with orphans, then moved
to New York City to join the Bowery
Mission, the oldest Christian rescue mis-
sion in New York City serving homeless
people. | also helped found The Lower
Manhattan Community Church.

"The biggest thing | learned through
that adventure was to never give up on
people. And that's the core value and
mission of Ausfin's Couch Potatoes.”
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When family health issues took Brian
back to Texas, Brian and Dan's eBay
business folded. They weighed their
options. “We had experience buying
and selling truckloads of scratch and
dent groceries on eBay,” noted Brian.
"So,” we thought, “how much work will it
take to make four hundred bucks selling
cans of peas versus selling a sofa? With
thatin mind,” he recalled, "we opened an
online Craigslist-only appointment-style
furniture sfore in Austin.”

But when their first truckload of dam-
aged fumiture arrived, the partners
wished that they had bought a truckload
of peas. “The truck was packed fo the
gills,” said Brian. “After unloading, we
felt like we were about to die. We had
rented a 5,000-square-foot abandoned
bathtub manufacturing facility on the
outskirts of town for $400 a month. No
power, eleciricity, heat or running water.
We thought, "Perfect, let's do it." Since
we didn't have the funds fo rent an apart-
ment we lived there as well.”

FURNITURE

The partners leamed how to fix all
the broken furniture they purchased by
watching Youlube videos. “We hired a
leather repairman who coached us. We
also advertised on Craigslist to bring
in fraffic. People came in after hours to
shop at our obscure, abandoned ware-
house. We used flashlights and wore
headlomps to show them around. We

We hired a pretty rough
gang, some with tattoos
on their faces. There were
felons of the worst kind
former drug addicts and
repeat offenders.”
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In-store smiles

Pictured are happy guests sitfing in

a big green chair and on a fricycle
(adult and kid sizes available) at the
newest Furniture Mall Store. Beer and
other beverages are offered to Couch
Potatoes customers.

told them, "Here is the domage we tried
to repair. Can you live with it2 If not, find
something else. Purchases were deliv-
ered in a 1985 Volvo hitched up to a
frailer borrowed from a friend who used
it during the day to move equipment for
his gardening business.

"People always ask how we got our
name. Our dad was a Vietnam vet,
the son of a ranch hand. And when, as
kids, we weren't out working around
the house on Saturdays, he would call
us couch potatoes. It had become kind
of a joke, so Travis and | put the name
'Austin's Couch Potatoes’ at the bottom
of our Craigslist listing. The name stuck.

"By this time Dan had finished college
and could not find a job in finance. Travis
and | had started the business, but we felt
that Dan would know how to make the
business grow. He would be our secret
sauce. Before Dan joined the company,
if people needed a sofa and were short
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on cash, we might give it to them for free
because that's just the way we're wired.
He helped us build a business.”

In 2012, the trio moved the business
into a 12,000-square-foot metal barn
off a nearby highway. “The access road
to the building wasn't great, it didn't have
air-conditioning, but we were happy
to have a toilet and electricity,” Brian
recalled, “Just imagine selling fumniture
in 110-degree weather inside of a giant
metal building.”

They had some bad luck in the first
month doing business there due to
a /0 percent drop in their supply of
scratch and dent furniture. “Fortunately,
a Coaster rep told us about this thing
called a furniture market,” Brian recalled.
"At that time, we had never heard of
High Point or the Vegas market.” The
frio couldn't scrape together the funds
to all go together so Travis was chosen
to make the frip. “"He didn't know what

fo expect,” said Brian. “Imagine a surf-
er-looking dude with long hair and san-
dals strolling into the Las Vegas Market
courtyard. Security pounced on Travis
thinking he was a homeless guy. He did
manage to tour the Ashley space with
supervision. Luckily, an Ashley rep, Gay
Hines, helped him out. She’s still one of
our best friends. That's how we started
selling Ashley.

"As time passed, our Ashley reps loved
us because we were selling so much. But
we wondered why we were selling so
much Ashley and had so little to show for
it. It was David McMahon, the founder
of PerformNow, who pointed out that
furniture retailers can't survive with mar-
gins in the low 30s.

"McMahon said, ‘you're doing a
really good job. People love the expe-
rience they have here. | don't know why
because it's 110 degrees in your store.
Nothing about what you're doing makes



"We sfi

offer beer

o every guest fo break the ice, as well as sodas, juice and wine. Instead of asking,

‘'what are you looking for today?" If's ‘can | get you a drink?"”

sense. But it's working. Your best seller is
Ashley's 452 sectional, selling for $699.
Everybody else in town has it marked
at $999 to $1299. What do you think
about raising the price by $100 dollars?’
And | replied, ‘Are you kidding me,
David? You're going to kill our business.’
But his observation was the best advice
| got that whole year. We learned that
people are willing to pay for what they
want.”

Staying Alive

In 2018, Austin recovered from the

great recession. Samsung, Dell and
Apple had moved info town, faxes
increased, and five mom and pop furni-
ture sfores that had operated for gener-
afions closed their doors.

"Store owners gave up because they
were all doing the same thing—fighting
over dollars, price shopping, competing
with each other and doing private label.
We realized that we had to do some-
thing to differentiate ourselves or we
would become a statistic as well.

"Dan had been on a few factory
fours, so after much thought, he decid-
ed to make the furniture we sold. He

Creden-ZzZ

cabinet bed styles at

April High Point Market
vy mmm— R 7

™ ' | J

Plaza Suites 1-533

US Patent # 7,574,758 B2 ¢ 6,851,139 B2 « Canadian Patent 2,577,377

Arason Enterprises, Inc.
443-249-3105 (O)e 443-249-3381 (F)
www.fu-chest.com

ordered a sewing machine and | said,
'Are you kidding me?2’ He replied, 'I'l
figure it out.” Dan went home, took apart
a sectional and leamed how to build
upholstery. He taught himself the basics
of sewing and how to make frame tem-
plates from chipboard. Voils, we were in
the upholstery manufacturing business.”

At this point Couch Potatoes started
looking for people who knew how to
sew a sfraight line, source materials,
make frames faster and design fumiture.
"We couldn't find any seamstresses in
this market. We had no idea how to get
parts.”
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with long hair and sandals strolling into the Las Vegas Market courtyard,

Security pounced on Travis thinking he was a homeless guy."

“Then we mef a guy af a sand-
wich shop who said he was from New
Tazewell, Tennessee, and had worked
at La-Z-Boy building furniture. He stayed
on for a while and taught us how to build
frames. Then we finally found a lady who
could sew a straight line.

"You might think we were lucky fo
bump into skilled people when we
needed them, but it's my view that it was
like God was saying, "Yeah. You're sup-
posed to do this.’

"We started to connect all the dots
and scale-up. Our bank turned us down
for a small loan. They looked at us like
we had three eyes. So, we went to a
another local bank, Southside Bank,
who gave us the loan in 20 minutes over
the phone. | urge all furniture retailers to

"We wondered why we
were selling so much Ashley
and had so litile 1o show for
it. It was David McMahon,
the founder of PerformNow,
who pointed out that furni-
ture retailers can't survive
with margins in the low 30s."
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develop strong relationships with local

banks.
"We placed an order for a CNC

machine we didn't know how to use.
Then took out another loan to purchase

a $130,000 cutting table.

"Help wanted ads were placed to
fry to find someone who could run the
equipment. We didn't get any response
for weeks. Then, the week we started to
install this big, expensive equipment, we
got a call from a woman who was look-
ing for a job for her father who was at
that time working for a company deliver-
ing beverages. It turns out he had been
the lead sewer at Jonathan Louis. We
love J.L. by the way. Amazing people!

"We were in the middle of moving
our factory and desperate for workers.
Travis heard that it might be possible to
hire workers who were recently released
from a nearby prison. When he visited
the facility, he found about 300 men
and many women looking for work. That
was the start of a beautiful relationship
between Austin's Couch Potatoes and
The Austin Transitional Center.

“Luckily for us, inmates in the state can
get certified to make upholstery.

"Brian posted job offers to help with
the warehouse move. Prison officials
wanted to make sure that we were com-
fortable hiring ex-offenders, so | took
some fime fo watch other companies as
they interviewed people at the Center.
It didn't take long to realize that people
who were being interviewed for jobs
were already defeated. Some employ-

ers couldn't hire them because they were
felons. They couldn't find housing, they
didn't have 1D, a bank account, trans-
portation or a place to live. They were
at risk to fall back into crime because
no one would give them a chance to
become law-abiding citizens. The odds
were stacked against these people, in
massive ways.”

Brian found that instilling trust at that
interview table changed everything.
"There's no greater joy,” he said, “than
seeing a man who's been told he's not
good enough by his family, his state, and
his employers turn things around. All we
said was, ‘If you can show up on time
and do the job, we will teach you, walk
alongside you and mentor you." We
hired a pretty rough gang, some with
fattoos on their faces. There were felons
of the worst kind, former drug addicts
and repeat offenders.”

Brian explained to Furniture World
that at Austin’s Couch Potatoes, they
used fo buy damaged fumiture consid-
ered undesirable. "With a little bit of
aftention that furniture became beautiful
again. Our passion changes lives. We
just happen to sell furniture as well.”

A Transformative Experience

“The Furniture First buying group wel-
comed us in 2016. It was a fransforma-
five experience.

“It was there that we met the owners
of The Furniture Mall of Kansas. They
are engineers, thought leaders and our
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SUCCESS

THE COUCH POTATOES STORY

mentors. We were able to join a per-
formance group with them and became
great friends.”

Brian told Furniture World that a draw-
back of the Couch Potato model is that
with a name like that, designers didn't
take them seriously.

"We thought that it would be good to
develop a classier sfore, so we asked
Jeff and Jaime Winter to partner with us
fo create a Furniture Mall of Texas store.
Before they agreed, we took a leap of
faith, found a suitable property. Finally,
they agreed to do something crazy with
rookies who didn't know much about
selling higher-end furniture and had
never done anything by the book. We
opened our first store in Texas together,
The Furniture Mall of Texas, in March of
2021, during the pandemic. They sacri-
ficed so much to open the sfore with us.
| cannot imagine a better partnership. It's
been a great experience.”

Working with Cusfomers

"Back in the early days of selling furni-
ture out of our big metal barn, customer
service was easy. It was, ‘what you see
is what you get.” When we started to
migrafe to better goods, offering fabric
options and brands like Jonathan Louis
and Southern Motion, we realized that
we had to do a betfter job to be able
to sell custom furniture in 120-degree
weather. So, we investigated installing
air conditioning in our rented building.
It was $130,000 just for the AC, not
including installation. And we just could
not bite that off.

"We had to do something in that hot
barn, so instead of the HVAC system, we
set up a bar in the store (please don't tell
my mom). We noticed that when buyers
go to the High Point and Vegas mar-
kets, their favorite spots are the spaces
that have the best food and drink! So,
we started offering customers a nice

cold beer, knowing that they wouldn't
leave until they finished it—and it worked.
Serving cold beer might sound tacky
fo some in the industry but it's right for
Couch Potatoes. We still offer local beer
fo every guest to break the ice, as well
as sodas, juice and wine. Instead of ask-
ing ‘'what are you looking for today?” It's
‘can | get you a drink2’ People are just
caught off guard. It's as if they are walk-
ing info our Couch Potatoes home as a

"We went from being a
misfit gang of mask makers
to supplying the entire city
of Austin and 13 other
counties with all their PPE"

When masks were scarce, the pariners
were summoned fo meetf with Homeland
Security, part of an emergency fask force.
Couch Potatoes gave out over a million
masks free of charge. Pictured above is
Dan’s mask design created from
polypropylene and rubber bands.
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COUCH POTATOES

Fl.lnilug

EASY RETURNS

"We started offering
customers a nice cold beer,
knowing that they wouldn'
leave uniil they finished
it—and it worked."

guest. And, in Texas, becouse we offer

it to everyone of legal age, custfomers
don't have to show an ID or license.”

Mask Initiative

"At the start of the pandemic,” Brian
continued, "health professionals, as well
as other folks in Texas had trouble getting
masks and PPE. So, Travis, who has the
biggest heart in the world suggested that
we make some to give away.

"Dan, being Mr. Engineer took up
Travis' challenge. He found all the mate-
rials he needed in the factory except for
elastic. So he used rubber bands fo tie
the masks on.
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COUCH POTATOES

now available at

Mall
Texas
s i BB

under way fo roll out stores nationally.

"We posted online fo fry to give them
away. In just a few hours we had 50
requests. Dan did his nerd math and

figured we could make 100,000 masks
with materials we had on hand.”

"Since Austin's Couch Potatoes stores
were forced to shut down, we ran with
a skeleton crew consisting of our man-
agement team and one or two people
working online chat,” recalled Brian.
We didn't know if we could sell or deliv-
er. Most of our people had been sent
home. So, we called them to see if they
wanted fo volunteer.

"People we recently hired, who were
just released from prison showed up fo
help their community. It was probably the
greatest church service I'd ever aftended
in my life. They are heroes in my book.

"We sewed like crazy people. Then,
we received a call from the Department
of Homeland Security. The voice on the
other end of the line said, I need you to
come to my office.’

"I immediately called my wife, Dan
and Travis, to let them know that we were
probably going to jail.

"When we arrived at the Homeland

The Couch Potafoes website www.couchpotatoes.com fouts its two dedicated
locations in Austin and a third at their first Furniture Mall of Texas location. The
stores feature a shop local message, no haggle pricing that's fair, easy returns
and a no pressure sales staff that's “there to help you day or night.” Plans are

Security Office, we were 'wanded’
by commandos and the doors locked
behind us. We met with an emergency
task force made up of medical profes-
sionals including the heads of EMS and

hospitals in town.

“It's a long sfory but we went from
being a misfit gang of mask makers to
supplying the entire city of Austin and
13 other counties with all their PPE.
Our friends at Podium set us up with an
account to enlist volunteers to register to
be drivers. The Ausfin Stone Community
Church and The Disasfer Relief Network
helped us coordinate nearly 250 volun-
teers to sew mask kits at home. We gave
out over a million masks free of charge.
The City of Austin bought PPE gowns
from us, which kept all of our people
employed.”

Whatever It Takes

Couch Potatoes has an everyday low-
est prices model. "We don't care if if's
Black Friday or President's Day, if's the
same price. This policy came about
because we got fired of changing tags.



Predas. Ko ]

il Mazguag Lotka.

Curennly Chpstue okl B

2LkeTsIH

LR

The PIM
that solved
the eCom paradox

Digital commerce requires more audio-visual data than ever. It also \{Q

requires optimization and rapid changes to data for every selling channel.
Yet the best tool brands have had at their disposal is waos a spreadsheet.

i

~b> o000

3en PIM (product information m

X1-C

auncning to make

data management so easy you'

LeOfQL
Th
byi Cloug based Pint Solution
B mber Engine allowed
| e Mplete flexibifigy ;
per Engine €3 sa B :
Am er as much @ 7 iigoun
actedas@ partné hrough our o i
ider, walking ysHIE = - o
rovider, d their suite . )
data enrichmentan d )
?e commerce solutions a1
i :
_use PIM software Ly
= M

Coliective

rizzyhome

The Next-Gen PIM
for the next era of e-commerce

o

Fluidly import, optimize and export
data to selling channels without
tedious spreadsheets

Bulk edit with logic and automation, G
bypassing repetitive data tasks n%.

Store and manage digital assets along with
product data instead of cobbling libraries
and spreadsheets together

Know when product data is ready for a channel
with enhanced data scoring

() AMBERENGINE



HEPAE SUCCESS

We then found out that it made life so
much easier because we didn't have
to play the price game with customers.
And, you know whate Our margins land-
ed where we needed them to be, and
our customers appreciated the honesty.

“| can tell you story after sfory about
people who have fallen in love with us
because of the way we do business. We
do whatever it takes to make customers
feel happy and become part of our
family. We do what we can to help, for
example, giving away fumiture to folks
who've had challenges or experienced
disasters.

"I's a culture of giving back compa-
ny-wide. Every month, we give a paid
company day of service so our people
have an opportunity to be agents of
good and model that behavior to their
families. “We now measure and set

The five partners at the Furniture Mall of Texas
Grand Opening in 2021 (Dan Anthony, Travis
Morgan, Jeff Winter, Jamie Winter and Brian
Morgan) all sitting on the signature scooters
customers use fo ride around the store.

goals for giving as business metrics.
How many lives have we impacted this
yeare Can we impact 50,000 lives in a
positive way this quartere”

The Future

Brian, Dan and Travis plan to roll out
the Couch Potatoes brand nationwide.
Brian told Furniture World, “we will open
more Furniture Mall sfores in Texas and
throughout the country with our partners
at Furniture Mall of Kansas.”

"The Winter family focuses on three
things. Happy family, happy guests and
happy business, in that order. The idea
is that if your people know that you love
them, appreciate them and serve them,
they will be happy and your business will
be healthy.

"We refer to Furniture Mall of Texas’
customers as happy guests and work to
provide over-the-top service. As in the
Winters' Furniture Mall of Kansas store,

homemade cookies and custard are
served. Tricycles are available for cus-
tomers to ride around in the store. It's our
belief that if our industry wants people fo
come into the brick-and-mortar stores,
the experience has to be lively and excit-
ing. And nobody does that better than
Jeff Winter, Jamie Winter and family. It's
just crazy, fun.”

"We didn't have to play
the price game with
customers. And, you know
whate Our margins landed
where we needed them
to be, and our customers
appreciated the honesty.”
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‘ [hatever

your

v business

model

automation is needed

to accomplish more
with less time and
give your precious
human talent to focus

on what they do best.

50 FURNITURE WORLD  March,/April 2022

by David McMahon

Every furniture retfailer knows how
challenging it is to find and retain long-
term, career-minded, employees. Along
with this falent challenge, wage inflation
has made it a requirement to offer more
competitive compensation to affract and
retain top talent.

It's a difficult situation. On one hand,
refailers need to hire and develop good
people. On the other, they must control
wage cosfs to produce a respectable
level of profitability.

Despite these pressures, most store
owners continue fo operate their busi-
nesses the same way they always have.
The result is often overworked team
members, stressful work environments
and reduced employee performance.
Ultimately businesses, employees, and
customer experiences suffer. It's become
a chronic problem.

The solution is to implement systems
and processes that provide better results
using fewer resources. Doing so enables
retailers to employ a reduced number of
good people to handle daily work-
loads, resulting in more growth, happier
employees, and satisfied custfomers.

Fortunately, many tasks can now be
"triggered” by software that enables
one or more acfions fo be execut-
ed automatically. These acfions include
retail workflows, processes, reminders,

transactions and communications.

The process is similar to the way a
mousetrap works. The mousetfrap is the
technology, the removal of the cheese is
the trigger, and the springing of the frap
is the action.

With automation, the only limitations
are creativity, desire, and the technolo-
gy that's deployed.

Pre-Sales Automation

'| Web-CTA (Call-to-action): A

. CTA'is a piece of code on a web-
site that facilitates sending a digital lead.
This engagement-ware code typically
asks website visitors for information in
exchange for personal information. The
information request can be a simple item
inquiry, a newslefter sign-up, a sleep
profile quiz or a style assessment. The
CTA either launches when a website vis-
itor clicks on a link, or an auto-launched
pop-up can appear after a set fime of
browsing. Once web Vvisitors type in
the requested information, they typically
receive a message notifying them about
next steps fo take, or the results of a quiz
they've taken are revealed. The CTA
process provides retailers with the ability
to follow up with web visitors.

Trigger: Visiting an area on a website.
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RETAIL AUTOMATION

Auto-Action(s): Information requested,
results returned, lead opportunity gener-

ated, follow-up person nofified.
2 Chat-bots: When you visit most
. websites these days, at the bot-
tfom right comer you will likely see a
small person with a cartoon chat bubble.
If you click on this chat-bot icon you will
often be asked for basic information such
as your mobile number or email and
name. From there, chat-bots differ from
CTAs in that chat-bots engage website
visitors in @ real-time conversation. In
doing so, data is automatically collect-
ed about potential customers and their
needs. Good automation continues after
chats are completed. This may include
sending thank-you emails/texts as well
as auto-assigning follow-up communi-
cations to lead managers, departments
or individuals as oppropriate.

Trigger: Clicking on the bot and typing

in contact information.

Auto-Action(s): Conversation inifiated,
data collected, thank you sent, opportu-
nity follow-up assigned.

Appointments: Calendars save

. everyone fime, qualify serious
shoppers, and promote the profession-
alism of sales teams. Llinks to one or
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more digital calendars on retail websites
show the availability for VIP consulta-
tions. Calendars can be used to promote
and schedule in-home appointments,
in-sfore concierge services or sleep pro-
filing, for example. Customers can use
them for self-scheduling. lead managers
can use them for converting digital fo
in-person opportunities and sales man-
agers for monitoring and booking sales-
people’s time. Affer an appointment is
scheduled, it can be auto tagged as a
'hot" opportunity that can be tracked.
A salesperson can be assigned, then
appointment preparation and reminder
messages sent from the salesperson to
the prospect automatically. Auto-emails
that, for example, ask for pictures of a
room or for current likes and dislikes in
advance, can increase the likelihood of
sales and save time.

Trigger: Booking a date and fime on the
digital calendar.

Auto-Action(s): Confirmations and
information requests senf from salespeo-
ple. Reminders sent to salesperson. lead
defined and tracked as “hot.”

Physical to digital automation:

. QR codes have become more
prevalent in the age of COVID. They
serve as an automation bridge between

the physical and digital worlds. Because
of this, businesses can capture more
leads from their physical material and
better understand what customers are
looking at. A QR code when scanned
can automatically go to a CTA, a calen-
dar, lead to a drip campaign that targets
prospects in a personalized way, send
an offer, or provide information.

When scanned, a QR code on a
direct mail piece, for example, can con-
nect web users with additional product
information. It might also trigger an auto-
sent email featuring decorating ideas
as well as schedule lead follow-up with
a salesperson. Prinfing a QR on order
checkout paperwork can facilitate order
status, delivery scheduling and service
requests. This can make it easy for cus-
fomers to get order updates (depending
on the technology) or request an order
update from their salesperson within a
certain time frame.

Trigger: Scanning the QR (and possibly
entering information).

Auto-Action(s): Information requested
returned fo the user. Follow-up assigned
fo salesperson.

Quotes and no sale prospects:
. When prospects provide their
personal information or if they are pre-

"Auto-emails that, for example,
ask for pictures of a room or for
current likes and dislikes in advance,
can increase fhe likelihood of sales
and save fime."
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"Uber and Lytt popularized

the automated process of vehicle in-process tracking.
This technological advance can be applied to fumiture dglivery.”

vious customers and they do not buy, it
makes sense fo follow up. However, in
practice, if managers do not inspect to
see if follow-up on “hot leads” has been
done, there will be multiple dropped
balls. It is challenging to keep track of
multiple quotes, with multiple salespeo-
ple, over time, on an ongoing basis. This
is where aufomation shines. If quotes
or non-sale leads are recorded, the
next actions can be predetermined. For
instance, thank you messages can be
auto-sent with a button to schedule an
appointment. Reminder nudges can be
periodically sent to salespeople on a
scheduled frequency until either a sale
is made, or the customer chooses not to
purchase. Then, a drip campaign can be
friggered. In effect, strategic automation
enables businesses to cast a wider net,
with smaller holes, leading to more fish
being caught.

Trigger: Quote or non-sale lead recod-
ed in a sysfem.

Auto-Action(s): Salesperson assigned.
Customer sent a thank you note and pro-
vided with suggested next steps to take
on their buying journey. Salesperson
follow-up prompted. Manager nofi-
fied of unexecuted follow-up and open
quotes/sales pending.

Open Sales Automations

'| Open sales follow-up: | believe
. that businesses should be fully
fransparent with their customers regard-
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ing the status of their merchandise. If it
has been ordered, is on the water or
already in the warehouse, they deserve
to be in the know. Not everyone in
the industry agrees on this point. Some
retailers believe they may lose sales,
cause confusion, or create partial deliv-
ery requests if they are transparent with
merchandise status. No matter what
your views are, open sales follow-up is
more challenging now than ever. Those
retailers that use automation to either
give customers direct access to their
order status (like Amazon) or prompt
salespeople to follow up, will provide a
superior customer experience.

Trigger: Sale made.

Auto-Action(s): Predesigned and sched-
uled messages are sent from salespeople
fo customers. This may include a thank
you communication for the purchase,
order placed, in-production, order status
self-check tracking link or order status

request link.
2 Protection reminder: Product
. profection, accident insurance,
extended warranties or benefit pack-
ages are the most profitable products
customers buy. Not all customers, how-
ever, purchase at the point of sale.
Sometimes they are not even made
aware that these offerings are available.
Therefore, it makes sense to send auto-
mated messages to customers who did
not purchase the profection package.
The email can offer an option for cus-
fomers to request to be contacted with

Tracking Your Delivery

®

more information or to be automatically
enrolled in the plan. In these and other
messages some retailers will use a short
video to present the product.

Trigger: Sale made without protfection.

Auto-Action(s): Consider sending three
campaigns automatically from the sales-
person: After the sale, before delivery,
last chance day of or after delivery.
3 Payment processing: Collecfing
. payments is fime-consuming.
Include in your terms that full payment is
required on in-stock merchandise. Find
a merchant service that enables you to
store bank account or credit card infor-

mation so that you can auto process any
amount due.

Trigger: Merchandise arrives in retailer’s
facility.

Auto-Action(s): Notifications are simul-
faneously sent to the customer and to
your admin notifying them of payment
processing.

Delivery scheduling: Delivery

. scheduling gets done by sales-
people, customer service reps or ded-
icated delivery coordinafors. This is a
fime-consuming process with multiple
back and forth calls, texts and emails.
Process automation provides huge bene-
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"A QR code when scanned

can avtomatically go to a CTA,
a calendar, lead o a drip

campaign that fargets prospects
in a personalized way, send an

offer, or give some information.”

fits. When sales arrive that can be sched-
uled (either partially or fully depend-
ing on the retailer's policy), a message
can be automatically triggered to the
customer from their salesperson. Date
options for delivery can be included or,
even better, include a link so customers
can self-schedule their own delivery.

Trigger: Sales marked as ready for
delivery scheduling.

Auto-Action(s): Pre-designed emails
and/or text with links sent to complete

the scheduling process.
5 Pick-up scheduling: Some retail
. furniture operations have up to
30 percent of their sales picked up
by customers. It is time-consuming tfo
inform, remind and coordinate customer
pick-ups. When customers arrive to get
their merchandise, warehouse people
must sfop doing what they are doing to
pull the merchandise while the customer
waits. Automating this workflow speeds
up the entire process. As with delivery
scheduling, an automated message is
friggered when the merchandise is in
stock. From there, customers are encour-
aged to select a date and time for which
to schedule their pick-up. Reminders are
sent automatically from the pick-up cal-
endar. Customers send a text once they
arrive, and a refurn text is sent when
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everything is ready.

For customers that do not show up
or whose merchandise sits in the ware-
house too long, constant reminders can
be sent fo free up warehouse space.

Trigger: Merchandise ready for pick-up.

Auto-Action(s): Pre-designed emails/
texts sent with links to schedule pick up.
é Day of Delivery: Uber and

. lyft popularized the automat-
ed process of vehicle in-process track-
ing. This fechnological advance can
be applied to furniture delivery. On the
morning of the delivery, customers can
be sent an email and/or a text with
instructions fo self-track their merchan-
dise. Furniture operations that use this
technology find that their retail customers
track their deliveries closely. This saves
time by reducing delivery status calls

and provides a better and more conve-
nient delivery experience.

Trigger: Date of delivery sef.

Auto-Action(s): Email and/or text with
tracking information sent.

Conclusion

When choosing a system to provide
better results using fewer resources,

make sure that pre-sale and open-sale
automation can be modified to suit your
specific needs. For example, a business
that does more special orders, design
work and house calls, will likely have
a greater need for scheduling time and
organizing status follow-up. A high vol-
ume, stocking retailer, might put extra
focus on delivery pick-up scheduling
fo increase warehouse invenfory turns.
Whatever your business model, auto-
mation is necessary to accomplish more
with less time and give your precious
human falent more fime fo focus what
they do best.

This article was just a sample of what's
possible using automation technology. In
the next issue of Furniture World, we will
focus on post-delivery, re-engagement,
vendor and frade related automation.

About David McMahon: David
is the founder of PerformNOW Inc.
PerformNOW has three main products
that help home furnishings businesses
improve and innovate: Performance
Groups (Owners, Sales managers,
Operations),  PerformNOW — CXM
(Customer eXperience Management
systems and processes), Furniture busi-
ness consulting. See all of McMahon's
articles at www.furninfo.com/Authors/
David_McMahon/6. He can be

reached at david@performnow.com.
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HAPVANE OPPORTUNITIES

Lock Yourself in the Kitchen

deas by way
of Jagger and
Richards for
Furniture World
readers to either
consider or

dismiss.
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by Peter Schlosser

| have a number of favorite expres-
sions. These include "No good deed
goes unpunished.” Love it. Also, “When
the going gets tough, the tough get
going.” For the past couple of vyears,
we've all had to hike up our britch-
es and deal with supply chain issues,
so right now, my favorite expression is
"Necessity is the mother of invention.”

That's why I've chosen to advocate in
this article for unconventional approach-
es to keeping fumiture flowing onto
smaller retailers’ sales floors. Throughout
the pandemic, the Top-100 have lever-
aged their buying clout. Even if they can't
get exactly what they want, they can get
all the goods they need. That has left
some smaller retailers in tough situations.

One benefit that small footprint entre-
preneurial businesses have is flexibility
when faced with challenges. It reminds
me of a story that seemingly has very
little to do with the furniture business.

The manager of the Rolling Stones,
Andrew Loog Oldham, was said o have
locked Mick Jagger and Keith Richards
in a kitchen to force them fo write a sad
song. "l want a song with brick walls
all around it, high windows and no
sex,” he said. The working fitle, accord-
ing to Wikipedia, was initially "As Time
Goes By," the same as the song Dooley
Wilson sang in the film Casablanca
(see https://bitly/3HMIGZI). It was

Oldham who replaced the word “Time”
with “Tears.”

They came up with the song Marianne
Faithfull released in 1964 to great
acclaim (see https:/ /bitly/3HzIwEd).

It sometimes becomes necessary to
"lock ourselves in the kitchen,” to focus
on an imporfant task. That's especially
frue in this extraordinarily bizarre time.

I'm sure that Jagger and Richards
came up with some interesting as well as
dead-end ideas before setiling on their
final version. That's how | came up with
the following list of ideas for Furniture
World readers to either consider or dis-
miss. Even if you are a refailer that has
your supply chain issues under control
by now, some “kitchen” time might lead
you fo recipes that will add interest to

"One benefit that small
foofprint enfrepreneurial
businesses have is flexibility
when faced with challenges.
This reminds me of a story."
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TD Bank.
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you all the tools to grow your business
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with strong credit limits and the ability
to pay over time.

Unlock more revenue
for your business.

/ Increase sales &
sl

average ticket size

Convert browsers into
buyers with online financing

Build customer loyalty
& repeat business

E Retail Card Services

l 1

¥ 1

of retail cardholders said financing
was important when making a major

furniture purchase*

*Source: TD Customer Experience. September 2021 Survey. A major purchase is defined as spending $500 or more on a single product.
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some astonishing numbers about how many people have

purchased vintage products at www.chairish.com."

your marketing and incremental dollars
fo your bottom line once business gefs
back to normal.

Pre-Loved Furniture
Sales or Consignment

Cars aren't the only items in the “used”
category to become more popular and
pricier lately. Vintage furniture, especially
mid-century items from legacy manufac-
turers like Dixie, Heritage Henredon and
Bassett are wildly popular. Watch any
television commercial geared toward
the 25-45 age group and | guarantee
you'll see a lane switchboard cockiail
table or an Eames chair. If you have a
repair shop (you should) you can recon-
dition these pieces. look on websites
such as 1stdibs.com or ebay.com, and
you'll quickly see what's selling. Check
out kaiyo.com, which promotes real finds
on pre-loved fumiture made to last. If's
a pitch that also appeals to consumers
who are looking to save the planet by
keeping furniture out of landfills.

Younger people have recently become
affracted fo vintage fumiture. But not just
any vintage furniture: it must be chic. In
a recent installment of Furniture World's
Design & Designer series, Michelle Lamb
observed that “Minimalist forms and pat-
terns have been around for so long that
it's time for decorative looks to come
back. That's happening in a frend called
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grandmillennial. This style incorporates
furnishings that look like they came from
your grandmother’s atfic, accented with
forms that are cleaner and less detailed.
These more contemporary accents offen
lean toward mid-century modern, a mil-
lennial favorite for so long that it is now
considered a home furnishings basic.

"The grandmillennial trend is all about
furnishings that look like or are vintage,
but with a twist. For example, an uphol-
stered chair that your grandmother loved
in fopestry might be recovered for a
2lst-century consumer in an updated
color of velvet or an oversized repeat,
fransforming it info something unique. Or
vintage-look furnishings may appearin a
room with oversized floral wallpaper. If's
an eclectic look and part of a return to
a fradition that we've been tracking for
more than three years.”

"Vintage furniture has been out of
fashion for long enough that it now
feels fresh. Chairish has published some
astonishing numbers about how many
people have purchased vintage prod-
ucts at www.chairish.com.

Thrift Stores: You might think I'm reach-
ing here, but thrift stores can be a good
place to find this kind of gold. At a thrift
store in Virginia Beach, | once found a
Hickory Chair silver chest and a Lane
cocktail table for $65 and resold them
for $500. Habitat for Humanity has a
strong furniture presence in this catego-
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ry and often has pieces on their floor
in very good condition with plenty of
margin left ot refail. | bought a Maitland-
Smith marble top chest for $79 in like-
new condition. Even Craigslist has a ton
of great fumiture available. If you search
by the legacy names, you'll find it.

Other Ideas

Welding shops. Welders can make
amazing things. If you can dream up a
design, they can make it a reality. And,
selling locally made metal bookcases
and tables can give you an interesting
story fo tell on your next TikTok video.

Cabinet shops. What's the difference

"look on websites such as
I stdlibs.com or ebay.com,
and you'll quickly see
what's selling. Check out
kaiyo.com which promotes
real finds on pre-loved
fumiture made fo last.”
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"From time to fime |
un across a cabine
that is begging for a
new top, and that's when
| reach out fo my marble
quy here in fown."

between furniture and cabinetry?
Nothing! Cabinet shops (like mine) can
creafe all sorts of designs for you, right
in your neighborhood, and you can
control the color, woods, finish, and
design. Cabinet shops traditionally focus
on boxes, but they can turn posts, build
frames, plank tops together, and join
wood any way you like.

Upholstery shops. Anyone who can
re-upholster can also upholster. If you
drift around Market, you'll see hundreds
of iterations of the basic sofa. All that's
required is a frome and someone who
knows what theyre doing.

Marble shops. From time fo time, | run
across a cabinet that is begging for a
new top. That's when | reach out to my
marble guy here in fown. Marble shops
have lots of odd cuts sitting out in the
yard, and they'll cut them down for you
for only a few bucks. | once got a mar-
ble slab cut down to my spec for $50. |
made a kitchen island with it and sold the

piece for $1,000.

If you place two unfinished kitchen
base cabinets back-to-back, place two
wall cabinets of the same height at either
end, then add a slab and wheels, you've
got a kitchen island.

Is Your

Marketing

Making You Nuts?

We can help.

Let our effective marketing campaigns reach and convert customers.
Video Production - OTT . Email Marketing - Print
Digital Media - Media Placement

MARKETING & ADVERTISING

Full service Marketing Agency, smart and vital to success.

Bob@4aca.com

Contact Us Today

So we can better understand

your marketing needs.

800-882-8588
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Final Comments

You might not want to change your
business model with any of the ideas
listed above, but with a litlle fime in the
kitchen, a bit of luck and ingenuity, you
may be able to augment your offerings
and expand your business!

About Peter Schlosser: Peter Schlosser
is a back-end furniture consultant based
in Winston-Salem, North Carolina. His
focus is repair, quality control, excep-
tional customer service, and all things
operational. He is a contributing editor
to Furniture World. Questions on any
aspect of this arlicle or furniture repair
can be directed to Peter Schlosser at
pschlosser@furninfo.com.

"With a litle time in the
kitchen, a bit of luck and
ingenuity, you may be
able to augment your
offerings and expand
your business!’
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HAPVANIE ADVERTISING

ADVERTISING

CAN ONLY TAKE YOU 50 FAR

onversations
between
retailers and
ad agencies
need to expand
beyond questions
of creative and
media to ensure
that messaging
aligns with customer
perceptions and

experiences.
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Interview with Joe Walter and Terry Fetterman

This installment in Furniture World's
series on refail advertising features infor-
mation and advice from Terry Fetterman
and Joe Walter of Tango Multimedia.
Their ad agency works with independent
family-owned stores with sales in the $3
million to $20+ million range.

Fetterman spent the first two-thirds of
his career working for companies such
as Radius Communications, Comcast
and Viacom-owned CBS in TV adver-
fising and video production sales, man-
agement and direct response.

"Before founding Tango,” he recalled,
"| also worked for a technology compa-
ny as director of sales on the operational
side of broadcast television and early
streaming media services.”

Joe Walter met Terry years ago fol-
lowing a disappointing experience with
a TV ad buy he made while working af
his family’s furniture operation, Highland
Park Furniture.

"One Black Friday weekend,” he
recalled, "We invested heavily in TV ads
to bring in customers.

"The spots were a complete failure.
It was our first substantial investment
in felevision advertising, and we were
unable to tie any business directly to the
promotion.

"Our print supplier, Banner Marketing,
suggested that | speak to Terry before
doing more felevision marketing. Terry

immediately spotted the flaws in our
campaign and suggested a thoughtful,
well-designed plan. As it turned out,
my dad, who owned Highland Park
Furniture, said, ‘As long as | live, I'll
never run another felevision ad! It doesn't
matter how good the plan is. We spent
our lifetime supply of TV money on that
last campaign.” So, Terry, and | just
remained friends. Over a number of
years, | developed expertise in digital
ad management as an effective means
of advertising our stores, which ultimately
led me to join Tango as VP of Online
Advertising.”

New Advertising Conversation

“It's not news to most Furniture World
readers that access to data allows refail-
ers to create audiences based on datq,
frack impressions and clicks,” explained
Fefterman. “Today, they can measure the
number of people who were served an
ad, walked into a store and purchased.

“These analytics have fundamentally
changed the conversation refailers and
their ad agencies should be having.
Instead of being concerned with just
marketing and branding, advertising
decision-making is increasingly connect-
ed with how retailers buy, merchandise
and sell their products.

"Here's an example. We recent-
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Share of younger adults receiving TV via cable or satellite
has plunged dramatically since 2015

Percent of U.S. adults who say they receive TV via cable or satellite at home

U.S. adults Ages 18-29
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30-49

65+

50-64
86
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66

ly worked with a large retailer whose
brand message emphasized selling
products for less than the competition. It
was and is a major pillar of their brand.

"When customers were asked to share
their impressions about this refailer, they
explained that the operation delivered
an excellent shopping experience and
were impressed with the employees,
product quality and selection. All good
things.

"This retailer’s everyday prices were,
in fact, lower than their competitors’
Customers, however, believed the oppo-
site. How was this possible?

“To correct a mismatch like this takes
more than just working with an ad agen-
cy fo place clever ads. The shopping
experience needs to be re-aligned. For
example, it could be that when shoppers
walked into this retfailer’s stores and
turned right, they saw a selection of
higher-end items. If a $12,000 sofa is
the first thing shoppers see, it makes an
impression. Multiply this by 1,000 and it
can become a problem.

"Just moving a display from the front
to the back of a store can have a large
effect over time,” noted Fetterman. "And
there are many non-advertising factors
like this in retail operations that contrib-
ute to a disconnect between a retailer’s
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advertised brand and the experience
people have of that brand. Advertising
and marketing have become much more
comprehensive and holistic. It needs
to be part of any discussion between
retailers and their advertising agencies.”

Video Shift

On the topic of media choices, Joe
Walter noted that “the conversation
about television advertising has shifted
quite a bit in the past few years due to
the importance of reaching people with
video.”

"That's certainly been the case,”
agreed Fetterman. Video has become
the number one source of information
for 66 percent of all adults. The TV
budgets we're managing are shrinking
as Youlube and Facebook video adver-
fising, OTT, CTV and sfreaming video
have grown.

"Even today, some retailers are
handling advertising themselves. They
accept the packages offered to them
by television, radio and newspaper ad
reps. This is not the best way to optimize
an advertising budget. What advertising
reps say is not always the best advice for
home furnishings retailers.

Note: Respondents who did not give an answer are
not shown. Source: Survey of U.S. adults conducted

Jan. 25-Feb 8, 2021. PEW Research Center.

“In 2015," Fetterman confinued, "76
percent of adults watched TV from cable
or safellite. Today, that number has
dropped to 56 percent. While it's sill o
lot of people, media consumption habits
continue to shift.

"Often, furniture stores use broadcast
TV—a combination of ABC, NBC, CBS
and FOX. In any market, one or two
stations dominate the local news and
furniture stores choose those stations to
carry the majority of their network tele-
vision placements. Many store owners
believe that their customers don't watch

"There are many non-
advertising factors like this
in refail operations that
contribute to a disconnect
between a retailer's
advertised brand and the
experience people have

of that brand."
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"People waich CNN,

Fox News and MSNBC. Advertise on those three news channels from
six p.m. until midnight. Every single fumiture store can afford to do that.”

cable TV anymore.

"They place commercials from five in
the moring until six af night during the
early news, the evening news, occasion-
ally on late-night news and sometimes
on entertainment shows like Kimmel and
Fallon. Unfortunately, most TV viewership
is not during those time slofs. It's in prime
time.”

Fetterman said that local furniture
stores typically can't afford prime time,
but that isn't a huge problem because
they can still reach people before they
leave for work, then again when they
return home, through local news pro-
gramming. “On paper, it all sounds
good. The problem is that including trav-
el time, most potential customers leave
home at 7 a.m. and refurn at 6 p.m..
Refailers are sometfimes well served by
reducing their broadcast budget a bit
and adding cable TV in primetime when
people are watching CNN, Fox News
and MSNBC. Advertise on those three
news channels from & p.m. until midnight.
Every single furniture sfore can afford to
do that to better reach folks who work
during the day.”

Digital Decision Making

Furniture World asked Joe Walter

about current best practices for digital
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advertising.

About Google: "Google is foundation-
al to any advertising program,” he said.
"It is the place people go fo first when
they're looking for furniture. When they're
interested in buying, refailers need their
website to show up in that moment. It's
the modern equivalent of Yellow Pages
advertising. Beyond Google, the market
a refailer is in, its budget, and goals dic-
tate what needs to happen next in terms
of digital advertising.”

About Geofencing: "For some refailers,
geofencing makes a lot of sense for a
similar reason. It's a way to effectively
communicate with actfive shoppers. Even
during the pandemic when closing ratios
were as high as 50 percent or more,
there were sill lots of consumers who
walked out of stores without buying.
So, it makes sense for retailers to direct
resources to try to get their shoppers and
those consumers who visited competitive
stores to come in and complete a pur-
chase.”

About Competitors: “It's a misfake to
blindly copy competitive stores’ advertis-
ing choices. For example, if's easy for a
retailer fo assume that an Ashley Furniture
Home Store operating in its market area
wouldn't place so much TV advertising
if it wasn't working. For a retailer with

a modest adverfising budget, however,
television is often not the best way to go.
It's important fo be aware of what com-
pefitors are doing in ferms of their media
choices, but it's impossible to compete
simply by copying large competitors.”

About Website Development: "Over
the past two years, many retailers have
been patting themselves on the back
for finally paying some attention to their
websites. But, there are sfill a large

"There are so many ways
stores can build rapport
with customers and provide
an altenative o scrolling
through sofa images
accompanied by boiler-
plate copy about exemplary
customer service and how
many years they've been
in business.”



WHAT
NEXT?

We are a promotional sales and

consulting firm dedicated to helping OUR TEAM

independent furniture retailers to

IS COMMITTED TO YOUR SUCCESS
either increase sales and cash flow,

or exit their business profitably.
Wherever your NEXT takes you, Cynthia

Heathcoe
we're HERE to get you THERE.
VP of Business

Development

Contact us today to schedule your
FREE CONSULTATION:

or
Ron

Cooper

Promotions
Q4 » Mean
¥ Profits

Mustafa

President

seemaseacul u Tl
Solutions Partner for FURlemhﬂ Proud Member of n"m Service Provider For FURNITURE 1f and




HEPAE ADVERTISING

ADVERTISING CAN ONLY TAKE YOU SO FAR

number of furniture store websites that
underperform.

“Retailers may spend huge sums on
rent, salespeople and displays to sup-
port physical locations. Af the same fime,
they tend to shorfchange their websites. If
a shopper’s first impression, based on a
website experience is poor, she proba-
bly won't consider an in-store visit. WWhen
that happens, investments in physical
locations are wasted.”

Content

Walter suggested that Furniture World
readers who setile for just uploading
information provided by their manufac-
turers are unlikely to inspire shoppers.

"Over much of the last two years,
it's been a sellers’ market for a lot of
retailers who've been able to cut their
ad budgets.” Rather than pocketing that
savings, he said, they should fund con-
tent creation. Whether they hire an influ-
encer, post Tiklok videos or photograph

beautiful in-store vigneftes fo replace
cookie-cutter manufacturers’ supplied
photos, it's worth the effort.

“Smart retailers are creating how-to
and design videos. There are many
ways sfores can build rapport with cus-
fomers and provide an alternative fo
scrolling through sofa images and boil-
erplate copy about great customer ser-
vice and how many years they've been
in business.

"Most retailers know that they need
fo create better content. Often though,
that's where the discussion ends. Store
owners hardly have the fime to take care
of basic things like hiring, payroll and
placing orders, much less brainstorming
about what kinds of blog posts to write.

"The good news for refailers is that
platforms such as TiklTok and Snapchat
have changed the threshold for what's
considered entertainment. Our cusfom-
ers have become used to low-fidelity
content, so compelling social media
messaging no longer requires fantastic
high-resolution images or professional

Average Time Spent Per Adult18+ Per day

Based on total U.S. population
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videography.”

Retailers who visit TikTok can see
thousands of submissions from top-100
to small independent retailers. A quick
search for the phrase “furniture store”
reveals content that ranges from useful
information to playful clips featuring fur-
niture sfore employees and customers.
"Mrs. Jones came in and bought a
sleeper sofa. Why2 That can be your
piece of confent,” observed Walter. “Or,
a salesperson on-camera can talk about
how happy a recent customer was when
she solved her back problem with an

adjustable bed.

"Stories are being continually created
inside stores. They are almost like video
diaries that don't have to be accompa-
nied by grand explanations or pitch the
next big sale event. But not everyone is
capable of creating persuasive content. |
would caution retailers against choosing
the youngest person they know to be
their social media and website confent
person, "advised Walter. “Just because
an intern or junior employee is using

"Stories are being confinually
created inside stores, almost
like video diaries that don'
have fo be accompanied
by grand explanations or
pitch the next big sale
event fo be considered

I

great confent






Instagram all the time, it does not mean
that they are qualified to confrol some-
thing as important as a refailer's social
media communications.”

Smart Solutions

Fetterman remarked, “There will
always be challenges as well as oppor-
tunities for fumiture stores. In good times
and bad, some retailers find reasons
based on current business conditions, the
news cycle, or a collective mindset to cut
back on advertising.

"Before making big advertising deci-
sions, it's wise to take a step back
and ask a few questions. 'How do we
improve foday so we can grow? How
do we develop better business and
brand focus? How can we reflect our
unique branding via in-store shopping
experiences? How might we extend this
experience outwardly through our online
and social presence?

"Good decision making requires lever-
aging data, but, many stores don't know
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how many households there are within
10 miles of their operation. Neither are
they aware of what those homes look
like, the demographics and geographics
of the families that live in them or their
occupants’ style preferences.

"We recently worked on a campaign
targeting roughly 330,000 women with
household incomes of at least $60,000
in a refailer’s trading area. These women
had an interest in home furnishings, dec-
orating and home improvement.

"Here's some context. The typical
U.S. household purchases, on average,
$1000 to $2,300 on home furnish-
ings a year. A quick calculation using
an average yearly spend of $2,000
multiplied by 330,000 households told
us that the targeted group was likely to
spend in the neighborhood of $660
million on home furnishings during a one
year period.

"The media this refailer used to reach
this audience included targeted ads
served via paid social advertising, online
advertising, programmatic, video market-
ing, OTT, YouTube and print. Impressions,

”The gOOd NEWS for retalers is that

platforms such as Tiklok and Snapchat have changed
the threshold for what's considered entertainment.
Our customers are used fo low-Tidelity confent now.”

clicks and how many people from the
targeted group entered the store and
purchased were captured. This retailer
generated more than $820,000 In sales
on a $55,000 ad spend.

"People used to say, ‘Man, if | knew
which half of my advertising worked,
and which didn't, I'd be a genius. Today,
refailers can have that information. It
doesn't matter if a refailer can invest
$100,000 on an advertising campaign
or just $2,000. An insightful in-house
marketing team or ad agency can cre-
ate an arficulated advertising program
that is responsive, data-driven, filled with
analytics and market intelligence. But,
great advertising can only take a retailer
so far. It has to be accompanied by
looking closely at what's happening
when shoppers targeted by ads visit a
store.

"That's why it's so important for furni-
ture refailers to have conversations with
their agencies or marketfing teams about
how consumers interact with their web-
sites and in-store experiences. These can
be incredibly productive conversations.”
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Magnolia

Featured in a teal suede with tie-dyed pillows, this
double chaise configuration is made from quality
materials in the USA. Contact information

on page 104.
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Furniture of America

With vintage ivory frames and contrasting
rusfic gray crown moldings, the Myrtlemoore
bedroom has farmhouse charm. It features
hand-carved floral details on sustainably
sourced Pine wood, meficulously hand-painted
and hand-finished. Contact information

on page 104.

Stressless

The original Stressless model has been brought back to
celebrate the company’s 50th anniversary. It features
iconic curves and retro details which dominate today'’s
furniture design. Contact information on page 104.




RFA Decor

"Mamba” is a hand-embellished
giclée on canvas of an original
mixed media work by artist Kevin
Wenner. 60 x 44 inches, framed.
Contact information on

page 100.

fiVO Design

Pictured is fivO Design's patent
pending MOD 5 sleek, modern
bar cart. It can be a desk by day
and bar cart by night. Upper
shelves for storage and matching
wine rack makes it the perfect
piece for everyday entertaining.
Contact information on

page 104.

legends

The Alexandria bedroom blends modem and rustic.
Its slatted design and forged iron accents compliment the
Mountain Mist finish. Includes USB ports on each side of
the headboard. Contact information on page 104.

Country View
Woodworking

This table features two leaves. lts Rustic Cherry
finish with Michael’s stain allows the wood
grain to shine through. Shown with CYW's
DCH-33 side chairs. Contact information

on page 104.
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Capel Rugs %
Arrows has a playful pattern that works beautifully in X
any room. This area rug from Genevieve Gorder has &
a 20 mm pile height and is machine made from 100 A
percent Olefin with easy-care performance features. A
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i

o
4

22,

Pelican Reef

The Pelican Reef Moldova Collection is an
all-aluminum frame outdoor seating and
dining group. lts textiline sling seats create
a plush and comfortable surface for the
outdoor cushions. Contact information

on page 104.

Bivona & Company

The Log Cabin Loft features rusfic panels designed
to look like traditional logs, creating the perfect
club house to hang out with fellow adventurers and
host sleepovers on standard twin size matiresses.
Contact information on page 104.



!
Moe's
The Mid-century Bellos Accent Chair shown in
Open Road brown 100 percent top-grain leather

upholstery with solid Rubberwood frame.
Contact information on page 104.

Muniz

Newest sculpture designs showcase fluid lines
and brilliant translucent colors intermixed with clear
polished acrylic. Contact information on page 104.

Arason

The Brussels style Creden-ZzZ cabinet bed
comes in three finishes, white, charcoal and
ash. This elegant cabinet holds a queen size
mattress. Contact information on page 104.
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Kravet

The new Kravet Soleil Indoor/Outdoor
Collection, created with luxury in mind,
includes a variety of seating options to
outfit any outdoor space, including sofas,
swivel chairs, sectionals, chaise lounges
and ottomans. Contact information

on page 104.

American Woodcrafters

The Wiltshire Bedroom Collection is a fresh take
on the popular Campaign style. It features sleek,
transitional hardware and provides ample storage
options. Contact information on page 104.

Norwalk Furniture

The traditionally-styled Wilmington Chair is infused with
subtle updated design elements that make it easy to
include it in more modern spaces. The gentle

curve of the back rail and dramatic drop of the back sew
line compliment its oversized contrasfing welts.

Contact information on page 104.
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Charge

Your customers dream,

we approve.

$92,000 $79,000 $65,000

The first multi-lender network for
point-of-sale financing and BNPL.

With a single application, ChargeAfter delivers
personalized point-of-sale financing offers to your
consumers with the highest approval and acceptance
rates from our global network of lenders.

ChargeAfter's omnichannel, multi-lender platform
offers flexible financing options including 0% APR,
Installment loans, Buy Now Pay Later, Open lines of
credit, and Lease-to-own offers for ecommerce,
in-store, and call-center sales.

More choice. More selection. More approvals!

Seamless Integration = Increase Approval Rates = White-Label Ready =
Single Application = Omnichannel Merchant Control

ChargeAfter.com/furniture
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DESIGN

Currey

Designed by Hiroshi Koshitaka, the Saisei Grande
Chandelier is made of rattan that flows artfully around
a wrought iron frame in a khaki finish.

Contact information on page 104.

Estro Milano

Palladio features refined style and recliner function in seat
and headrest. This model stands out with its two woven
leather side panels and metal slat design details.

Contact information on page 104.

Craftmaster

From the New Traditions collection,
the Perez sofa features BlendDown
cushioning, nailhead trim, and o
beautifully textured performance
fabric. Available in hundreds of
fabrics and made in the USA.
Contact information on

page 104.
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America’s leading designers and manufacturers
of acrylic fumiture & accessories

We welcome your custom projects. You can rely on Muniz to provide fast
quotes, impeccable quality and on-time deliveries.

CORPORATE OFFICES & FACTORY:
2276 NW 21st Terrace

Miami, FL. 33142

800.525.1580 Made in the USA

www.munizplastics.com ..
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DESIGN

Nourison

Shades of golden yellow, orange, and burnt red appear
to glow atop a blue ground on this modern rug from the
Prismatic Collection. Carved accents add a unique layer
of dimension. Handmade from a luxurious blend of New
Zealand wool and silky Luxcelle™. Contact information
on page 104.

Whittier Wood

The Addi Occasional low cockiail and end tables are
cleverly designed fo either nest or be used in more
traditional configurations. Crafted from sustainable
solid American Alder and Black Walnut hardwoods.
Contact information on page 104.

Omnia

Unique, expertly crafted in 100 percent top-grain leather, the Durango ensemble on the
Cartwright conversation sofa is just one of many ways o help your customers fulfill their vision.
Proudly made in America. Contact information on page 104.
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Furniture Retailers Love gies#

operated for three

o ' generation: with
Service Lamp Corp! =
Ask Service Lamp's lighting experts to explain how
to save energy and make your showroom shine!

Call 800-222-LAMP (5267)

Lighting, Your Silent Salesperson

Lighting sets the mood, the pace of activity and accents the colors, textures and features of the furniture
and accessories on your sales floor. At Service Lamp we know how to complement your marketing
strategy with a lighting package that is efficient and easy to maintain. Service Lamp carries an
assortment of replacement lamps.

* LEDs for your tabletop lamps

e linear LED lamps that work with the ballast or without; for your ceiling fixtures
* LED retrofit kits or new fixtures for your showroom or warehouse

* Specialty curio cabinet lamps

* Replacement ballasts and drivers

e Outdoor fixtures and parking lot lamps

* Llamps that “clean the environment” to keep your staff healthy and safe

Building or Remodeling?
* Retail Lighting Design and Installation

* Experts in energy regulations, lighting energy audits and conservation

Whether you need replacement lamps, are building or are remodeling,
let Service Lamp be your one-stop shop for all your lighting needs.

Service

Your Complete Lighting Source

Call Us Today!
800-222-LAMP (5267) * www.servicelamp.com
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PLAYING THE RETAIL BOWL GAME

etail owners
and managers
need to have
the skills of both
orofessional and
college head

coaches.
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by Gordon Hecht

You are probably reading this article
in late March or early April but there's
a better than even chance that between
Christmas and February 13, you spent
fime watching some of the 238 college
and professional Bowl games. Almost
every bowl game starts with a sponsor’s
name. | don't intend to be disrespectful
to die-hard football fans, but | imagine
that in the future we might see nomes
such as “The Desitin Rash Bowl” brought
fo you by Johnson & Johnson or “The
Natural Gas Bowl” brought to you by
Taco Bell.

Just as the college bowl and cham-
pionship season ends, the NFL ramps
up with playoff games culminating in
naming the intergalactic Super Bowl
champion.

This year's NCAA and NFL big cham-
pionship games were real nail-biters,
with losing teams coming up a bit short,
probably because they only gave 109
percent. In each final, there were ques-
fionable coaching decisions, leading to
theories regarding what makes a good
head coach in college versus the NFL
and what skill sets are needed at each
level.

Recruifing in the NCAA & NFL

To be successful, college coaches
must be great recruiters. Beyond that,
they need a proven staff of assistant

coaches who can take very good high
school kids and convert them into well-
frained adults.

College coaches cannot offer to
pay players for their efforts and per-
formance. The old theory was that the
"pay” was a college education. The
greatest reward a coach could offer
was to offer a player an opportunity
fo be seen on television and by pro-
fessional football team scouts. Winning
teams tend to get the most TV exposure,
so winning coaches have a better shot
at atiracting really good high school
players.

Of course, being seen is not enough.
Colleges need to train the skills and
tactics to be successful at a professional
level.

NFL coaches don't need to recruit.
They just have to work for owners with
thick bankrolls. Instead, they strive to
create cohesive teams made up of
millionaire and multi-millionaire players.
Those coaches need an eye for talent
and commitment, along with the ability
fo weed out toxic or non-performing
personnel.

Winning af Refail

Operating your retail empire is like
playing in The Retail Bowl every day,
but harder. That's because retail owners
and managers need to have the skills
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of both professional and college head
coaches.

Like a college coach, you need to be
a great recruiter. Sure, you can offer o
salary and benefits, but that pay is prob-
ably competitive with other employers in
your area, meaning you have no advan-
tage there.

Make the recruits better: Here is where
you can win. Recruit raw falent and
make that talent better. That means help-
ing your players improve their skills even
if you may be improving them for their
next job. You will need to invest time and
money in fraining. Real training includes
reading the refail playbook, some inter-
acfion on the practice field and lots
of coaching and correction. Successful
college coaches use assistants to coach
every day. For you that probably means
engaging factory reps, in-house sales
managers, the company’s leaders and
experienced winning players.

Bring in the fans: You need fo give your
players exposure too. That means bring-
ing shoppers through the front door by
using good marketing and smart lead

"Bill Belichick and Andly Reidy

are able fo spot good talented

olayers and make them exceptional

performers. On fop of tha,

in a world with free agency,
they keep the best players

on their feam for a long time."

generation systems. You can't let any
lead or customer contacts fall through the
cracks. Count that traffic and keep your
players accountable for their actions
with each customer. You'll want to keep
a scorecard with accurate sfatistics and
share them with the players.

You'll need a bit of the NFL's Bill
Belichick or Andy Reid in you. They
coach big teams with big players in front
of big audiences. And, they face big
expectations because of that. They're
able to spot talented players and build
them info exceptional performers. On
top of that, in a world with free agency,
they keep the best players on their teams
for a long fime.

No dumb mistakes: If you watch Bill and
Andy's teams you'll understand that they
expect flawless execution—meaning no
dumb mistakes. They insist on short mem-
ories when it comes fo failures. There’s no
room on their feams for bad actors with
poor attitudes. That includes their “stars”
as well.

No prima-donas or bad actors: Watch
for this on your own Team Retail. Make
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sure that your sales team performs the
skills you train. That means showing all
the products, not just the ones they like.
It also means selling, not giving away,
accessories. Weed out toxic people
who poison work environments. Your
best players should create the fewest
problems. Your sales team needs to
work in harmony with your operations
team. Both need to be flexible and
respectful of their mutual contributions.

Disruptions and disagreements  will
occur. Winners recognize the problems,
fix them, and move on. losers let prob-
lems fester and hold grudges.

Be ready for the big game: We, the
people of The Refail World, gef to play
our biggest game of the season today.
We also get to play it tomorrow and
six- or seven days next week. Recruit and
practice to WIN. Your fans are counting
on youl

About Gordon Hecht: Gordon Hecht
is a business growth and development
consultant fo the retail home furnishings
industry. You can reach him at Gordon.
hecht@aol.com.
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Furniture Wizard Software

Technology update

Furniture Wizard users can now harness
the power of their data like never before.

urniture Wizard, the leading provid-

er of software for the retail furnish-

ings industry, recently announced

its “Furniture Wizard Exporter.” This
new tool provides users with a powerful
suite of inventory and sales reporting
functionality.

Straightforward Access

The main goal of the exporter is to pro-
vide refailers real-ime access to infor-
mation; with a focus on providing refail-
ers with an accurate picture of in-stock
inventory across all platforms.

"We want to help retailers harness the
power of data to more effectively man-
age availability and pricing,” said Evan
Faller, director of operations. “When
refailers are using a range of consum-
er-facing tools, there can be confusion
about the accuracy and timeliness of
data. Fumiture Wizard Exporter helps
solve that issue.”

Export Data For Website,
Kiosk & Sales Devices

The new tool allows refailers to sched-
ule and automate the export of data to
ensure that all of their platforms—includ-
ing websites, kiosks and sales devices
—are operafing from the same dafa
set. It comes as an add-on to the pop-

ular Furniture Wizard software already
being operated by thousands of refailers
around the world.

Accurate In-stock Information

"There's nothing more frustrating to @
customer than finding out that an item
they purchased from your website is
not in stock,” said Grant Honeycut of
Woodstock Furniture, who's been help-
ing beta test the new tool. “By automat-
ing the export of inventory and pricing
data, we can be sure that the information
we are providing fo customers is accu-
rate, no matter if it's accessed from a
store or online.”

Automate Sales Follow-up

The Exporter can be sef to automat-
ically run at user-confrolled intervals,
which will save time and increase effi-
ciencies. In addition to inventory exports,
sales and customer information can eas-
ily be exported to help automate sales
follow-up, creating a great customer
experience. The sales export can drive
enhanced management reporting via
third party tools.

“Many consumers simply want fo
know what's in stock today rather than
special ordering an item,” said Faller.
"When websites and other consum-

er-facing tools are up to date, you can
be sure that you arent disappointing
your customers. With better data, you
can make better decisions.”

Over the past 30 years, Furniture
Wizard has been an innovator in inven-
tory and sales management software,
providing thousands of refailers with sim-
ple, yet powerful, solutions that have
increased profits, streamlined opera-
tions, and saved owners and manag-
ers countless hours. The new Furniture
Wizard Exporter is another in a long line
of innovations and is available today.

For more information on Furniture
Wizard, contact sales@furniture
wizard.com or call 855-387-6949.

"By automating the export
of inventory and pricing
data, we can be sure that
the information we are
providing fo customers is
accurate, no matter if if's
accessed from a sfore or
online.”

- Grant Honeycut, Woodstock Fumiture
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NEXT LEVEL TRAINING

ol was the
best closer in
a chain of 23
furniture stores.
He passed along
the following three
selling “moxies” that
are still relevant to

salespeople today.
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Closing Moxie!

Part 4— by Scott Morris

You may know a salesperson like Sol,
a real selling “pro” who took me under
his wing early in my career. He was the
#1 retail salesperson for many years at
a leading furniture company operating
23 stores.

He was also the best sales closer |
have ever seen. Sol was the person who
never failed to close the sale when other
salespeople turned over their customers
fo him.

Closing: Science & Art

It has been said that closing is both a
science and an art. The science consists
of applying proven and highly effective
selling rules and techniques. The art is to
read customers perfectly fo win over their
hearts so that they want to do business
with you.

Before you read three stories that
demonstrate the science and art of clos-
ing, it's helpful to be familiar with a few
important insights that Sol passed along.
In addition to knowing the store’s mer-
chandise really well, he said there are
three additional selling ‘moxies’ every
salesperson should strive to master. Al
are interrelated and work together. They
are referred to as customer, closing, and
floor moxies:

* Ability to read your customers

correctly.

* Ability to come up with the right
close for each customer.

* |dentify immediate closing opportu-
nities on an open floor.

Sol'in Action

Now let's quickly view three snapshots
of Sol in action. They illustrate his three
principles, even though what he said to
customers and the products he sold are
quite dated. Many retailers don't teach
fraditional closing techniques beyond

"Before you read three
stories that demonsirate the
science and art of closing,
i's helpful to be familiar
with @ few important insights
Sol passed along."
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just the few simple overused ones, such
as the alternate of choice close, the add-
on close, and the ‘ask for it' close. It is
frue that when used in an obvious way,
they can be considered manipulative.

Sol was a ‘closing academy.” | asked
him how many closes he knew, and the
immediate reply was “86." This fells you
there's a lot to learn beyond the dozen
or so closes that are often offered in
standard company sales training. If Sol
were alive foday, and looking at closes
from a contemporary perspective, he
would say that knowing the basics of
closing can improve sales performance,
while af the same time helping customers
fo overcome indecision, and purchase
what's best for them.

Sol & Undecided Browser

The lady had been in the showroom
browsing for at least two hours. Every
available salesperson had worn them-
selves out frying to help her make a deci-
sion about which set of three occasional
tables to buy. Just when they thought they
had closed the sale, she'd pull her two
kids down another aisle to look at more
sets. Sol happened to be passing by
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"The woman still liked one sef
and her husband liked another. |

/ eventually realized they were going

to leave because neither were

willing to compromise.”

just as he was finishing another sale. He
looked af me with a big smile.

He marched up to her and said
“watch this!” Then he lit a cigarette and
placed it on a coffee table that had a
new kind of laminated top. The woman
said, "Hey, you'd better pick that up!”
He said, "I will, just as soon as you say
'l take it She bought the table about
five seconds lafer.

Sol & the Inebriated Up

A man in his early 20s, who obviously
had several drinks before deciding to
shop for furniture, was looking to buy a
sofa. He wasn't disorderly, but was hav-
ing trouble staying focused on my sales
presenfation about a sofa he seemed
to like. Sol saw everything from a short
distance away and came directly over
once | gave him our ritual nod.

The first thing he said to the custfomer
was, “Man, this wine-colored set looks
greatl” The man’s eye's lit up as he stared
at the set and replied, "Wow, so this is
wine colored?” “Yeah,” confirmed Sol.
"Just put $400 down and you can have
the whole sefl” The young man admitted,
I'm sorry, | don't have $400." "Hey,
no problem, | like you! Just give $300

instead,” Sol concluded. The customer
was surprised, but you could see that
the wheels were definitely turning. After
about 10 seconds he replied, “Okay
then, | guess we gotta deall”

Sol & The Compromise

| once helped a married couple who
couldn't decide on which dining set to
purchase. After about an hour with them,
the woman still liked one set, and her
husband liked another. | eventually real-
ized they were going fo leave because
neither was willing to compromise. Sol
was close by, and | gave him the nod.
| told my customers that Sol was very
knowledgeable, and if they had any
remaining questions he was the one to
ask. The woman told Sol, “I really like this
set, but he doesn't want to get it because
he likes something | don't like that much.”

Sol immediately went info action. He
said, "You both should be very proud.”
Then he addressed the woman saying,
"You have such cute children! | know you
are probably home all day long with
them, being a very good mom, righte”
Sol then turned to the man and said,
"Hey, she is the one who has to look at
the furniture all day, but you really don't
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righte” The husband reluctantly agreed.
Then Sol said, “We know that for a mom
fo raise happy kids she has to be happy
too, righte” The man turned bright red.
Sol's next statement was simply, “Where
will we be delivering thise”

Sol Explains How to Help
Shoppers Out of Indecision Ruts

There were two other closing insights
he provided that any person on your
sales team can begin using immediately.

An extremely important thing he
taught was to “enlarge a per-
son’s heart” toward you, just
before the close. This cer-
tainly makes good sense.
The most important part
of the sale is the close,
so that is exactly the
fime when you need
the customer to be most

Wt

CLOSING MOXIE!

favorably inclined toward you. Taking
just 30 seconds or so to acknowledge
something your customer can be com-
plimented on, which is also frue, is often
all that it takes. Notice how Sol did it
very smoothly in the third story, with the
couple’s children. He actually then built
upon the children for his close. He did it
in the second story as well.

The next great selling insight Sol pro-
vided is best demonstrated by way of
another example. One evening, | was
making the best presentation on a living
room set | had ever made. The couple
listened to all the great features and
benefits. | felt if | just kept throwing more
FABs at them, they would be convinced.
We had been sitting at that set for over
an hour. Sol kept walking by. Once he
stopped and stared at me in an obvious
fashion, which he never did.

The customers just couldn’t make up
their minds. So finally, they politely asked
for my card and promised to come back.
My goodness, they surely had to. After
all, they had just witnessed what might
have been the best furniture presentation

given today on this planet!
Waitching them walk out |

- was still silently singing my

"The woman had been in the showroom

browsing for at least two hours. Every

available salesperson had worn themselves

- >

out trying to help her make a decision.”

own praises, then | happened to look up.
Sol was sfanding a few feet away. He
looked stupefied. He eventually blurted
out, “Why didn't you tumn that custfomer
over fo me2" | said, “They'll be back. |
just made the best presentation | ever
made in my lifel” Upon which he decid-
edly replied, “They won't be back.”

"Pardon me Sol, perhaps you weren't
listening. | just said | made a fantastic
presentafion. It was so fabulous that
| almost bought that set myself.” He
looked me squarely in the eyes and said,
"They won't be back.” Well at least |
had enough sense not fo argue with him,
and asked, "But if | turned it over to you
what would you have done?” He said ‘I
would have pulled them away from itl”
You might imagine my logical response.
‘I didn't want to pull them away from
that set because it was the set they liked
most of all.”

Here's the ‘selling epiphany” Sol trans-
mitted. He explained that when people
get in a decision making rut, they keep
practicing indecision over and over. If's
like when tires are stuck in the snow, and
dig in deeper. He said, "l would have
pulled them around the comer to see
something they didn't like as much. That
would help them to make a decision.
Then, once they were out of their rut,
they would pull me back to the set you
wanted to sell them, and ask me to write
it upl”

Well my mind just couldn't quite shake
hands with such a snake oil theory as
that. So, | politely thanked Sol and went
about my business. Soon afterwards |
had to go to the local jewelry store to
shop for a gift. The sfore was very small,
with only one saleslady on duty. The



Retail Performance Tip #10

From David McMahon at PerformNOW

“Many retailers have run out of space in their warehouses.
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VAR SALES EDUCATION

"Here's the selling epiphany

Sol transmitted. He explained that when people get in a decision-making ruf,

they keep practicing indecision over and over.

shopper who was trying on rings liked
one in particular. She repeatedly moved
it in and out on her finger, admiring if.
Eventually she quickly removed it from
her finger, handed it back to the salesla-
dy and said, ‘I just can't make up my
mind. I'll be back!”

The saleslady replied, “Sure that's fine.
| am going to put this back over here, in
this section of the counter. It'll be here for
you when you come back.” Then, with-
out warning, the salesperson loudly said
"Oh! Ohl Do you mind, [ just found one
more | think you might like. Would you
mind trying one last one?” The shopper
put that final ring on, moved it back and
forth under the light several times, took it
off and said, "I don't like this nearly as
much. Why don't you just go ahead and
write the other one up.”

The lesson of that moment did not
escape me. | realized that she just used
what Sol would later refer to as the
‘oull away close.” Once the salesperson
helped her to make a decision about
what not to buy, she was free to go

ahead and make a decision to purchase
what she liked better.

Conclusion

Oh yes, | almost forgot to tell you. Just
how much did my customers buy when
they came back after hearing the best
presentation ever made, complete with
every feature, advantage, and benefite |
will have to share that with you at a later
time, in another article. I'm still 100 per-
cent sure they're coming be back!

About Scott Morris: Scott worked for
the four largest furniture retail chains in
America, in various positions. He is the
owner of HSM Publishing. His mission is
to stop the high sales associate furnover
rate within the industry. He has written
and published six books; plus produced
the empowering “Sales Questions”
Laminate, and publishes the advanced
level, 10-Hour sales fraining course
fited, “The Best Furniture Sales Training
Everlll” He also produces a package

of “12 Insightful Customer Handouts” to
aid in the in-store selling process, plus
fo give fo the 75 percent of all shoppers
who leave without buying.

His newly produced 2-Hour “Sales
Closing Academy” is geared to closing
foday’s unique shoppers. He may be
reached at: hsm/777@att.net.

"Once the salesperson
helped her to make o
decision about what not
to buy, she was free to
go ahead and make o

decision fo purchase wha
she liked befter.”

Subscribel

Visit...

In-depth information for furniture & bedding
retailers. Print edition & weekly eNewsMagazine.

www.furninfo.com/ subscriptions
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The first full-featured —
POS solution — Artificial Intelligence-driven

Retail Software System

Visilytics +

UpBoard

CRM, And there's more.. 4

Reviews, . .
SMS Al driven automation Automated

& cognitive intelligence Purchase
captures, analyzes and delivers Orders
customer & inventory
information for continuous
sales improvement.

Retail
Business
Intelligence

Electronic ™\
Data TOP EIGHT REASONS
LY. to Switch to iVantage 360

Dispatch & Inventory

Delivery | Distribution &
Tracking 2. Greater than 99.9% up-time

3. 24x7x365 support

. . 4. Integrate with any 3rd-party
Finally, a 360 degree view application using API'

of your customers & business. 5. Machine searn_ing facilitates
Learn more about how iVantage 360 sarter cecions
will change your retail life for the better!

. Real-time insights

6. Automate mundane tasks

7. Influence visitors'
shopping decisions

8. High-Performance compute

fast i
me \ ensures raster processmg /

(Connecting the Retail Enterprise

www.iconnect group.com | 703-471-3964



Real Wood. Woé)tgilg{@

FURNITURE

Bedroom - Living & Media - Occasional - Bookcases - Home Office

High Point Market - 220 Elm - Suite 302 | Las Vegas Market - Building A « Suite 909
wwwwhittierwood.com - (541) 687-0213 - (800) 653-3336 - info@whittierwood.com



Why Whittier?

7
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f

Family owned and operated factories since 1975, with complete
control over all phases of manufacturing and quality.

Furniture constructed from sustainable American hardwoods using
superior woodworking techniques. No MDF or particleboard in
Whittier furniture.

Orders shop freight prepaid via LTL carriers on pallets in high quality
cartons across the U.S.

Safety is of utmost importance. Chest and dressers include two safety
features, interlocking drawer safety mechanisms and a preattached
tipping restraint.

Consistent features from collection to collection make it easy to sell. A
broad selection for POS materials support the sales efforts in-store.

Excellent customer service.

Left tolille gl Marshall, Anng ittig
25 !




REPORTS

ine important considerations for designing

effective refail talent acquisition strategies.

-By Tracy Jackson, SPHR, SHRM-SCP, HFA Chief HR Strategist

Ever wonder what the difference is
between recruiting and falent acquisi-
fione Recruiting is the short-term goal of
filling an opening. Talent acquisition is
a long-term sfrategy for affracting and
retaining falent, creating leaders and
future executives for your organization.

HFA's refail furniture store members
cite lack of talent as one of the greatest
concerns they face. One big reason for
this is that baby boomers are quickly exit-
ing the workforce. Born between 1946
and 1964, by the end of this decade,
they will be 65 years or older. That's why
creating and developing your organi-
zation's future leaders must become a
priority.

A successful talent acquisition initiative
cannot be just an HR initiative. It must be
embraced af every level of your orga-
nization. While recruiting and respectful
engagement with candidates is import-
ant, falent acquisition should incorporate

many of the following considerations.

Compensation: Ensure that your salary,
benefits, refirement plans and time off
offers are affractive and competitive. Be
sure to include reward and recognition
plans that are aftainable. Give employ-
ees "total rewards” statements fo point
out that the actual value they receive is
greater than their paycheck alone.

Culture: Develop an unbeatable culture.
Start by developing a clear and concise
mission, vision and values statement that
everyone in your organization knows,
understands and buys into. Be sure to
celebrate your culture regularly by rec-
ognizing how employees contribute to
the company’s success. Consider iden-
fifying “brand ambassadors” within your
organization that model behavior con-
sistent with your brand.

Internships: Network with the local

community colleges and university clubs.
Offer students paid summer internships
fo infroduce them to your organization.

Leadership Trainee Program Initiatives:
Accelerate advancement for newly hired
employees who have degrees and/or
experience so that you can aftract work-

Subscribe!

Sign up at...

www.furninfo.com/ subscriptions

Furniture World's print edition and weekly
eNewsMagazine help home furnishings refailers

boost sales, cut costs and identify opportunities.

1K 4 M 365
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GENESIS
CLOUD SOFTWARE

| Genesis
[/ CouUD ¢

A /
(|
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STORE #2
STORE #1

WAREHOUSE

Easy-to-use Cloud Software for Furniture Retailers
INVENTORY MANAGEMENT * POINT OF SALE * ACCOUNTING

To learn more: Sales@GenesisAdvantage.com

509-536-4739




REPORTS

TALENT ACQUISITION

ers at all levels.

Leadership Academy: Identify high-
potential employees and create a
development program designed to pre-
pare them for their next leadership level.
Develop multiple tracks designed for
entry-level management, mid-level and
advanced leadership. Provide a ‘badge’
or certificate program that tracks their
readiness for the next level.

Employee Engagement: Regularly
survey and review engagement feed-
back from your employees and create
informed methods of reviewing employ-
ees.

Cross-Training: Allow employees who
meet qualifications to participate in @
cross-fraining program to get an inside
look at other roles within your organi-
zation. It will help top employees who
may consider leaving your organization
due to conflicts or lack of advancement

opportunities, consider changing roles
instead of employers.

Diversity, Equity, Inclusion & Belonging
(DEI&B): Expand outreach and ensure
that the practices, processes, policies
and language used across your organi-
zation are inclusive. Ensure all feel wel-
comed to work as their authentic selves
in your organization. look for barriers
that prevent certain groups, based on
religion, gender, sexuality, race, age,
disability, efc., from being hired or pro-
moted. Address issues that arise with
care.

Succession Plan: Succession planning
helps refail organizations move forward.
It should oddress both sudden and
planned exits as well as growth oppor-
tunities and future organizational needs.
Succession plans address the people
aspects of continuity. They differ from the
business continuity plans, which ensure
that businesses can provide continuous

crifical services to clients at an accept-
able level.

Of course, there are many other areas
fo consider. Talent acquisition strate-
gies should be regularly reviewed and
updated as needed.

For more HFA information, visit myhfa.
org/policy-matters.

"dentify high potential
employees and create
a development program
designed to prepare them
for their next leadership
level.

How To Win
the Battle for
Mattress Sales

The Bed Sellers Manval

“The Best Resource
For Mattress Sales
Professionals!”

by David Benbow

291 pages of sales-boosting power.

www.bedsellersmanual.com

100 FURNITURE WORLD  March/April 2022



REGIONAL MARKETS
BENEFIT BOTH BUYER & SELLER

CONVENIENT « AFFORDABLE ¢ PROFITABLE

SOUTHERN CALIFORNIA

FURNITURE |  MAY|3
& ACCESSORY | 15-161I8

Convention Center
Long Beach, California

NORTHEAST

FEBRUARY|S
L ACCESSORY  6-115

New Jersey
Convention Center
Edison, New Jersey

SCFurnitureMarket.com e NEFurnitureMarket.com

To Exhibit: 732.449.4019
Informatlon@MaoExpos com
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Different Perspectives at HFA
Mark Schumacher, CEO, Home Furnishings Association

HOME
FURN

ISHINGS

oining HFAs executive committee are Randilynn Talsma of
Blended Furniture, Salvador Llanos of FAMSA, Jared Simon of

Simon's Furniture and Eric Easter of Kittle's.

Each year it is a ritual passing of
the gavel. We approve the new year’s
slate of officers and leaders on the
HFA Board at our annual membership
meeting. Our board is made up of stake-
holders, retailers, and manufacturers; we
represent each day in all we do.

As an example, Jests Capo, the
Chief Information Officer at El Dorado
Furniture, a family-owned furniture chain
in Florida, ends his stint on our HFA
board of directors. The way it works
in our association when you elevate
to the officer level, you ascend from
secrefary-treasurer, vice president, pres-
ident-elect, president, and then chair-
man. At that point, you have to rotate
off for at least a year. The officer tenure
should be a total of five years. Jests, our
chairman, is ending his sixth year. Why?

Back in 2019, we lost a few key board
members fo life changes, and in an
unprecedented fashion, all officers were
asked to extend their tenure for an addi-
tional year. And, 2020 proved to be like
no other. As someone who fook over as
CEO in 2020, in the early throes of the
pandemic, | am not sure we could have
become the HFA we are today, a bat-
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fle-tested, member-centric, industry-first
association without Jesus' leadership.

David Gunn, an owner of Knight
Furniture in Texas moves into the chair-
man role. Jesus represents a Top-100
retailer, while David has a mid-sized
operation. Differing perspectives are
essential fo progress at HFA and | am
thrilled that moving onfo our executive
committee in 2022 is a talented group,
diverse in age, gender, store demo-
graphics, and experience. They are
Randilynn Talsma of Blended Furniture in
Michigan, Salvador Llanos of FAMSA
in California, Jared Simon of Simon’s
Furniture in Massachusetts, and Eric
Easter of Kittle's from Indiana.

This year is crifical for HFA. As we
come into the third year of the pandem-
ic, the HFA board is working on strategic

development as they start to chart a ten-
year vision for the association.

My message is this. Your association
is positioning itself for whatever disrup-
fions lie ahead. Board leadership is
committed to charting the course. Their
diversity will represent you well in that
process.

For more information on what HFA is
doing fto empower furniture retailers for
continued success, join the community at
www.myhfa.org.

Pictured from left to right are Randilynn
Talsma of Blended Furniture in Michigan,
Salvador Llanos of FAMSA in California,
Jared Simon of Simon’s Furniture in
Massachusetts, and Eric Easter of Kittle's
from Indiana.




CONGRATULATIONS!

2022 HFA AWARD WINNERS

The Home Furnishings Association is proud of our 2022 award winners, all deserving
of this prestigious honor, recognizing them for their achievements and contributions
to the home furnishings industry. Won't you join us in congratulating them!

CITY

FURNITURE

RETAILER
Y EAR

ANDREW KOENIG
PRESIDENT

LISA HAWKINS
OWNER

IRV
BLUMKIN

Chairman,
Nebraska
Furniture Mart

2022
TRAILBLAZER

+YEAR

Recognized for lifetime
achievement in business

“ HOME
_ AFSS IATIIC§NH | NGS

2022 e

PARTNER
+YEAR

¥ Podium

Recognized for their service
of helping retailers modernize
customer communication
with tools to help drive
scalable growth.

Furnisure - Metsrece - Spgllence

ERIC
BEITER

General Manager,
Beiter's Furniture

2022
EMERGING STAR

Y EAR

Recognized for achievements
as a young industry talent

For details on all our winners visit:

MYHFA.ORG/ROTY



SUSTAINABLE FURNISHINGS COUNCIL

MANUFACTURERS, RETAILERS AND DESIGNERS
EXPANDING THE ADOPTION OF MORE
ENVIRONMENTALLY SUSTAINABLE PRACTICES ACROSS THE
HOME FURNISHINGS INDUSTRY. JOIN AND CELEBRATE!

MEMBERS ARE COMMITTED TO SUSTAINABILITY AND TRANSPARENT ABOUT HOW THEY ARE LIVING THEIR COMMITMENT
9 Ten Design * Abner Henry Fine Furniture * Accessories Resource Team « Alicia Ruach Designs + Co * A-List Interiors * American Leather «
American Silk Mills « Amy Baratta Design *Andrew Joseph Public Relations * Antique & Design Center of High Point » Antler Design Concepts * Arcadia Home
* Architectural Digest Magazine » Ariel Arts » Artistry Interior Design # ASID Carolinas » Atelier Maison & Co « Atlantic Furniture * Avasa * Avocado Green
Mattress » Badcock Furniture & More » Baron Leather » Beatriz Ball Collection » Belfort Furniture » Beth Krupa Interiors * Breegan Jane * Brentwood Classics
» Burlington Furniture * Business of Home ¢ C. Randolph Trainor * Cambium Carbon « CAVdesign ¢ Chairish » Charlie Hellstern Interior Design
» Chemical Insights Underwriters Laboratories » Circle Furniture « Cisco Home « City Furniture * City Home « Classic Home « Claudia Josephine Design *
Clodagh Design * CMT Design Group * Coco-Mat * Company C * Comphy * Contour Functional Art » Copeland Furniture » Copper Instincts » Creative Matters
 Crest Leather » CULP * Currey & Company * Dallas Market Center ¢ Dani Leather USA « Deadwood Revival Design * del ZIO Designs Interiors »
Design Momentum ¢ Design Trade Alliance » Design Works International « Dira * Domaci * Dujardin Design Associates * Durham Furniture
» DutchCrafters Amish Furniture « Eangee Home Design * ecc interiors * Eco Method Interiors * Eco Rooms ¢ ecoFiber Custom Rugs * EcoSpaHome
* EJ Victor » Ekornes * Elena Theobald Design » Eileen O’Neill Interiors « Elissa Grayer Interior Design » emma gardner design * ENKEV Natural Fibers
« Eutree * Everniture « Feizy Rugs * Fermob * Fine Design Interiors * Flexsteel Industries « Foam Assets * FOREST+ASSOCIATES DESIGN « FORMR ¢
Freight Club = Function First Furniture * Furniture News « Furniture World Magazine » Furniture, Lighting & Decor Magazine * Furniturecycle * Fusion Designed
* Gabby Home / Summer Classics Home ¢ Gat Creek * Good Future Design Alliance ¢ Green House Designs * Greenington Fine Bamboo Furniture ¢
Guest Interiors * Hammond Design * Handy Living * Happsy * Harounian Rugs International * Haussmann « Hdesigns Group * High Point Market Authority
» Himalayan Wild Fibers * HMBL Home * HOM Furniture / Gabberts Fine Furniture / DOCK86 » Home Furnishings Association * Home Wellness Interior
Design « Homestead Furniture » Hooker Furniture  “Hoot” Judkins Furniture « HTD/Home Trends & Design * Huntington House * IHFRA * In Ex Design
« Inside Out Performance Fabrics » Interior Design Society * Interior Harmony ¢ Interiors Magazine * International Market Centers—IMC ¢ International
Society of Furniture Designers * International Textile Alliance « J. Seitz & Co. * Jaipur Living * JB Sides + Co * Jen Dorsey Studio * John Douglas Eason
Interior Design « Jouffre ¢ Kathryn Scott Design Studio » Kay Chesterfield » KB Patio Furniture « KMD Interiors » Koala Eco * KoverRoos * Kravet «
Kymberlea Earnshaw Design « LaDIFF « Lady Fabrics « Latex Green * Laura Hodges Studio * Laurence Carr * Lawrance ¢ La-Z-Boy * Lee Industries
* Lenzing Fibers » Leslie Gustafson & Co. » Libby Interiors ¢ Libeco * Lima-Stanley Design * LivABLE Environmental Summit = Loloi Rugs * Loose Parts
« Lull Mattress * Lynen Interiors » Marika Meyer Textiles * MASSIVit 3D Printing Technologies * McBrien Interiors « mebl | Transforming Furniture «
Michele Taylor Interiors » Michelle’s Interiors « Mill Collective » Milliken & Company ¢ Minted Space * Mitchell Gold + Bob Williams « MUacobson
Design * ML Furnishings and Décor * Mébius Home » MOCA+ » Modern Mill * Monkey Bunks Furnishings * Monte Design Group * Moore & Giles »
MOTIV Interiors * MUNJAR * National Upholstery Association « National Wildlife Federation « Natural Awakenings Magazine * Naturepedic Organic
Mattresses » Nature’s Legacy Eximport * Neon Textiles * Newton Paisley « Niche Interiors « North Carolina Business Council * North Carolina State
University—Sustainable Material Technology * Norwalk Furniture » NY Interiors « Olive Designs * Omnia Leather Furniture « Optima Leathers «
Organic Spa Magazine » Organic Weave * Palette & Parlor « Parsons The New School for Design * Patio & Hearth Products Report * PGA Interiors
« Phillips Collection « Pizzigati Designs ¢ Plank & Coil * POLYWOOD * Pure Upholstery « Qarma « RC Willey « Rachel Mospan Design ¢ re.dwell » Rebound Stores
« red egg * Regal Fabrics * Rendezvous Design * repurposedMATERIALS « Revolution Performance Fabrics * Rhyme Studio « ROARKE Design Studio »
Robin Bond Interiors « Robin Wilson Home * Room & Board * RoomSecret * Rowe Brands: Robin Bruce * RRS » Rug News and Design Magazine » Saatva
+ Sabai Design * San Francisco Design ¢ Sara Bengur Interiors ¢ Sarah Templin * ScanCom International « Sea Green Designs ¢« Seaside & Sylvan «
Selamat Designs » Settee » Shepherd’s Dream » SideDoor » Sika Design » Simply Amish « Sklar Furnishings = Sleep Retailer * Smitty’s Fine Furniture *
St. Peter Woolen Mill = Stickley » Stoney Creek Furniture * Strauss Studios « Susan Laura Interior Design
« Sustainable Composites ¢ Sustainable Home Interior Design ¢ TEXAS POCKET SPRINGS «
Textile Exchange » The Arrangement « The Bienenstock : - Furniture Library * The MT Company * The
Rug Designer’sStudio Il * Thom Filicia * Three Coins Cast * Thyme & Place Design ¢ Time & Place Interiors
« Triton Resources * Tucker Robbins * Twin Star Home » Urban Ashes® « Urban Natural Home
Furnishings » Urban Wood Network * Vanessa Wolf Design * Vanguard Furniture « Varaluz «
Vaughan-Bassett Furniture Company + Vermont Woods Studios « Wells Home Furnishings «
West Bros Furniture * Williams-Sonoma Inc. * Working Wonders ¢« WorkTheBrand ¢
World Tree Technologies * World Wildlife Fund « YKD Associates * Yudi Kaufman— Interior
Design for Better Living

FRIDAY, APRIL 1ST,5TO 8 PM

CULP INNOVATION CENTER \
5TH FLOOR, CONGDON YARDS sustainable
FURNISHINGS COUNCIL
SUSTAINABLEFURNISHINGS.ORG sustainablefurnishings.org
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Discover and shop over 200 product lines of home furnishings,
accessories and more throughout 9 floors.

Sarreid South Shore Furniture
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Visit us at the
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| Fumiture Wizard \
‘ | Software ‘
TOP

- POS

} ‘\ seevioeni 2021

Fu rniture Wizard SoFtwa re

The Ultimate Solution for Furniture Retail Management

Retail

Awesome Price Tags
and Labels customized
for your store!

A/
E

Powerful Barcode Solutions
for Point-of-Sale and
Warehouse functions

Smarter, faster inventory processing!

¢ Complete Point-of-Sale & Inventory Management Software
¢ Eliminates tedious & time-consuming daily tasks Google Maps
; s : ; powered Delivery
¢ Turn your inventory more quickly and increase your bottom line Routing
¢ Unmatched inventory processing that puts YOU in control

Take Control of Your Daily Operations furniturewizard.com

Copyright© 2022 New Vision Information Systems, Inc. 820 Starboard St. Chula Vista, CA 91914



Get control of your inventory
and take your business to the

next level!
Flexible and easy to deploy

(@D
— @y
(@D .

Stand-alone On a Server In the
Computer Cloud

= e - .
mees {Furniture posirPad App v2
o 4 Using our iFurniture Point-of-Sale iPad App on the showroom

floor lets your sales associates work faster and more efficiently,

Available on the : handling multiple customers and closing more sales.
D App Store

_ Integration made easy!

Instant Web Reviews & Received

Website Integration Interactive Kiosk Merchandise Notification Delivery Routing Credit Card Processing
Tailbasad) wondersign ¥ Podium DispatchTrack gravity

“ ~ .
MHLSTE! COASTER @ QuickBooks

FINE FURNITURE

: FURNITURE
Arrange an online demo today!
call Toll Free 1 -855-387-6949 WIZ}S!FIT&B

sales@furniturewizard.com
The Jobs you do everyday made Fast and Easy



COMPANY |

ACA

Amberengine
American Woodarafters
Arason Enterprises
Armen Living
Aspenhome

Bivona

Capel Rugs
ChorgeAftter

Country View Woodworking
(raftmaster

Currey & Company
Estro Milano

FiV0 Design

FSN Solutions
Fumiture First
Fumiture OF America
Furniture Wizard
Genesis Software
Greenington

HFA

High Point Market
Home Trends & Design
ISQM Sourcing

Isuzu

Vontoge360

JB Hunt

Katapult

Klaussner

TELEPHONE

800-862-8588
855-879-5483
336-861-0033
443-249-3105
818-767-6626
602-442-5600
404-915-8645
800-382-6574

330-674-1390
828-632-9786
678-533-1500
336-803-2602

978-470-2040.

877-844-1813
800-411-3477
866-923-8500
619-869-7200
509-536-4739
153 867-5460

336-884-1884
901-355-1411

866-441-9638
703-471-3964
877-288-8341

888-732-5948

SNSRI & DESIGN FOCUS SECTION INDEX

INDEX TO ADVERTISERS

EMAIL OR FAX PAGE#
bob@4aca.com 62
info@amberenging.com 47
sulessupport@american-woodcrafters.com 37
jarason@comcast.net 3
ctaufalele@armenliving.com 78
Chrisfina Mclntosh@aspenhome.net 15
|conn@bivonaco.com 57
(Capel@capel.net 3
ChargeAfter.com/furniture 79
miller@cwltd.com 55
info@cmfurniture.com 5

BMatari@curreyco.com 80
qoetano.decatoldo@estromilano.us 7
HighFive@fi\Odesign.com 63
victoriah@unitersna.com 51

Istevens@fumiturefirst.com 49
rockyy.co@foagroup.com 43
evan@furniturewizard.com 87, 106- 107
info@genesisadvantage.com 99
Mary@greenington.com 18
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amitesh@iconnectgroup.com 95
finalmile@jbhunt.com 45

https: ///go.katapult.com/reach_more_customers 61

burke@Klaussner.com
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COMPANY |

Kravet

Lancaster County Showcase
Legends Fumiture

MAC Expos

Magnolia Upholstery Designs
Moe’s Home Collection
Muniz

Myriad Software
Nationwide

NIWA Fumiture Expo
Norwalk

Nourison

Omnia Leather

Panama Jack

Pelican Reef
PerformNow

PEP

Promations Mean Profits
Remedy Sleep

RFA Décor

Senvice Lamp

South Bay

STORIS

Stressless

T0 Retail Card Services
Tools2win

Unige Loom

UNITERS Group

Whittier Wood Furniture

TELEPHONE

516-293-2000
117-687-8150
623-931-6500
132-449-4019
845-826-0054
604-688-0633
800-525-1580
800-676-4243
336-722-4681

419-744-3285
201-368-6900
909-393-4400
§88-820-4455
§88-820-4455

800-472-5241
800-472-5242
623-931-6500
561-994-4422
800-222-5267
800-723-0316
888-478-6747
732-302-0097

14-882-0226
800-765-6958
877-844-1813
800-653-3336

EMAIL OR FAX |

furniture@kravet.com
lancastercountyshowcase.com
s@buylegends.info
Kevin@mkmexpos.com
rcoop15@gmail.com
info@moeshomecollection.com
munizplastics@yahoo.com
sales@myriodsoftware.com
www.nationwidegroup.org
www indianawoodcrafters.com
shuckinghom@norwalkfurniture.com
Giovanni.Marra@nourison.com
Katherine@omnialeather.com
allen@pelicanregf.com
dllen@pelicanreef.com
dovid@performnow.net
tom@PFPnow.com
¢ynthia.heathcoe@gmail.com
(s@buylegends.info
info@rfadecor.com

jeana@servicelomp.com

tkonetzny@southbayinternational.com

sales@storis.com

beverly kastel@ekornes.com

10 Complefe.com
bdodge@tools2winretail.com
https:,//uniqueloom.com//contact-us
victorih@unitersna.com

barofskc@uwhittierwood.com

Subscribel

Furniture World's print edition and weekly eNewsMagazine
help home furnishings refailers boost sales, cut cosfs and
identify opportunities.

Visit www.furninfo.com/ subscriptions
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6-cylinder diesel engine'output
horsepower and 660 1b .10

FVR Derate (25, 950-
Ib. GVWR) and a Cla
7 FVR (33,000-Ib.
GVWR)
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SOUTH BAY

* INTERNATIONAL
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Vertlcally Integrated
Bedding Products Made for Suecess

Mattresses  Adjustable Bases Pillows Bedframes Sheets Bedding Accessories
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Sell the right way with South Bay!

Our simple online ordering system makes sales more effortless than
ever. We have a wide range of vertically integrated bedding products
ready to drop ship within three business days coast-to-coast. We are

proud to assemble globally sourced components in the USA to
ensure quality and customer satisfaction. All products include
warranties and consumer access to our friendly customer service
team five days a week.

WWW.SOUTHBAYINTERNATIONAL.COM e LAS VEGAS MARKET SHOWROOM B-962 e 800-723-0316




