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design their own look.
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EDITOR’S CORNER

Make American Homes
“Great Again”

B

efore the recent election, my friend Ed
Tashjian let me know about an article
he wrote, “Five Lessons Marketers Can
Learn from Trump.” Ed, who happens to
have worked on a project for Mr. Trump back
in the 1980s, now runs a strategic marketing
and business development consulting firm specializing in the home furnishing’s industry.
The article includes the following five “marketing strategy and execution” ideas he gleaned
from President-Elect Trump’s recent campaign.
Each has some relevance to home furnishings
marketing.
• Great marketing always begins with
segmentation and targeting.
• Effective branding requires meaningful
differentiation and authentic positioning.
• You can also win by repositioning your
competition.
• The most effective propaganda [branding]
is often clear messaging without substance.
• To harness the power of the media you
must understand what drives the media.
Ed wrote, “Whether you like him or not, he is
a superb marketer.”
As we’ve noted many times before in these
pages, even furniture retailers with huge ad
budgets fail to effectively differentiate themselves with exciting, easy to understand and
well delivered branding.
You may not want your messages to be as
controversial as those delivered in the recent
political campaign, but you should want them
to be clear, confident and convincing. If you
think your store can make “American Homes
Great Again”, find a way to let everyone in your
target demographic know. And, if you want to
check out additional insights in Ed’s article,
send an email to russ@furninfo.com. I will reply
with a link.
Russell Bienenstock
Editorial Director/CEO
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& THE POETRY OF

ROBERT BURNS
Now is the time to get your game-plan set!

B

“

ut, Mousie,
thou art no
thy lane (not
alone) - In
proving foresight
may be vain: The
best laid schemes
o’ mice an’ men
Gang aft a-gley,
(often go awry) An’ lea’e (leave) us
nought but grief an’
pain.”

by Gordon Hecht

I’m not sure what High Schools
are teaching for English Literature
these days. For all I know; it could
be The Prose and Poetry of (or about)
Kim Kardashian. However, when I
was a sophomore back in the Stone
Ages, we had to decipher works written by Geoffrey Chaucer, William
Shakespeare, and Robert Burns. They
wrote in some language called Old
English, and at the time I only spoke
New English. However, a portion of a
famous Robert Burns poem remains in
my brain to this day, right next to the
lyrics of the Brady Bunch song.
It is Burns’ penultimate stanza in
a poem about turning up a mouses’
nest with a plow, contained the lines
at left, the most quoted line being
about best laid plans.
Your plans may not have gone
awry in a while, but it all boils down
to Burns telling us that if you plan for
the future, chances are that it will get
messed up. Burns was only selling
books at that time and we have to sell
Mattresses and Furniture today, so
I would challenge his assertion and
quote Ben Franklin’s, “When you fail
8 FURNITURE WORLD November/ December 2016
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to plan, you plan to fail!”
As we flip from this year to next, it’s
a great time to get 2017’s game-plan
set. In your circle of concern there are

“Believe it or not,
monthly and annual
reviews for all of your
associates play a role in
retention. Everyone likes
to know ‘how they are
doing’ and you can’t tell
an employee that they
are doing a good job too
many times!”
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SUCCESS IN 2017

a lot of outside factors that you can’t
control. Weather, that voting thing,
new competition, other people quitting the business (because they failed
to plan), fuel costs and taxes can’t be
changed by you alone. But you do
have a circle of influence, things, people, and circumstances that you do
have the power to change or ignore.
Planning those changes now can help
you vet the process, decisions, and
available options. You can also plan
inaction, which usually leads to contraction. This is an avenue you can
consider only if your business can survive with less revenue and less profit.
Here are some areas for planning and
development to consider in 2017.

Staffing & Recruiting
This author believes that recruiting will
be the greatest issue for the next five
years. In most cases, selling and delivering home furnishings is no one’s
dream job. That means there will not
be a mad rush at your door to fill a
vacancy. In a best case scenario, you
will have a revolving door of employees, and in the worst case you’ll have
store closings and missed deliveries
due to insufficient staffing.
Plan a recruiting strategy today
that is in action 365 days a year.
Along with that, plan ways to retain
good and even average employees. Compensation, scheduling, and
ongoing training are key areas to
work on. In some areas the $15
10

minimum wage laws may make your
compensation scheme barely above
minimum!
Believe it or not, monthly and annual reviews for all of your associates
play a role in retention. Everyone likes
to know “how they are doing” and
you can’t tell an employee that they
are doing a good job too many times!

Advertising
Looking forward, Recruiting is a big
area of concern. Looking back, no
area of our business has evolved
more rapidly in the last five years than
advertising. You may have hoped
that the World Wide Interwebby
thing would go away, but it hasn’t.
More Millennials get their news from
Facebook than ABC, NBC, CBS, and
Fox News combined. Your future buyers don’t get the newspaper either,
and many have shut off Cable. When
they do watch TV, it’s with a tablet in
one hand and a smart phone in the

other.
Although there are millions of
websites available, Facebook and
Instagram attract 20% of all users’
time online. That’s one out of every
five minutes.
Hopefully you’ve already started
planning for 2017. If not, you may
need to consider hiring an advertising
expert to help you squeeze out old,
non-productive media so you can add
in more up-to-date choices.

Major Capital Investments
Things are expensive. Next year the
cost of living is supposed to go up by
$2 a 12 pack! Planning now for possible improvements or replacements
will make it a little easier to digest.
It may be that time to add on a new
location, replace a dying truck that
costs more to repair than its scrap
value. Maybe freshen up your store
with new interior paint, accessories
and decorating. Perhaps invest in new

“Your
future
buyers
don’t get the newspaper either and many have shut
off Cable. When they do watch TV, it’s with a tablet
in one hand and a smart phone in the other.”
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“Instead
of
saying...
‘I need you to SELL $X this year’, re-state it as,
‘I need you to EARN $X this year’. Then help them make it so.”
business software, a cool electronic
sign, or expand the warehouse.

Setting Sales Goals
If you don’t set a goal for success, how
will you know when you get there?
Sales goal planning is a top down
exercise. You may want to start with a
simple balance sheet. Look at where
break-even is for your business, based
on your margin and expenses. Then
decide if you just want to break even
or make a profit. I hope you choose
the latter.
Once you decide, you’ll have your
company’s sales goal. Next divide it
among your sales staff for the year.
Some people divide it by hours worked,
others by how the RSA performed last
year, and others simply count the
number of RSAs and divide it equally.
It really is your choice, as long as you
stick to your goal. Next, divide that by
monthly seasonal averages for your
business.
Once you have your sales goals,
review the numbers. If it looks like your
goals are too large for the number of

people on your team, then it may be
time to start recruiting!
Here are two important footnotes to consider. Every empty seat
on your sales team normally equals
$30K-$50K in lost revenue per month.
I have never seen a store that added
an RSA not realize an overall gain of at
least $30K a month in sales.
Secondly, instead of giving sales
goals to your team, give them earnings
goals. Instead of saying “I need you to
sell $X this year”, re-state it as “I need
you to earn $X this year”. Then help
them make it so.

Conclusion
English class in High School didn’t
really help me a lot. I went in knowing
how to speak English, and came out
still knowing how to speak English.
Since we didn’t have the Kardashians
or even Brangelina in those days, we
had to depend on Bob Burns, Bill
Shakespeare, and Jeff Chaucer for
reading material. I think they would
be proud to know they will be helping
us sell more mattresses and furniture

Free Weekly eNewsMagazine From
Furniture World. Subscribe Today!
It’s easy. Just visit http://furninfo.com/Subscriptions
Keep up to date with the latest industry news,
retail tips, pre-market information and articles from the
editors at Furniture World Magazine. Renew or add
a new print subscription at the same time!
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in 2017!
About Gordon Hecht: Gordon Hecht
is a Growth and Development Manager
for National Bedding Company’s
America’s Mattress stores, over 400
mostly locally owned and operated
bedding stores across the country
selling Serta-branded and America’s
Mattress-branded mattresses. He
has been recognized for outstanding
sales and management achievement
with several organizations including
Ashley Furniture HomeStores, DrexelHeritage, RB Furniture, Reliable Stores,
and Sofa Express. He has served as
Store Manager, Multi-unit manager
and National Director of Sales.

He is based in Columbus, OH and is
married with one adult son. Questions
and comments can be directed to him
at ghecht@serta.com.

“English class in High
School didn’t really
help me a lot. I went in
knowing how to speak
English, and came out
still knowing how to
speak English. ”
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Wi-Fi

Upgrading Wi-Fi for furniture retail in 2017.

I

n 2017,
offering your
customers
a Wi-Fi
connection is no
longer considered
a luxury, it’s a
necessity. Here
are three
important things
to consider.

by Amitesh K Sinha

Customers expect a seamless experience when shopping in your store.
These days that means that offering
a Wi-Fi connection is a necessity.
Indeed, Wi-Fi is one of the easiest
services retailers can offer to ensure a
positive shopping experience for their
customers.
According to research conducted by
JWire, about 80 percent of customers
feel that an in-store Wi-Fi connection
would influence their purchase decisions. In other words, customers would
be more willing to purchase from a
store that provides a Wi-Fi connection.
An in-store Wi-Fi connection does
not just offer internet access to users.
It also enhances customer shopping
experience by allowing them to browse
products, place an order, and make
payments through their mobile devices. This creates a positive shopping
experience that increases the chance
of repeat customers.
There are three important things
home furnishings retailers should consider when upgrading or installing an
in-store Wi-Fi solution.

Customize the network
The key to serving tech-savvy consumers, and meeting the influx of
applications and devices into your net14

work, depends on how you optimize
your retail network.
When implementing a network, you
must take into account the context of
users (their devices, location, privileges, the applications used and duration
of time). Consider investing in wireless hotspot equipment that provides
enhanced features through which you
can accomplish these tasks.
Traditional access points and routers
lack features essential for setting up
Wi-Fi at retail settings. Wi-Fi hotspot
equipment comes with features that
limit bandwidth usage, optimize roaming and cellular handoff, and offers
captive portal that require users to
accept Terms of Service (TOS).
Some examples of high quality Wi-Fi hotspots include: Aerohive
(the AP170), Aruba (the MSr2000),
Cisco (the Aironet 1570), Meraki (now
owned by Cisco), Ruckus (the T300
series).
Apart from the hardware, consider
installing a firmware that upgrades the
features of the Wi-Fi connection. One
example of firmware suitable for many
WLAN routers is DD-WRT. It supports
a lot of value-added features such
as complex configurations, integrated captive portals, and support for
third-party servers. Another good firmware is the CoovaAP (Coova Access
Points) firmware that offers many of the
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“WiFi hotspot
equipment comes with features that limit
bandwidth usage, optimize roaming and
cellular handoff, and offers captive portal that
require users to accept Terms of Service (TOS).”
same features as DD-WRT firmware.
However, it comes with additional
functionality, allowing you to limit
bandwidth on routers that don’t have
such capabilities, as well as offering
automatic log-in for customers. This
allows you to create a captive portal
page that lets the user confirm he is
accessing your network and agrees
to use it based on your terms. You
on the other hand can limit the
amount of bandwidth or internet
power guest-users can have.
However, note that the above
routers and firmware don’t have
the ability to segregate private and
public internet connections for more
security to internal networks.
One way to protect your internal
network is by investing in a Fonera
Simpl router from Fon. Apart from
segregating the networks, it also
allows you to put a limit on customers’ daily Wi-Fi access. Another
benefit of setting up in-store Wi-Fi
access using this router is that it
requires users to sign up with Fon
to access the network that adds an
additional layer of security to the
wireless network.

Large Stores
If you have a large retail setup, or
want to offer Wi-Fi access to a large
area, you should consider purchasing Open Mesh. This economical

furnworld 12.16 no extra.indd 16

router offers both public and private
wireless access including the usual
features such as speed limits and
captive portal. A captive portal is a
Web page that the user of a public-access network are obliged to
view and interact with before access
is granted. In addition, the hardware
makes use of a proprietary mesh
technique that allows easier installation.

Ensure Compliance
Security should be a concern when
upgrading your Wi-Fi system. Simply
installing a Wi-Fi network without
focusing on security is a reckless

“Security should be
a concern when
upgrading your Wi-Fi
system. Simply installing
a Wi-Fi network without
focusing on security is a
reckless strategy.”

11/26/16 4:28 PM
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strategy. This can even make your
store vulnerable to lawsuits. If you
don’t focus on Wi-Fi network security, you will expose your customers to
online attacks. If hackers infiltrate the
network and steal confidential customer information such as credit card
numbers, and others, they can sue you
to recover the loss.
User privileges and identity are
centric to VLAN (Virtual Local Area
Network) /Wi-Fi SSID (Service Set
Identifier ID) association and network
access. They are also crucial for defining security policy in a VPN tunnel,
firewall, or for application security.
Users, along with user groups define
the QOS (Quality Of Service) policies’
definition for traffic management, and
establish service level throughout the
various parts of a network and security policy framework. Although the
technical jargon may not be familiar
to you, this allows you to monitor the
traffic on your network and limit its
availability to guest users. For example, you can set up a Guest SSID with
no user id or password and only allow
a certain ‘x’ amount of bandwidth. In
case the bandwidth goes over, your
business critical applications will not
be compromised.
This model results from the fact
that a particular user such as a store
employee is not restricted to using
a single device or even location or
the network access limited by SSID.
Therefore, enforcing security and
meeting PCI-DSS (Payment Card
Industry – Data Security Standard)
compliance is dependent on the network where users connect.

implement a high-grade wireless security policy to protect your customers
against hackers. It is recommended
that you install an enterprise grade
firewall, anti-virus, malware, anti spam
and website content filtering solutions.
Other than that, you should consider encrypting the network with WPA-2
Personal security protocols. These
security protocols prevent hackers from
eavesdropping or monitoring network
traffic. Retail businesses should consider implementing enterprise level
WPA-2 security that requires a Remote
Authentication Dial-In User Service
(RADIUS) server that offers better security of the Wi-Fi access. A RADIUS

server simply enables remote server
access after authentication. This greatly adds to the security of the wireless
security system.
Previously we have mentioned routers that offer captive portal features.
A captive portal also enhances the
security of the wireless connection.
It is a portal that users interact with
before accessing the website. With a
captive portal, you can require users
to authenticate the customers using
their email address, mobile number or
name. Other than that, this is a great
way to customize the browsing experience of customers.
For a really cool way to automate

Hackers
To avoid legal complications and
threat of a lawsuit, it is important to
November/ December 2016
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IN-STORE WiFi
the authentication process, you should
consider configuring QR codes with
the router and embedded pass phrase.
This can be made possible by using a
Wi-Fi QR code generator software that
is easily found on the internet.

Cost Effectiveness
It’s important to strike a balance
between both wired and wireless network infrastructures as well as deployment aids to your store’s bottom line.
Rightsizing and integrating a wired/
wireless network for optimum capacity, efficient utilization and balanced
planning of respective wired ports vs.
the wireless network all contribute to
cost-effective IT for your store.
When you have the right network
platform, you can select an integrated
access infrastructure that has deep visibility for both users and applications
on the network. In other words, your
IT administrator will be able to quickly and proactively troubleshoot and
resolve problems before they affect
any of your business services or the

end-user experience.

Cloud-Control Software

Conclusion

The last important point to consider
when upgrading retail store Wi-Fi is
to install cloud control software for
monitoring traffic and data. It is called
cloud control because the software is
located on the remote servers that can
be accessed using the internet from
anywhere, anytime.
Using the cloud control software,
you can perform multiple actions such
as monitoring load on access points,
track network usage, monitor the number of clients, track devices and OS
used to connect to the Wi-Fi network.
You can also configure limited access
to the network based on a specific
device IP (internet protocol) address.
A cool feature that is made possible
by cloud controller software is splash
page creation. This page can be
displayed on the user’s screen when
accessing the wireless network. You
can create pages that highlight popular deals or items your users might be

The use of Wi-Fi in retail stores
has greatly transformed the retail
landscape. Successful and responsive
home furnishings stores are deploying
modern Wi-Fi networks to deliver their
customers a much enhanced shopping
experience by providing them access
to resources online.
Wi-Fi access can improve the overall customer shopping experience by
allowing them to connect to the network through their mobile devices.
As a result, a retailer can better serve
his or her customers based on their
individual needs and requirements.
In-store Wi-Fi helps you to promptly
engage customers, promote your content and your brand. The end result is
better customer satisfaction, increase
conversion rates, and more repeat
customers.

Note: IBM surveyed shoppers and found that 45 percent of
consumers use two or more device technologies to shop and
make buying decisions, typically a laptop and cell phone.
Today’s shoppers can choose from many outlets to shop.
They expect a seamless experience in terms of placing the
order, pickup-and-delivery and exchanges-and-return in any
combination of outlets. Mobile connectivity is an essential
part of this shopping experience.
18

interested in knowing about.

About Amitesh Sinha: Amitesh Sinha
is a technology consultant based in
North America. With over 20 years of
experience developing and deploying
solutions for retail, Sinha has gained
a reputation for home furnishing software solutions, furniture software, POS
furniture software, and re-engineering
of software with extended features.
His company, iConnect offers business
technology solutions that integrate with
most P.O.S. systems to make them
more efficient and user-friendly.
For more information about this article or any retail technology question
contact Amitesh at 703-471-3964,
amitesh@iconnectgroup.com or www.
iconnectgroup.com.
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THE HIRING

DECISION

H

“

Hiring an employee vs. an independent contractor in 2017.

ere are my
thoughts on
this subject,
especially
as it pertains to
senior level marketing positions, sales
representatives,
and technology
consultants in our
industry.”

by Bill Napier

Recently I read an article from
Hyam Singer, VP User Engagement
at TOPTAL, that in my opinion “nailed
it” on the topic of hiring employees vs. independent contractors for
some key positions, “Don’t Be Fooled:
Calculate the Real Cost of Employees
and Consultants.”
I’ve been on both sides of this
question, as a former employee, as a
manager that hired employees and as
an independent contractor. Here are
my thoughts on this subject, especially
as it pertains to senior level marketing
positions, sales representatives and
technology consultants in our industry.

Considerations
When making a decision about
whether to hire an employee or an
outside consultant, there are a number
of factors to consider.
Cost: Hiring an employee comes with

some hidden costs (outlined later in
this article) that most furniture retailers
do not make explicit. It’s important to
know what the hidden ongoing costs
are when comparing options.

Duties: For higher paying jobs that

require

20

substantial

expertise,

it’s

important to look at job descriptions
and time requirements to do the most
skilled parts of the job. Consider the
example presented later in this article
for hiring a marketing manager at cost
of $74-$80 per hour. This includes the
base salary plus benefits and taxes but
not “all-in” costs such as insurance,
equipment, and travel. Ask yourself if
this person will be spending a substantial amount of his or her time doing
tasks that could be done by a lower
paid employee? If so, hiring an outside
consultant to take on core responsibilities may be more cost effective.
Control Issues: Because of the way

you like to do business, you may want
to train employees from the “ground
up”, keep them immersed in your culture and ways you do business. It may
be important for you to hire from within
or nurture young talent, especially if
you are an expert with the time and
talent to do this.

Long Range Planning: It may be your

goal is to hire and keep talented people who will move up the corporate
ladder, perhaps take an ownership
stake, maybe even replace you. If this
is the case, then the employee option
may be the way to go regardless of the
short term expense.
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Computation
Based On
Low Range

Total Compensation
Calculation for Marketing
Executive

Computation
Based On
High Range

Base Salary

$124,850

$124,850

Base Compensation/ hour

$60.03

$60.03

Insurance Benefits (12-15%)

$14,982

$18,727.50

401K Profit Sharing Contribution $2,497

$4,369.75

Payroll Taxes

$8,739.50

$11,236.50

Yearly Raise/ Bonus

$3,745.50

$8,739.50

Extra Compensation

$29,964

$43,073.25

Total Compensation

$154,814

$167,923

Total Compensation/ Hour

$74.13

$80.73

Note: According to DCAA Accounting
standards, the real “All In Employee Costs”
the person in the above chart equates to
$248,352.00/year or $119.00/Hour.

“Consider the example for hiring a
marketing manager at cost of
$74-$80 per hour. This includes the
base salary plus benefits and taxes
but not ‘all-in’ costs such as
insurance, equipment, and travel.”

with the required expertise, hiring a
consultant may be an attractive option.

Marketing Example
Expertise: Consultants often have wide
expertise that can only come from
working with multiple clients, perhaps
in a number of industries. If you are
looking for expertise you can’t develop
in-house, or can’t afford to hire a full
time, entry level or mid-level employee

Subscribe!
Six powerful issues.

In-depth articles help boost sales,
cut costs and identify opportunities.

Subscribe at www.furninfo.com

Here we will compare the costs of
hiring a marketing employee vs. a
consultant. The same basic calculations can be made for any job description. You can visit the toptal.com website link listed at the end of this article
that will do the calculation for you.
According to the governments
Bureau of Labor & Statistics (BLS) the
“average” median pay for a senior
level marketing person is approximately $124,850/year, or $60.03/Hour.
BUT that is only the base cost and
does not include;
• Insurance (medical, dental, life) –
about (12%-15% additional).
• Optional 401K/Profit Sharing
Contribution – about 2%-3.5%.
• Payroll taxes (company paid
portion) – Approximately 7%-9%
additional for the company paid
portion.
• Employee bonuses – Ranging from
3%-7%, depending on overall compensation package.
• Additional fixed and indirect costs
outlined below

22

Time to re-do the math
Assuming a base Salary (based on
the BLS for a marketing manager)
of $124,850 or approximately $60
per hour, we will add in benefits and
expenses to calculate the actual salary
per hour of between $74 and $80 per
hour (see the chart above).
This does not include intangible
costs such as “learning curve” time
and the allocation of resources for this
new employee’s acclimation into your
culture, business systems and processes. Think about that for a minute.
Other employees’ time and resources
will be expended in mentoring this new
employee, plus additional direct and
indirect costs are amortized into each
employee’s “real cost”. This includes
items such as;
• Accounting fees
• Advertising
• Computer hardware
• Computer software licenses
• Conferences and trade shows
• Corporate graphics/web design
• Corporate taxes (property, etc.)
• Dues and subscriptions
• Equipment & furniture
• Insurance (liability, workers comp,
unemployment insurance, etc.)
• Legal fees
• Meals and entertainment
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DECISION
• Meeting expenses
• Office supplies
• Overhead staff (exec. & admin.)
• Printing services
• Recruiting (advertising and fees)
• Travel

The Real Bottom Line
According to DCAA Accounting
standards, the real “All In Employee
Costs” for this person equates to
$248,352.00/year or $119.00/Hour,
figuring a base hourly rate of $60.03/
hour and adding in all the additional
costs outlined above
I know, the math is getting really
obnoxious. But from here on, it is
going to get very easy.
If you hire a consultant at $60.03
per hour to do the same job, that’s
what you pay, plus any additional
“authorized” ancillary or travel expenses.
The amount of infrastructure that
a consultant uses is significantly less

“When you hire a
consultant make sure
the engagement terms
are usually very short
3-12 months with
30-day renewal clauses.”
24

than that of an employee (plus the
consultant doesn’t receive benefits). As
a result, the actual cost of a consultant
is affected by general & administrative
costs only; Fringe benefits and overhead are irrelevant to the cost of a
consultant.
There are a couple other considerations. Here’s what Hyam Singer,
VP User Engagement at TOPTAL has
to say about additional financial risks
and recruiting fees.

Liabilities. A consulting company takes

Potential Financial Risks. “Companies

If you decide to hire a consultant,
here are a couple of quick suggestions.
Don’t make a long term employment
commitment. When you hire a consultant make sure the engagement terms
are usually very short, 3-12 months
with 30-day renewal clauses. This also
gives the consultant the opportunity to
“fire you” should the synergy not work.
A good consultant/company relationship should thrive based off synergies
and exceeding goals without the need
of a long-term contract hanging over
their heads.
And one additional note, confidentiality and non-compete. Agreements
should protect clients with a one
year, minimum, confidentiality and
non-compete clause. These clauses
are standard to protect the integrity
of the business relationships so information can “free-flow” for strategic
purposes.

tend to make hire/fire decisions much
more rapidly with consultants than
with employees. It is not uncommon
for under-performing employees to
be kept on the payroll for multiple
months, throughout various stages of
probation, to minimize the potential
for an employee-filed lawsuit. The
resulting cost to the company can be
quite substantial. In contrast, companies tend to dismiss consultants with
minimal if any notice when in any way
dissatisfied with their performance”.
Recruiting fees affect the cost of
all employees. “One obvious savings

with consultants is the avoidance of
often -hefty recruiting fees. What may
be less obvious, though, is that each
recruiting fee paid drives up the real
cost of all employees. Since recruiting
costs are included in overhead expenses, every recruiting expense that your
company incurs increases your overhead costs, which in turn raises your
overhead rate multiplier, which in turns
drives up the effective cost of each and
every one of your employees.”
Go ahead and plug in your own
numbers in this employee vs. contractor cost calculator (see link at the end
of this article).

on all the liabilities and usually holds
their clients harmless. They carry their
own insurance, pay their own taxes
and use their own computers, cell
phones and more. Sure they may bury
those costs into their agreements, but
they are usually minimal compared to
your infrastructure.

Practical Considerations

Conclusion
Every company and situation is different so there’s no “one size fits all”
answer here. But an awareness of the
factors and issues discussed in this
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article will help arm you to make the
best financial decision for you and
your team.
About Bill Napier: Bill Napier is

Managing Partner of Napier
Marketing Group. He has been the
chief marketing officer of several
small, medium and large companies
throughout his career, most notably
Ashley Furniture Industries Inc.
Bill is also a featured writer and
speaker in the retail industry. His passion is to help retail brands & brick
mortar retailers grow their businesses
by creating, guiding and deploying
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successful marketing B2B/B2C solutions integrating traditional marketing with the web/social media. He
has demonstrated this with his FREE
website www.social4retail.com with
hundreds of articles and “how To”
strategies for retailers and brands.
Bill can be reached at; billnapier@
napiermkt.com or 612-217-1297.
Note: Link to the employee cost
calculator can be found at: https://
www.toptal.com/freelance/don-t-befooled-the-real-cost-of-employeesand-consultants.

“If your goal is to hire
and keep talented
people who will
move up the
corporate ladder,
then the employee
option may be the
way to go.”
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MISCLASSIFICATION

A

re you at
risk for a
claim that
a worker
has been misclassified? As Macy’s
learned the
expensive way,
contracting out
the work to a
third party does
not insulate you
from liability.
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by Sara Kula

You’ve probably seen it in the news
– across the country, delivery drivers
have asserted lawsuits alleging that
they are employees of the companies they are making deliveries for
and have been misclassified as independent contractors. These lawsuits
have been brought against Macy’s,
Sleepy’s, Amazon, Federal Express
and others.
Maybe your company doesn’t make
deliveries. Maybe you’ve hired a third
party company to handle deliveries
for you. Or maybe you even classify
your drivers as employees rather than
independent contractors. So, you’re
in the clear, right? Well, maybe not.
If there is anyone who does work for
your company and is paid as an independent contractor (which is generally
reported on a tax Form 1099), you’re
at risk for a claim that the worker has
been misclassified. And as Macy’s
learned the expensive way, contracting out the work to a third party does
not necessarily insulate you from liability.
The U.S. Department of Labor
believes that “the misclassification of
employees as independent contractors presents one of the most serious problems facing affected workers,
employers and the entire economy.”
The Internal Revenue Service estimates
that employers mis-classify millions of

workers as independent contractors.
The government is focused on this
issue, which means that companies
should be as well.

Independent Contractors
Cost Less... Until They Don’t
There are certainly financial and
other benefits to a company in
classifying workers as independent
contractors rather than employees.
Independent contractors are not entitled to minimum wage or overtime.
They cannot claim unemployment or
workers’ compensation benefits. They
are not entitled to protected leave or
other employer benefits. And a company does not have to pay or deduct
any payroll taxes for the worker. So,
a company may save money by classifying a worker as an independent
contractor, but the costs of misclassification are high.
The issue of whether an employee
has been misclassified can arise in
many different ways. Sometimes, it
is the worker himself who raises the
issue. Workers often prefer to be
paid as independent contractors. But
even if they agree to the arrangement
initially, they may change their mind
down the road if their self-interests
change. Perhaps they’ve worked more
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“Macy’s
experience
does not suggest that delivery workers cannot be independent contractors
or that a relationship with a logistics provider cannot help to insulate a
company from risk. In the end, it all comes down to control.”
hours than they anticipated and want
to be paid overtime. Maybe they’ve
been subjected to harassing conduct
and want to pursue a lawsuit for
a hostile work environment. If an
employee is injured at work, he might
file for workers’ compensation benefits
not even realizing that this will raise
a misclassification issue for the company. Or once the relationship ends,
the worker may file for unemployment
insurance benefits.
Even if a worker never questions his
status, there are several government
agencies that might. As expressed by
the DOL, “Employee misclassification
generates substantial losses to the
federal government and state governments in the form of lower tax revenues, as well as to state unemployment
insurance and workers’ compensation
funds.” This loss of money has gotten
the government’s attention. The DOL
has entered into partnerships with the
IRS and with 35 states “to combat
employee misclassification... through,
for example, information sharing and
coordinated enforcement.” According
to the DOL, “in Fiscal Year 2015, [its]

investigations resulted in more than
$74 million in back wages for more
than 102,000 workers.” The government does not require an employee
complaint in order to conduct an
audit. So, on any day of the week,
the federal or state government can
show up at your door and require
you to turn over records relating to all
“1099” workers to review whether any
of them appears to be a misclassified
employee. It’s important for you to be
prepared for that day.
Misclassification can result in back
taxes, with penalties and interest. An
employer who has misclassified a
worker will be subject to a penalty of
1.5% of wages paid to the employee,
plus 20% of the amount that should
have been withheld for Social Security
and Medicare tax from the employee,
plus 100% of the employer’s share of
Social Security and Medicare tax. If the
IRS suspects intentional misconduct,
it can impose additional fines and
penalties. State laws may also impose
additional penalties. The worker at
issue may also be entitled to economic
damages, including unpaid minimum

“The Best Overall
Resource For Mattress
Sales Professionals!”
by David Benbow.
291 pages of sales
boosting power.
http://www.bedsellersmanual.com
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wages and overtime, plus interest,
100% liquidated damages and attorneys’ fees. If there are a group of misclassified workers in the same or similar position, you may also be at high
risk for a costly and time-consuming
class action lawsuit. And, of course,
don’t forget the cost of hiring your own
attorney to battle or resolve the matter,
even if you’re ultimately successful.

Class Actions Against Macy’s
Last year, Macy’s settled two independent contractor misclassification
class actions brought by delivery drivers and their helpers. In both cases,
Macy’s had contracted with logistic
providers to execute the deliveries. But,
in both cases, the plaintiffs alleged that
they were actually Macy’s employees
because they were under Macy’s control. The workers claimed that they were
“heavily regulated” by Macy’s, including being hired by Macy’s employees,
being required to install Macy’s banners on their trucks, being required to
wear Macy’s uniforms and conform

Visit
Furninfo.com
Hundreds of articles
on furniture retailing,
industry news,
job opportunities,
events and
much more.
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with certain appearance standards,
being required to follow a delivery
schedule set by Macy’s, and being
required to announce themselves to
Macy’s customers as “Macy’s delivery” and “from Macy’s.” After years
of litigation, Macy’s and its logistic
providers settled the two class actions
for $6.8 million, with Macy’s paying
the bulk of the settlement amount.
Macy’s experience does not suggest that delivery workers cannot be
independent contractors or that a
relationship with a logistics provider
cannot help to insulate a company
from risk. In the end, it all comes
down to control. Macy’s maintained
significant control over the delivery
workers at issue, which created significant risk that a court would consider
them to be Macy’s employees and, in
the end a significant cost, for Macy’s.

“Workers often
prefer to be paid
as independent
contractors. But even
if they agree to the
arrangement initially,
they may change their
mind down the road
if their self-interests
change.”
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Employee or Contractor?
There are circumstances where it
is appropriate to utilize independent
contractors to perform services for
your company. What’s important is
that you are confident in the classification and are able to support it if
challenged. Accordingly, you want to
conduct a review of your independent
contractor classifications before anyone else does it for you.
Ideally, there would be one set of
factors you could consider in analyzing whether a worker is an independent contractor or employee. There is
not. The IRS test is different than the
DOL test, which is different than the
National Labor Relations Board test,
which is different than a multitude
of state law tests for unemployment
and workers’ compensation, and so
on. While each law requires a different review, there is overlap between
them. Who ultimately directs and controls the work is a critical inquiry of all
independent contractor analyses, as
well as how central the work is to the
employer’s business and whether the
worker is truly in business for himself.
Accordingly, as a starting point in a
company’s review of its independent
contractors, it must consider:
• How much control and direction
does the company exercise over
the worker? The less control and
supervision the company exercises
(e.g., what work is done, how it is
done, when and where the work is
performed, amount of supervision,
etc.), the less likely the company
is to be viewed as the worker’s
employer.
• Does the company provide the
tools and equipment necessary for
the work? The more the worker
invests in his own tools and equip-
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CONTRACTOR
MIS-CLASSIFICATION
ment, and the fewer requirements
set by the company concerning
what tools and equipment are
used, the more likely a worker is to
be viewed as an independent contractor.
• Is the work being performed a key
aspect of the company’s business?
If a worker provides services that
are a key aspect of the company’s regular business activity, it is
more likely that the company will
have the right, and need, to direct
and control the worker’s activities.
According to the DOL, “work is
integral to the employer’s business if it is a part of its production
process or if it is a service that the
employer is in business to provide.”
• Is the worker economically dependent on the company? While certainly not determinative, a worker
with an independent business who
performs work for a number of
different companies is more likely
to work independently and, thus,
more likely to be viewed as an
independent contractor. Questions
that may arise include: Does the
worker have his own website? His
own business cards? Will he have
1099s from multiple companies for
the same time period?
• Does the worker have an opportunity for profit or loss? Workers who
can make decisions to hire others,
purchase materials and equipment,
advertise, rent space, and manage
their own time may be able to
affect their opportunity for profit or
loss and be more likely to be considered an independent contractor.
• What is the duration of the relation30

ship? Permanency or indefiniteness
in a worker’s relationship with the
employer suggests that the worker
is an employee.
No one of these factors will be
determinative and any other relevant
factors will also be considered in
determining the overall picture of a
company’s control over an economic
relationship with its worker. Having
an agreement with a worker that calls
him an independent contractor may
be considered, but will certainly not
control.
While analyzing a worker’s status as
independent contractor or employee
may not be simple, it is a critical step
to avoid the costly mistake of misclassification. Companies unfamiliar with
the independent contractor tests or
with borderline cases may want to consider consulting an attorney to assist
with the review.
About Sara Kula: Sara Kula is the

head of the Employment Law group
at DelBello Donnellan Weingarten
Wise & Wiederkehr, LLP. She represents businesses in all aspects of
the employment relationship, with an

emphasis on:
Wage and hour compliance;
Workplace harassment and discrimination; Leaves of absence and disability
accommodations; Neutral investigations of work-place complaints; Single
plaintiff and class-action litigation; and
Administrative audits and complaints.
Sara counsels clients to ensure
compliance with federal, state and
local laws, provides guidance when
questions arise on hiring, performance
management, terminations, workplace
disputes, or other issues, and defends
businesses before federal and state
courts and administrative agencies.
She also regularly drafts handbooks,
policies, and employment-related
agreements. As former in-house counsel, Sara views matters with a business-oriented mindset and looks for
effective, low-cost and operationally
efficient solutions. She also conducts
mediations and workplace investigations.
For more information on employment
law issues affecting furniture retailers
or manufacturers, contact Sara Kula at
sdk@ddw-law.com, Phone: 914-6810200, ext. 133.

“The more the worker invests in his own tools
and equipment, and the fewer requirements set by
the company concerning what tools and equipment
are used, the more likely a worker is to be viewed as
an independent contractor.”
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DESIGN
Moe’s
Bramble

Sunny Day Wall Decor. Acrylic paint on canvas with
wood stretcher. Dimensions are 50”W x 1.5”D x 31.1”H
Contact information on page 80.

The Portland Sideboard is constructed from solid mahogany and
tin. Subtle details such as brass hardware and raised wood
paneling give the piece a polished finish.
Contact information on page 80.

Furniture of America
The Wessington sectional with oversized attached chaise features flared and fitted back pillows with smooth fabric wrapped tightly
around every cushion and corner. Shown with coordinating throw pillows.
Contact information on page 80.
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Classy Art
This bulls head is made of distressed wood with a white wash finish
and corrugated sheet metal. It measures 24x20 in size and its MRSP is
$49.95.
Contact information on page 80.

Capel

H

New Homestead braided rug has come back to
life in an assortment of today’s hottest colors.
Constructed in a new spin of fibers that mixes
polyester, polypropylene and cotton, it is available
in marble, vista, sundried red and fountain blue
colorways. A 5’ x 8’ rug may retail for $399.
Contact information on page 80.

Arthur W. Brown
New “Modern” Design is available in a wide
variety of standard and customized wall systems
for any room with any function.
Contact information on page 80.

Country View Woodworking
The solid-wood Sienna from
the American Modern
Collection was created
by designer Michael
Robinson, with Amish
quality construction
and beautiful finishes.
Contact information on page 80.
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DESIGN
Nouveau Concept
The AV611, a new 66” TV base combines functionality and design. Available
in two-tone as pictured, or in one color (AV610).
Contact information on page 80.

Kas Rugs
The Farmhouse Collection is a rustic flat weave
for the indoors that is durable enough
for the outdoors. Machine-woven in Turkey,
these flat weaves are made of UV-treated
polypropylene with a wool & jute look and feel.
Contact information on page 80.

Klaussner
Trisha Yearwood Outdoor Home
Collection Platform Rocker Chair.
Contact information on page 80.

Lazzaro
Modern, casual, and sophisticated, the Cooper Collection is
set atop a simple, yet elegant
solid birch base with ash veneer.
The smooth cushions and wide
arms create a comfortable and
visual striking design.
Contact information on page 80.
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Whittier Wood
From the Addison
Collection, this
bedroom group is
made of American
Alder and Black
Walnut hardwoods.
A precisely engineered
45-degree miter face frame seamlessly
surrounds spacious inset drawers.
Contact information on page 80.

CordaRoy’s
A patented foam chair that converts to a bed. Just remove the
washable cover to reveal the bed. It’s available in youth, full,
queen, king and an ultimate king sofa with two foam mattresses
inside.
Contact information on page 80.

Momeni
Notch Area Rug from the Tallulah Collection
of Novogratz by Momeni is hand tufted of
ultra-soft, 100% polyester. This rug brings
fresh, modern design and easy care
durability to any space.
Contact information on page 80.
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DESIGN
Feizy

Jaipur Home

Metallic shades of gold and prints highlight the
artful designs in the Cannes collection. Lavish to
the touch with an opulent sheen, each design is
masterfully power-loomed, emphasizing the
intricacy of its organic patterns.
Contact information on page 80.

The Cubist Storage Units are part of the new Urban Composition
Collection of solid Mango wood with strips of reclaimed Teak
and Sal wood on an iron frame. Items feature shelves and
working drawers useful for storage, display, room dividers, etc.
Contact information on page 180.

Crosley
The Bradenton Collection is made of all-weather wicker
with three choices of UV-resistant fabric cushions. This
collection combines elegant lines with casual comfort in
one versatile design with dozens of possibilities.
Contact information on page 80.
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Maxwood
The “All In One” Loft is available in ladder or staircase options that are
fully reversible. Create many combinations placing twin or full sized
beds (L-Shaped) underneath the twin upper loft, plus storage or study
components. Solid hardwood construction.
Contact information on page 80.

Nourison
The Malta Collection features exotic old world
patterns displayed in alluring ornamental color
palettes. A traditional bordered delicate leaf and
vine design is available in shades of navy, sky,
crimson and white. 90% Polypropylene, 10%
Chenille. Power loomed.
Contact information on page 80.

Omnia
The Breckenridge is a classic track arm sofa
subtly accented with hand-stitched lacing.
Stitching can be replaced with nailhead trim or
just leave it plain and simple.
Contact information on page 80.

Fashion Bed
This design Fashion Bed Group incorporates
the Leggett & Platt Prodigy 2.0 adjustable
base to maximize comfort and technology.
Contact information on page 80.
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DESIGN
Sunpan
This interesting coffee table from the MIXT collection
blends together a black metal frame with a concrete
tray-like top.
Contact information on page 80.

Legends
The Farmhouse Collection is crafted from various species
of solids and veneers in a rustic finish. Designed for today’s
electronics, the features are thoughtfully blended into the
design.
Contact information on page 80.

Cochrane
The newest brand in the Chromcraft Revington Douglas
family, Cochrane was re-introduced at the recent High
Point Market.
Contact information on page 80.

Glenmont Furniture
The Sullivan Collection, is inspired by
Mid-Century Modern. Sought after for its
simple straight lines and elegant style, the
collection comes in four different base
styles (Cove, Park, Lake, and Road), with
dozens of options in wood, hardware,
and finishes.
Contact information on page 80.
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Loloi
Skilled artisans hand-tuft
designs onto a cotton and
wool base, heightening the
refined patterns in the
Glendale Collection.
Inspired by antique motifs,
Glendale offers long-lasting
resilience and comfort
underfoot. Crafted by Loloi
for ED by Ellen DeGeneres.
Contact information on page 80.

Surya
The Carol Table Lamp is made of glass
with a brown shade. Overall dimensions
are 16” W x 27” H. Made in China.
Contact information on page 80.

Office Star
The McKayla Flip Top Table with brass
accents flips open for dining, then flip the
top closed to invent a cocktail bar, buffet or
console. Flip one side down and sit at the
perfect writing desk. Shown here with the
mid-century modern Davis chair in cream
Linen fabric.
Contact information on page 80.

Craftmaster
As part of the Vintage Modern program, this 84” sofa features small scale sock arms, single needle stitching and
loose back pillows for a classic casual appeal. Toss pillow fabrics include an embroidered frame motif and a
textured matte lasse. Approximate retail is $1,099.
Contact information on page 80.

November/December 2016

Nov/Dec-Design.indd 39

FURNITURE WORLD 39

11/27/16 4:54 PM

RETAIL OPERATIONS

2017

PEOPLE MANAGEMENT
THE RISE OF THE HOLACRACY

P

“

eople
management
is the toughest
challenge
we face. Managing,
training, motivating,
and keeping people
is a continual battle
for us.”

by David McMahon

Does the quote at left sound familiar? Does some employee related
issue come up every time you think
you have things running smoothly?
Are you having issues with managing
your people to do the right things
consistently?”
If so, you are not alone. These
are common complaints from owners
and managers in retail furniture store
operations. “People management” is
the number one challenge in retail
today. I’ve heard this from those in
our performance groups, from my
consulting clients and I’ve seen it in
survey results. Many small business
owners out there firmly believe that
there is a big issue with the available
talent pool. Are they correct that it’s
an external problem businesses face?

• “Our management and our people are the reasons for our success.”
• “I love working here!”
Clearly the minority of businesses
say these kinds of things.
I do not think it is a coincidence that
those that have this issue lean more
toward chaos management than those
that don’t. First, this article will look
at why some organizations do better
than others in people management.
Then we will take a close look at what
you can do to overcome this challenge in 2017 .
My theory of management is that
managers should lead – not manage
their people. Instead, they should
focus their attention on managing

Maybe, maybe not.
There are some business people
who don’t say these things because
they experience employee challenges
much less. When working with organized, successfully growing companies
I often hear talk like this:
• “We have great people.”
• “We can find people because they
want to work here.”
40

“To be really successful,
an organization must
champion its systems and
embrace the value.”
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efficient systems and processes.
It is almost impossible to train someone to act as if they were a different
person. Personalities, attitudes, habits
and beliefs are what make people
unique. These are not attributes that
can be easily and directly managed or
molded to conform to your personal
or corporate belief or stereotype, so
don’t try.
So, if you are a manager who
doesn’t manage your people, what
do you do? As mentioned above, you
lead. Think of leading as a high-level
people-related activity and management as a detailed process-related
activity. Showing an employee how an
activity should be executed is leadership. Reviewing whether the activity is
being delivered properly and getting
the desired results is management.
Furniture operations with less chaos
seem to perform better because their
employees have solid, well-defined
systems that were set up for them to
follow. These employees, therefore,
tend to get their jobs done better.
They know what they need to do, how
to do it and when to do it. There is
no confusion. The result is that once
efficient systems are in place, managers have more time to lead. They
don’t need to waste time individually micro-managing their employees.
Employees should not be making up
their own ways of getting a job done.

And, they should not be allowed to
use their own personal systems, some
of which work well and others poorly.
Simply put: Systems define outcomes.
Good systems, when managed well,
produce good outcomes. Bad systems
that go unmanaged or the absence of
defined systems altogether will waste
time and produce chaos. Good leadership sets the direction, sets an example and sets the “tone” of the organization. True leadership instills belief.
Employees know the processes being
executed day-in and day-out are just.
Here is a basic process that management can use to develop systems
that will lead their people to consistently producing more desired outcomes.

1.

Define the system. A system

is a way of doing things. Don’t
confuse it with computer IT. A system
contains ALL practices and ALL actions
to accomplish a desired result. Every
position should have a defined system in which to perform the job. The
system needs to be documented and
visually flow-charted. Verbal systems
are lost in translation. As in the game
of “Telephone” verbal messages that
describe systems get garbled as they
are passed along. Systems should be
both efficient and effective. Efficient
means the task is being performed in
the right way. Effective means that it is

“Employees should not

be making up their own ways of getting a job done.
And, they should not be allowed to use their own
personal systems, some of which many work well
and others poorly.”
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the right task to achieve the desired
result. I’ve seen many people waste a
ton of time and money doing things
efficiently but without any positive
effect on the business. Top systems
are a critical first step.

2.

Train in the system. It is not

enough to just give people a
documented system with a flowchart
and expect them to follow it and
make it work. If they do read it, they
will likely forget about it. A manager
who is a good leader continuously
demonstrates the system and practices it with the team. To be really successful, an organization must
champion its systems and embrace
the value. Constantly complaining
about shortcomings is detrimental. If
you have an issue with internal complaining, there is likely a leadership
or culture issue other than just poor
systems. Remember though, after you
have your system defined there is only
one way to mastery of it: continual
practice doing the right things the
right way.

3.

Execute the system. All
employees (managers and
non-managers) should know: There
are defined systems, procedures, and
processes to follow. It is everyone’s job
to execute the system. If they do not
wish to execute it, make suggestions
to improve it for everyone. If someone
comes to you with a problem in your
system, ask them to bring you a solution. Don’t make ad hoc changes for
individual employees. Hold firm to this
or you will end up with malfunctioning
systems and a chaotic environment,
producing sub-optimal results.

4.

Manage the system. A sales
manager should manage the
selling and CRM systems. A delivery
manager should manage the outgoing delivery system. A warehouse
manager should manage the inven-
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tory control and transfer system. A
marketing manager should mange the
marketing system. An office manager
should manage the AP, AR and cash
receipts systems. An operation manager or GM should manage the entire
business system. All employees under
the manager are responsible for managing and executing their systems. All
managers should have a weekly operations meeting to review and ensure
the various systems are functioning
correctly together.

under-performing. Operators who
achieve great results NEVER consider
themselves perfect. The best operators
are those that consistently improve the
management of their systems. It is their
growth enabler. A good way of doing
things today may not be a good way of
doing things tomorrow. Always seek to
locate areas that can be improved and
your overall results will also improve.

5.

If you think I’m wrong here with
regards to the role of managers,
google the word Holacracy. It is a
movement that has been adopted by
companies like Zappos with positive
results. Holacracy eliminates the traditional role of management. I recently

Refine the system. Things

change. It you ever think that
you have the perfect operation you
are opening yourself up to lost opportunities and possible big problems.
It is a fact that there will always be
constraints, or weak links that are
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“In today’s world,
businesses are
becoming flatter.
Traditional layers
of management are
focusing more on
task accomplishment
rather than peoplemanagement.”
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PEOPLE MANAGEMENT
visited Zappos, an Amazon company, to witness this first hand. Zappos
has created work-circles which are
responsible for managing certain job
functions. There is a leader but no
formal manager. Together, they work
to improve their processes and get
the particular job done better. They
do not have a manager directing the
people to do things. In fact, founder
Tony Hirsch, still works in the same
environment as everyone else, open
room, small desk, no office. Zappos
believes that this organization structure is best for what they value most
– their culture. It takes about two
months to bring a new hire on-board,
as Zappos wants to be confident in
the fit, and if someone wants to leave
their organization, they will pay one
months’ salary no questions asked to
leave immediately. A takeaway from
this: all employees in an organization
should fit together and work together

toward a common mission, while
sharing a common culture.
I think that some well-run businesses and good managers out there
are actually embracing a type of
Holacracy subconsciously within their
organization, they just don’t call it that
or realize it’s happening. In today’s
world, businesses are becoming flatter. To me this means that traditional
layers of management are focusing
more on task accomplishment rather
than people-management. In the end,
the people in a business get closer
to the ultimate decision maker – the
customer.
Whether Holacracy will flourish or
not, the future of work is changing. It
is advisable for business people to be
aware of what people now expect and
desire in a workplace.
I would bet on a purpose-driven
organization with leaders of people

5% OFF

all furniture tags and signs
See them all at...
www.signs4retail.com
or call 1.800.346.8116
Enter Promo Code FWORLD5
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and managers of systems winning
customers over a competitor, any day.
About David McMahon: David
McMahon, CSCP, CMA, EA is VP of
consulting and performance group
at PROFITsystems, a HighJump
Company. He holds professional
certifications as a Certified Supply
Chain Professional and a Certified
Management Accountant. He can
be reached at david.mcmahon@
highjump.com.

“Holacracy is eliminating
the traditional role of
management. I visited
Zappos, an Amazon
company, to witness this
first hand. Zappos has
created work-circles which
are responsible for
managing certain job
functions. There is a
leader but no formal
manager.”
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I OBJECT!

Part 2: How to correctly respond to customer objections.

H

ere we
will present
a number
of specific
objections furniture
and bedding
customers can
and will bring up.

by David Benbow

Editor’s Note: Before reading further,
you may want to review “I Object -Part
1” that ran in the September/October
issue of Furniture World Magazine.
It can be found on the furninfo.com
website at http://www.furninfo.com/
Authors/DavidBenbow/37.

Address The Reasons
How many objections can customers raise? The number approaches
infinity, or so it sometimes seems to
frustrated RSAs. In almost every sales
encounter, some sort of objection will
arise before buying. Objections happen. They are a natural part of the
sales experience. The RSA must not
let this ruin the sale. There is always a
REASON when the customer objects.
Some reasons make sense and others
don’t, but they are still reasons, nonetheless. It is part of the RSA’s job to
find out what that reason is; then to
address it, interpret it, understand it,
solve it, and make the sale.
IS IT FEAR? Most customer objec-

tions arise, from the primal instinct
of fear. They must need what you are

46

selling or else they would not be in
your store. But, they are scared that
they don’t know enough to make a
smart decision. They worry that the
store and RSA are not being honest
with them. They worry about spending
money. They worry that they won’t get
a “good deal.” They worry that the
product that they are buying will not
meet expectations.
An objection, then, is the voice that
expresses these fears. The RSA who
best allays these fears and satisfies
the customer’s concerns will get the
sale. This same RSA will have a happy
customer; a customer who will come
back again and again.
ABSENCE OF URGENCY? Some cus-

tomers just don’t seem to be in a
hurry. They have no urgency, or so
they want you to think. They may be
just trying to avoid making a difficult
decision. They may be trying to get a
better deal. They may not even know
what they want. So, they toss out some
objection. In the paragraphs below,
we’ll name and number some of
the more common ones and discuss
briefly some ways to handle each
objection.

FURNITURE WORLD November/ December 2016

furnworld 12.16 no extra.indd 46

11/26/16 4:28 PM

furnworld 1116 most ads -2.indd 47

11/26/16 4:27 PM

BETTER BEDDING & MATTRESS SALES

“If buying signals

have been shown before expressing Objection #3, the RSA should
encourage the customer to do her thinking right there in the store.”
The Unlucky 13

Here are 13 common objections
that the unlucky RSA may encounter.

1.

#

“We are just starting to look.”

This objection can be heard
at almost any point in the sales
encounter. If you hear this after showing a few items, the customer probably means that he hasn’t seen anything that he’s impressed with. Now is

“‘I’m going to wait
until they go on sale,’
probably actually means,
they will buy now if you
give them a better price.”

NOT the time to hand him your card.
I would suggest asking more in-depth
qualifying questions. You need to
have a better idea of what he or she
is looking for. If he doesn’t find what
he wants in your store, he’ll find it
somewhere else.

#

2.

“We want to look around
some more.” This one is

sort of like #1, isn’t it? The customer does not seem to be impressed
with your selection. Now is a good
time to pose the question: “Have
you shopped other stores before you
came here?” Or, you could ask,
“Have you done any on-line shopping
or research before you came here?”
The RSA should be asking himself,
“Why does the customer want to look
around some more? If I don’t find
something he likes, he will not BE
BACK!” Again, more RSA qualifying
questions are in order. If he wants to
look around some more, then let him
do the looking around inside your
store, while you still have a chance to
make the sale.

Find authoritative
articles on EVERY
retail store topic!
Visit www.furninfo.com
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#

3.

#

4.

“We need to think about it.”

This sounds reasonable to
many inexperienced RSAs. Sure, why
wouldn’t the customer want to think
about it some more? The problem is,
if the RSA accepts this answer, there
is maybe a 1 in 20 chance she’ll ever
see the customer again. To save the
sale, the RSA needs to find out WHY
the customer needs more thought.
Has the RSA found the bed or furniture she really wants? If buying signals
have been shown before expressing Objection #3, the RSA should
encourage the customer to do her
thinking right there in the store. If she
has not shown buying signals, the RSA
must start over with new qualifying or,
consider turning the customer over
(T.O.) to another salesperson.
“I never buy at the first place
I shop.” Why not, the RSA

might ask? Is the second store (or
the third) the magic spot that has
the perfect purchase? Why did the
customer come to my store first? Just
so I wouldn’t make the sale? The RSA
should stop these thoughts, and ask
himself; did the customer find something he liked in my store? Something
he might have bought, except for his
silly determination not to buy at the
first store he shopped? Did he show
buying signals? Make sure the customer understands the full value of the
product he likes. Pour on the benefits.
Create some urgency, if possible.
Remind him that your store has the
best selection in town and guarantees
the best price and service (if it does). If
he still insists on leaving, load him up
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“If he still insists on leaving, load him up with features and benefits, then insist
that if any competitors of yours match or beats your specs and price, to come
back and talk to you again, just to make sure he gets the best deal.”
with features and benefits, then insist
that if any competitors of yours match
or beat your specs and price, to come
back and talk to you again, just to
make sure he gets the best deal. If you
can’t close the deal, try to do everything you can to set up the BE-BACK.
For more detail on this subject, see
the BE-BACK chapter in my book;
How to Win the Battle for Mattress
Sales, the Bed Seller’s Manual.

5.

#

“We don’t need it for
another month.” What

happens in a month? Why then and
not now? When this happens, the RSA
should say, “Let’s find the right item
for you now, so that when you need
it, it will be ready for you. You won’t
have to look anymore. It will save
you time. This is one thing you can
check off your list.” If the customer
does not have the money for the pur-
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chase, offer to hold it for a reasonable
deposit. Always go for the deposit.
Remember, if you have a deposit and
they change their mind, they have to
come back in to recover their deposit.
You then have another chance to save
the sale.

#

6.

“I’m going to wait until
they go on sale.” Customers

who say this, seem to think that if they
wait, they will get a better price. So,
the RSA and Sales Management have
a decision to make; to hold the price
and keep working to get it, or offer
the item at a sale price that’s either
real or made up. The answer to this
objection often depends on store policy. Flexible, negotiable pricing can
shorten the sales process and allow
the RSA to get on to the next customer, but it costs the store margin. The
other option is to insist on, and work

extra hard, for the full price by telling
them,“it’s not going on sale” or “it’s
on sale now”. Of course, determination to get full price could possibly
lose the sale altogether.
Objection #6 is also a Price
Objection. “I’m going to wait until
they go on sale,” probably actually
means they will buy now, if you give
them a better price.

7.

#

“I just don’t want to spend
that much.” Or; “I did not
realize that it was going to cost this
much.” A lot of customers get “sticker

shock” when they find out how much
it costs to buy a good mattress or nice
furniture. When they see the enticing
ad, “Gentle Firm Queen set, on sale
this week for only $299!!” They think,
“Gentle Firm! That sounds exactly like
what we are looking for! $299 sounds
like a lot of money, but we are des-
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CUSTOMER
OBJECTIONS

perate for a new mattress!” They go to
your store, show the ad to the RSA and
say; “Show us this one.” The greeting RSA, following company orders,
responds, “You don’t want that one;
let me show you a better set.” He then
marches the unsuspecting couple over
to the $3999 queen set. Is it any wonder that sticker shock ensues, followed
by a price objection?

Handling Price Objections
So, what is the best way to handle
a price objection? First of all, a price
objection might not have arisen at
all if the simple “budget” qualifying
question had been asked. “What kind
of budget are you considering for your
new furniture?” Their answer does not
necessarily mean that they will abso-

lutely not spend more than the stated
figure, but it at least gives a starting
point. Remember, educating the customer is a big part of the job. As the
customer becomes better informed
during the sales process, he/she probably will also become more adjusted
to the idea of spending more money,
and therefore, the price of what they
like will become less of a shock.
The RSA who encounters a price
objection has three choices.

1.

Pour on the benefits of the selected product until the customer is
overwhelmed with the force of your
argument.

2.
3.

Find a product more in line with
the customer’s budget.

Lower the price of the product
that they like.

Numbers two and three are the
easy way out. Number one should be
the choice of professional RSAs most
of the time. We don’t have enough
room in this article to fully discuss all
the different nuances of persuading

AVAILABLE SIZES
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39”

Twin

39” X 80”

39 XL

48”

3/4

48” X 80”

3/4 XL

54”

Full

54” X 80”

Full XL

60”

Queen

80”

King

“Flexible, negotiable
pricing can shorten the
sales process and allow
the RSA to get on to the
next customer, but it
costs the store margin.”
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“Objection #10 resembles
Objection #8, but is more serious. The only way the sale will be made is to find
another product that at least matches the competition in the customer’s affection.”
the customer. That subject will be left
for a discussion of closing the sale in
a future article.

8.

#

“Your competitor, has a
better price on the same
product.”

All RSAs hear this statement a lot.
The RSA must find out. If your store
has developed a dossier on your competitor’s “Five Groups of Knowledge,”
this objection could probably be handled without too much trouble (see
‘RSA Boot Camp For New Hires’
on the Furniture World website at
http://www.furninfo.com/Authors/
DavidBenbow/37). Barring that, some
questions must be asked really fast.
Here are a few ideas.
•“What was the price?”
•“How much cheaper was it?”
•What made you think it is the same

“Some polite RSAs
might even say,
‘Oh, you can find
that brand down the
street at We-CarryEverything Furniture.’”
54

product?”
•“What else did the price include?”
•“Did that store give you any brand
names or specification lists on that
product?”
•“Did they give you a card with that
information?”
There are a lot of variables that
can go into probing the reason for
this objection. How much cheaper? If
the price difference is small, the RSA
needs to find out if free delivery, etc.,
is included in the price. If the price
difference is significant, the competitor store probably has a “knock-off”
of some sort that just looks like your
product.
Of course, it is also very possible
that the customer is just NOT telling
you the truth. They do that sometimes
to try to get a better deal.
No matter what the customer says
about the competitor’s product, the
smart RSA should take careful notes
and discuss the customer’s responses
with the sales manager later. Maybe
the competitor has floored a product that leaves your store with a
competitive disadvantage. If so, your
store must correct that disadvantage
as quickly as possible. A mystery
shopping expedition to the competitor
should also be considered.
Here’s one more point about prices and objections or non-objections.
Some customers may tell you that
price is no object. Watch out for
these. Price is almost always a consid-

eration. If the same person that says
price is no object then asks if your
store has credit, you may be wasting
your valuable time on somebody who
will buy anything at any price if he can
get credit. Make sure they can pass a
credit check before killing hours on a
dead end.

Other Annoying Objections

9.

#

“I need to bring in some
one else to look.”

Don’t give up on these so-called
“one legs.” Sometimes, I have found,
they really don’t need the other person, at all. It may be just an excuse
to throw off a persistent RSA. But,
what they are telling you might be
true. Treat these ups seriously. Not
only should the standard qualifying
questions be asked of the customer;
the RSA should also inquire about the
tastes and wants of the person not
present. Also ask, “How soon can the
other person come in to look?” The
more insight obtained about what
is really going on in the customer’s
head, the better chance of making the
sale. If the other person does show up
later, the RSA already is way ahead in
establishing rapport.
Try to close the sale, no matter what
(assuming, of course, you find something that they like and they show buying signals.) Don’t count on that other
person to ever come in. Don’t forget,
it becomes a BE-BACK situation then,
and we all know how most of those
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I OBJECT

AGAIN!

turn out.

10.

#

“I like the one better
that I saw at another
store.”

This objection resembles Objection
#8, but it is not the same. This objection is more serious. The customer
may very well be telling the truth and
not just fishing for a better price. What
should be your response? Unless you
are intimately familiar with the competitor’s product in question, and can
honestly refute the competitor’s sales
pitch, the only way the sale will be

furnworld 12.16 no extra.indd 55

made is to find another product that
at least matches the competition in
the customer’s affection. Only then do
you demonstrate your store’s product
and close the sale.

11.

#

“I’ve never heard
of this brand.”

Customers are unlikely to have
heard of more than three or four
mattress brands. Furniture companies
have not done a very good job over
the decades of “branding” themselves.
And, with imports now dominating the
furniture market, brand recognition is

even rarer. This means the store, sales
management, and the manufacturer
need to develop a good presentation
for the RSA to “romance” the product,
as we used to say in the old days.
Today we talk about developing stories for products that resonate personally with consumers. It’s more or less
the same thing.
Knowing product specifications
comes in handy for the RSA at this
point. Also, knowing and comparing the specs of your product and a
famous brand name can be effective,
if correctly executed.
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CUSTOMER
OBJECTIONS

12.

#

“The store down the
street said they’d add
an extra five years to the warranty
at no extra charge.”
We all know that “extra warranty”
is worth exactly what the customer is
paying for it, but the customer may not
know that. This is an occasion where

“Any objection by the
customer automatically
puts the RSA back into
the Qualifying step. You
could say the process is
like a dance. It consists
of several steps, many of
which are repeated over
and over, as needed.”

the RSA is wise to be well versed in
Warranty language. Warranties should
then be carefully explained to the customer. “They cover defects, period!” If
you don’t find a defect in year one, or
year two, or even year three, it probably doesn’t have a defect.

13.

#

“You don’t carry the
brand I’m looking for.”

A lot of RSAs give up on this one.
Some “polite” RSAs might even say,
“Oh, you can find that brand down
the street at We-Carry-Everything
Furniture.” For once, don’t be polite.
The first question out of your mouth
should be, “Do you mind if I ask why
you were looking for that particular
brand?” Don’t knock the brand; it is
probably a very good product. But,
you won’t sell your brand until the customer is convinced that what you are
offering is superior to the brand he is
asking about. Why does he want that
brand? When you find out, show how
your brand has everything the other
brand has and then some, and he can
have it for a better price.
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Summary
We’ve just covered a few of the
most common objections the RSA may
hear. Customers think of new ones
every day. Remember, the objection is
a defense. The customer is protecting
his territory and his money. He may
dream up fantastic objections in a
panic to avoid making a decision. The
patient, professional RSA must allay
the customer’s fears. Never ridicule or
belittle an objection, no matter how
silly it sounds. The customer really
does want to buy. Why else did he visit
your store?
About David Benbow: David Benbow,

a twenty-three year veteran of the mattress and bedding industry, is owner of
Mattress Retail Training Company offering retailers retail guidance; from small
store management to training retail
sales associates. His years of hands-on
experience as a retail sales associate,
store manager, sales manager/trainer
and store owner in six different metropolitan areas qualifies him as an expert
in selling bedding. David is the author
of the recently published book, “How
to Win the Battle for Mattress Sales, the
Bed Seller’s Manual”, a complete, text
book for mattress and bedding retail
sales associates, beginner and experienced professional alike. The book
can be purchased on-line at http://
www.bedsellersmanual.com or www.
mattressretailtraining.com.
He offers hands-on training classes
for retailers on a variety of subjects
and on-line classes that can be downloaded from the websites mentioned
above. David can be contacted via
e-mail at dave@bedsellersmanual.
com or by phone at 361-648-3775.
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“Half the
Population of
the United States
Can Drive to Louisville on One Tank of Gas”
EASY TO GO
• Inviting city
• All under one roof
• First class accommodations
• Great Food
• Central Location
• Next to airport

THIS
MAKES
SENSE

EASY TO SHOW
• Short, two-day show
• Free move-in & move-out
• Consider-it-done staff
• Fills a void in a dense market area
• Opportunity for New Business
• Sign up now! Space is Limited

Race to Experience the 2nd Annual Louisville Furniture Show!

Experience
Kentucky’s
Churchill
Downs

Thursday
Night Only
Live Races
Tours

Web Site: louisvillefurnituremarket.com • E-Mail: louisvillefurnituremarket@gmail.com
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REPUTATION

Don’t let your ‘digital shadow’ lurk: In 2017, put it to work with six best practices.

“

W

e
surveyed
more
than
1,400 consumers
and asked them if
and how they use
business reviews to
decide where they’ll
shop for furniture,

mattresses and
appliances.”
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By Jennie Gilbert

In today’s digital age, the lines
between perception and reality have
become blurred. During every day
and with every interaction, we are constantly affecting how others perceive
us; this has been true for generations.
However, for retailers today, what’s
changed is the tremendous power
other people have to influence and
shape public opinion of you and your
business.
Gone are the days when businesses
solely managed their reputations by
traditional marketing and PR. With the
rise of social media and online review
sites, our interactions have been forever magnified and transformed. The
ease at which consumers can publicly
share their positive and negative comments has put your customer in charge
of shaping your company’s reputation.
For example, let’s say you want to
take your kids out for ice cream in an
unfamiliar city. A quick Google search
doesn’t just turn up several suggestions, phone numbers and directions.
Now, you can also see people’s opinions about those businesses. You’re
one click away from learning Jason
ate at Sweet Republic two weeks ago
and though he reports the sundaes
will “knock your socks off,” apparently
their walnut chocolate chip cookies

are pretty awesome too. Katie went to
the Sugar Bowl last month and reports
the bathrooms were dirty. Yikes.
It’s not just Google, and it’s not
just restaurants. Third party review
sites like Yelp! and Angie’s List have
been exploding in popularity, aggressively expanding their reach to all
types of businesses and service providers. Add to that, sites like Google
and Facebook—inextricable parts of
daily life (if not hourly) for most consumers—showcasing reviews, and you
might as well have your star rating
hovering over the roof of your business
or tattooed on the forehead of your
staff members. It’s that noticeable.

Don’t Ignore Them
In his book, Socialnomics: How
Social Media Transforms the Way
We Live and Do Business, bestselling
author Erik Qualman discusses how
word of mouth has become world of
mouth.
Reviews can be a scary thing to business owners. They’re right out there
for everyone to see. You can’t take
them down if you don’t like them. And
sometimes, customers aren’t fair—or
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Number of Review Sites Consumers Plan to Check: By Age
80%
70%
60%
50%
40%
30%
20%
10%
0%

Older consumers were just about as
likely as Millennials to report they
plan on reviewing one or multiple
review sites before they choose
where to buy their next sofa,
refrigerator or mattress.

None
Age 18-25

1 site
Age 25-30

Age 30-40

even truthful—when they write them.
Stopping people from talking about
your business online is impossible.
Choosing to abstain, going off the
internet grid, so-to-speak, is not a
viable option as there will still be
other people talking about you and
your business online. Qualman, a
foremost expert on the topic of digital
leadership, calls this our “digital shadow.” Combine this with our “digital
footprint” which is what we say about
ourselves online, and everyone has a
digital stamp for all the world to see,
now and forever. There is no opting
out; removing yourself from actively
participating only gives full control of
your reputation to everyone else but
you.
But it’s not as daunting as it sounds.
Embracing people talking about your
business online is ripe with powerful
and positive possibilities. Having a
good online Reputation Management
solution in place puts you back in
control of not only your reputation,
but in building and protecting a legacy
that works overtime to expand your
success.
Remember that ice cream shop we
brought up previously? All of us are
used to reading reviews before deciding whether to try a new restaurant. But
you don’t operate an ice cream shop.
You sell expensive furnishings for peo60

2 sites
Age 40-50

3 or more sites
Age 50-60

Over Age 60

ple’s homes, a totally different type of
business. Do your prospects really take
the time to read reviews about stores
like yours? We did some research to
try to find out.

Survey Results
We surveyed more than 1,400 consumers and asked them laser-specific
questions about if, and how, they
use business reviews to decide where
they’ll shop for new furniture, mattresses and appliances.
We asked, “How many review sites
would you check before making a
major furniture, appliance or mattress
purchase for your home?” Less than
two percent of consumers reported
they weren’t likely to check any! In
fact, just shy of 70 percent of consumers plan to research reviews about
businesses like yours on three or more
review sites before they decide where
to shop.
And, like we did, you might assume
younger consumers are the ones who
will pour over reviews before they drive
somewhere to shop in person. We
learned that’s not the case. Older consumers, even those over the age of 60,
were just about as likely as Millennials
to report they plan on reviewing one
or multiple review sites before they

choose where to buy their next sofa,
refrigerator or mattress. We also found
out why consumers seek out reviews
for businesses like yours:
“I feel it is important to check on a
business before making any purchase.
The business is as important as the
product.” – 67-year-old woman,
Tampa, Fla.
“I make it a point to be very thorough
and well-informed when making major
purchasing decisions. Part of that is
asking for opinions from friends and
family, and another part is searching
for reviews online.” – 39-year-old
man, Del Mar, Calif.
“What insane person spends that kind
of money without looking at reviews?”
29-year-old man, Waterloo, Iowa
Research by BrightLocal, which specializes in helping local businesses
grow through digital solutions, further
amplifies our findings: When deciding
which local business to shop with, consumers report they care more about
reviews than price. And it turns out,
consumers don’t need to see a flawless
five-star record to want to do business
with you; they quickly forgive negative
reviews when businesses take the time
to thoughtfully (and publicly) respond.
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“For more information on the power of response and best
practices on how to do so, we recommend digital
marketing expert and bestselling author Jay Baer’s new
book, ‘Hug Your Haters.’”
Six Best Practices
As online reviews become increasingly influential, the number of places
consumers can post them is growing,
too. There are hundreds of review
sites. You may have used some of
them personally, but others are so
specific you may never have heard of
them. You can read and leave reviews
about babysitters on Care.com. Trying
to decide which marathon to register
for next? You can read reviews about
hundreds of races across the country
from fellow runners on BibRave.com.
There is even a review site about gluten free foods.
As a retailer of durable home
goods, these examples aren’t relevant.
However, to help you focus on those
that are, we asked the survey participants to identify all sites they regularly
visit to check ratings and reviews about
businesses like yours. Here are the
ones that made the cut:
A lot of smart and innovative pro-

fessionals are researching and sharing
what they’re learning about Reputation
Management, the hottest digital topic
this year. If you’re interested in taking
control of your online reputation and
turning it into a powerful tool that
works 24/7 to increase your business,
here are six best practices that comprise the building blocks of a robust
Reputation Management strategy:

1.

Monitor: As discussed, there
are dozens of sites on which
reviews can live, but they won’t all
apply to your retail business. Those
that make the cut should be monitored, preferably by software that can
easily do so 24/7 and compile all your
reviews in one central location that is
easy to navigate.

2.

Alert: Remembering to regularly check for new reviews is
a time consuming and laborious task.
Tasks like this often fall to the wayside,
especially during the busiest selling
season when it’s most important. Set

Where Consumers Look For Reviews of Businesses Like Yours
Houzz
Foursquare
Yellowbook
Angieslist
BBB
Facebook

yourself up for success by automating
this process. Smart software can automatically alert you of new activity so
new reviews don’t go unnoticed.

3.

Respond: The research is over-

whelming. If you want to positively shape your reputation, your business has to be an active participant in
the process. That means responding to
people who post about your business
in a timely manner. Say, “Thank you”
when they say something nice. Try to
make it right when they report a bad
experience. Show you are a business
that cares. For more information on
the power of response and best practices on how to do so, we recommend
digital marketing expert and bestselling author Jay Baer’s new book, “Hug
Your Haters.” And remember, claim
your business on these sites and keep

“Older consumers,
even those over the age
of 60, were just about
as likely as Millennials
to report they plan on
reviewing one or
multiple review sites.”

Yelp
Google
0
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“Customers
quickly
forgive
negative reviews when businesses take the time
to thoughtfully (and publicly) respond.”
your sign-in information readily available so you can quickly log in and
respond when necessary.

4.

Solicit: Happy customers are
much less likely to leave reviews
than disgruntled ones. If you don’t
have a systematic way to invite your
happy customers to leave a review,
you’re leaving your digital shadow
up to odds that aren’t in your favor!
Smart Reputation Management software can solicit your customers to
provide feedback and automatically
direct them to more private channels,
if they’re less-than-satisfied, or more
public ones if they’re happy as a clam.

5.

Showcase: When you get a

glowing five-star review, don’t
hide it, share it! Show relevant and

64

positive reviews on your website. Don’t
let a glowing review live in just one
place; instead, make sure it’s in front
of some of your most qualified prospects, people looking at your website
right now.

6.

Share: And while you’re at it,

post these awesome reviews on
other sites like Yelp! and Google to
your Facebook page. Shine a bright
light on the gift you’ve been given.
Your prospect’s peer just picked up a
microphone to tell them how awesome
you are, and your job is to plug it into
a loud speaker!
Reputation Management has incredible potential to earn exponential business for you. The principles that govern it are simple: be approachable,
responsive, thoughtful and thankful. I

bet your mother taught you all these
things already. All you need are some
best practices and good software tools
to help you apply them in this new
digital age. Harness the power of
positivity to rise above the your competition.
About Jennie Gilbert: Jennie Gilbert is

the Chief Operating Officer of Retailer
Web Services, a Scottsdale, Arizonabased company whose mission is to
help independent retailers realize their
dreams through the promise of technology. Jennie is a frequent speaker
at durable goods retail conferences
and the co-author of RE:THiNK: 11
surprising things you should do now
to win retail customers in the digital
age (Retailer Web Services, 2015),
available on Amazon and at www.
retailerwebservices.com.
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DANTO FURNITURE
75 years in Detroit and growing

S

by Janet Holt-Johnstone

“

That the Danto family has tradiouthwest
tional values is well known. But forward-thinking and innovative Charles,
Irwin and Ashley Danto are also much
Detroit
in tune with the energy and foresight of
the twenty-first century.
works.
The Danto’s have been in business
for 75 years in the heart of the City of
There’s
Detroit, riding through and surviving
the many challenging economic and
upheavals.
definitely something social
It was 1919 when the founder,
Julius Danto, together with his three
special about the brothers, came to the U.S.A. from a
small town on the Russian/Polish borarea. Businesses der and quickly discovered that they
should target Detroit, Michigan, at
time one of the country’s greatest
don’t give up, nor that
vibrant growth areas.
The energetic and talented Danto
do the residents.” men,
open-hearted and busi-

-Irwin Danto

66

ness-minded, a rare combination, in
short order founded a hat shop, a
clothing store and a drug store, while
Julius focused his talents on the home
furnishings sector in Southwest Detroit.
On the friendly border between the
U.S.A. and Canada, Metro Detroit is
now home to 4.3 million people. It’s
at the fulcrum of one of the world’s
busiest waterways, from the far reaches of Lake Superior to the winding St.
Lawrence Seaway to the Atlantic.
Founded in 1701 by French settlers,
the region’s earliest immigrants, by
the 19th century Detroit had evolved

from a fort and a cluster of farms to
an important industrial hub. Detroit’s
personality emerged with the surge
in the 20th century of the automobile
industry, “The Motor City”, re-mobilized and retooled during World
War II to become America’s Arsenal
of Democracy. And “Motown”, some
believe Detroit’s “soul”, became the
City’s signature to music lovers worldwide.
After multiple major disruptions and
steady decline, and Detroit’s dramatic
bankruptcy in 2013, the City, with
the help of stalwart believers, like the
Danto family, is now experiencing a
renaissance, surging growth and massive rebuilding.
The family had adapted over

“Filled with ‘home
essentials’ and the
warmth of personal
attention to the needs
of the Danto’s 105,000
loyal customers.”
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“The business is a
department store
without the clothing.
A one-stop-shop!”

Pictured are Ashley, Irwin, & Charles Danto
outside Danto Furniture’s present location
in the old Central Outfitting building in
southwest Detroit.

the years to the needs of the burgeoning immigrant community in
Southwest Detroit, “on the edge of
South Dearborn”, with many Middle
Easterners and a significant Latino
presence. And in the heart of what is
now called “Mexican Town”.
“Often people relocating from other
parts of the world find it difficult to
establish credit and they face language
barriers,” said Charles, Julius’s eldest
son. Charles became store manager in the mid-1960s. He guided the
business well until, one dark day in
1992, the store burned to the ground.
His son, Irwin, true to family tradition,
joined Charles in their strategic move
“down the street to the old Central
Outfitting building”, the store’s present
location.
Irwin now guides daily operations.
68

“Southwest Detroit works,” he said.
“There’s definitely something special
about the area. Businesses don’t give
up nor do the residents.” He believes
the neighborhood’s repairing itself
through the hard work of its residents... and it’s not hard to believe
that Irwin’s “something special” is the
residents themselves.
“The business is a department store
without the clothing. A one-stopshop!” It’s filled with “home essentials”
and the warmth of personal attention
to the needs of the Danto’s 105,000
loyal customers. Danto’s provides key
assistance to help overcome financial
and language obstacles with in-house
credit and multi-lingual customer service. “The store offers credit to people
who do not meet traditional requirements. In addition, we employ 25
people, and several are local residents
who speak Spanish, Arabic, Polish and
a bit of French and German, and can
communicate easily with customers.”
Rita Cazares, Payment Center
Manager, believes these services foster
loyal customers. She knows “people
who have furnished their whole home
from Danto’s and others who return
even if they have moved out of the
area. They feel comfortable shopping
at Danto’s.”
Ashley Danto, Irwin’s daughter,
joined the family enterprise in 2014,
“learning about the furniture business,

helping re-brand the company”. That
Danto’s is unique she has no doubt.
She takes us on a guided tour of the
store.
“Our display is not that of your typical furniture store! When you enter,
you see our payment center and jewelry counter. We used to have a much
larger section for jewelry, now it’s a
small portion of our business. Keep
walking and you will see our sales
counter where we keep a supply of
candy for visiting kids!
“To the right, you’ll see our Product
Display Panels which we use with our
customers to showcase the product
and technology, and then our large
bay window area. We have an assortment of products on the left side in
front of the window. Then, set-ups of
living rooms, a master bedroom, a
youth bedroom and, behind the large
window, more Product Display Panels
to, again, showcase the product and
technology.
“Upstairs, we have two master
bedroom settings, some living room
furniture and home office pieces.
Downstairs, you’ll see our dining
room sets, a living room and another
room for smaller kitchen tables and
bar stools. Back on our main floor
there is a half room dedicated to TVs
and sofas, the other half dedicated
to appliances, stoves, refrigerators,
washers and dryers.”
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Danto’s staff members have been
discovered “as referrals from existing
employees or from our customers. We
offer both salary and commission, and
vacation and health benefits.
“I would say that all of our sales
people are designers in a way. Brenda
and Vivian do a great job of designing
homes with their customers without
seeing their home. Vivian has been
working here for 30 years, and she
really enjoys her customers. And they
trust her.”
It’s pretty obvious that word-ofmouth is Danto’s overwhelmingly successful medium, but, adds Ashley,
“We have done some marketing in
the past with local newspapers and
magazines. However, we rely on our
website/social media as the best form
of marketing.
“Our website was designed by
Renaissance Media. In-store, Walid,

our IT Manager, maintains our website. We do sell on-line locally in the
Metro Detroit area, and we definitely
would like to see more online sales.”
The recently introduced Showroom
Technologies, a division of Danto
Furniture, was envisioned by Irwin, a
Product Display Panel “smaller store”
concept. It’s designed to solve a lack
of showroom space by showcasing
products and technology on panels
and can be utilized in outside malls
as well as in-store. “Our mission, to
create an active showroom in today’s
growing digital marketplace.”
Said Ashley, “We wanted to expand
outside our own four walls. We’ve
been working on this since the fall of
2014. We started in a local mall near
our store before we had the touch
screen catalogue concept, and then
moved it out further to the suburbs,
to other malls, a display with furniture

and our Product Display Panels. It has
been a big hit in several mall installations. We then successfully presented it
at the High Point Market in the Ashley
Furniture Showroom. The visual product shows over 6500 skus of Ashley
Furniture’s items, a range from bedrooms, to home office and everything
in between. Now we are working on
a mobile website and app which we
will be launching at the January Vegas
Market.” (You can learn more about
Showroom Technologies at http://
www.showroomtechnologies.com.
Irwin commented, “We are trying to
stay ahead of the Internet in an ever
changing retail market.”
The family doesn’t regularly attend
Furniture Markets. “Although we were
at Las Vegas in August and High Point
in October this year, primarily to introduce Showroom Technologies. We
had lots of people come to see what

“We opened the Laurel Park MicroStore in May, 2015,
with two large monitors, two pricing screens and two
touch screens, some furniture and a salesperson.”

Product Display Panel “smaller store” concept
was first tested at Danto Furniture’s Detroit store
(above), then at remote mall locations. It was
recently shown to other retailers at the High
Point Market (right).
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“Our display

is not that of your typical furniture store!
When you enter, you see our payment center
and jewelry counter.”

Shown(top) is a winter sidewalk sale,
the payment center at the front of the
store (middle) and the Christmas event.

it was we were displaying – Gardner
White, Art Van, Raymour and Flanigan
and others. We did get some orders
from furniture dealers and, of course,
launched the product to the Ashley
team. With our new app I anticipate
success at Las Vegas. The feedback is
that it was well received at the Brand
72

Source Convention. I am reaching out
to local Michigan dealers who were
interested in the concept now and plan
to install Product Display Panels there
by 2017.”
The resourceful Danto’s have developed a well-written and informative
section of their website to focus on
delivery costs instead of fielding customers’ complaints! They explain that
while profit margins have been declining since 2005, the cost of vehicles,
transportation, insurance and employees with benefits was rapidly increasing. And “furniture is bigger, bulkier
and requires more assembly today
than it ever has in the past”. They do
“charge $30 in Detroit, $40 outside of
Detroit for one item, then prices go up
depending on the order. But customers
can pick up their product at our warehouse free of charge.
“Our delivery staff is not just ‘experienced’. They can set up and install
anything you purchase from us. They
can also disassemble manufactured
furniture as well as the walls and windows in your house to see that what
you select goes where you want it
placed.”
The Laurel Park MicroStore is featured on their website. “We opened
Laurel Park in May, 2015, with two
large monitors, two pricing screens
and two touch screens, some furniture
and a salesperson. A furniture kiosk in
the mall, and it was a major success
when we introduced the panels. Sales
went up tremendously.”
Danto’s presence in their community
is phenomenal. “We are very much
involved in our Southwest Detroit
Neighborhood. We help to keep it

alive and thriving. Irwin has received
a Spirit of Detroit Award twice now,
in 2012 for boarding up abandoned
homes in the area, preventing blight
and other crimes. And again, in 2015
for our hard work to revitalize the community through our annual ‘Christmas
Photos with Santa’ event in the store.
“Irwin helped develop the West
Vernor Business Improvement District
in 2007, the first in Michigan, to use
collective resources to improve the
commercial district and make it a
place where we want to visit and shop.
He also helped create the Southwest
Detroit Business Association group
that ‘provides tech assistance, the
‘façade program’, ‘savor southwest’,
andbonding education programs
for businesses to work together and
improve the neighborhood. SDBA’s

“The recently introduced
Showroom Technologies,
a division of Danto
Furniture was
envisioned by Irwin,
a Product Display Panel
‘smaller store’ concept.”
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“We
employ
25 people, and
several are local residents who speak Spanish,
Arabic, Polish and a bit of French and German,
and can communicate easily with customers.”
façade program is tailored for local
businesses. You can learn more about
this: https://vimeo.com/132999069.
“We also work directly as part of
many local happenings with the Detroit
Police Department, Halloween events,
and summer family ‘Fun Days’. During
the water crisis, we sent water down
to Flint, Michigan. And we help with
many other such events that pop up.”
Irwin added, “We know from our 75
years of selling furniture, appliances
and electronics that delivering quality
products at the lowest possible price
is the bottom line. If you lived in the
Detroit area, it’s likely that we sold
your family, grandparents or parents
their first set of furniture!
“We don’t have all the answers. We
try to avoid the hype like the advertisements you see on TV or through the
Sunday paper. Bottom line is we will

save you time and money at Danto’s.”
Danto’s core value, how they’ve
been successful over the years, what
has made the family and business
survive and thrive? “We are all family.
We treat our employees like family.
We work hard and play hard. There
are days when the phone is off the
hook ringing (we don’t have a line
that says, ‘for this department call
extension two’!) or when we have
customers roaming around and we all
work to help them even if you are not a
sales person. We have had employees
come back to work for us because it’s
a good environment . . . and we are
now looking to grow!
“The future of Danto Furniture will
be seen in the next five years. As
Detroit evolves in the downtown area,
we will see more residents and gentrification in all the neighborhoods

including Southwest Detroit. We will
continue to sell furniture, but will be
more digital and have more updated
systems/processes.
“I see us opening a small store in
the midtown area. We want to continue to innovate in the industry.”
Ashley has been working on
a growth plan since August 2016
through Goldman Sachs “10,000
Small Businesses”, and will graduate
in December, 2016. This is a growth
plan for the store, for the future midtown location in 2017-2018, and for
Showroom Technologies.

Below, a photo from 1919. Pictured is Irwin’s
grandfather Julius in the middle surrounded
by his brothers, also in the furniture business
in Detroit. Julius and his brothers cut ties after
a business dispute. The Yiddish text says,
“The world is round and wide, and it is great
when I get to see you.”

Pictured clockwise at left: Halloween at Danto Furniture;
Irwin Danto winning Spirit of Detroit Award; Christmas event
fun; Breast Cancer Walk.
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49
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15
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Ohio Hardwood Furn. Mkt. 877-643-8824
ohiohardwoodfurnituremarket.com
29
Omnia Leather
909-393-4400
anthony@omnialeather.com
4-5
PROFITsystems
866-325-0015
info@profitsystems.com
19
Sears Hometown Store 847-286-1863
www.OwnASearsStore.com
47
Service Lamp
800-222-5267
jeana@servicelamp.com
77
Sunset International
973-357-1115
mbilici@sunsetfurniture.us 11, Back Cover
Surya
706-625-4823
info@surya.com
1, 6-7
TCHFM (Toronto Show) 514-866-3631
info@tchfm.com
23
17
TD Retail Card Services 866-729-7072 ext 3603 TDRCS.com/furnitureworld
Tidewater Finance
866-785-0235
tcsmarketing@twcs.com
41
TruckSkin
877-866-7546
joe@truckskin.com
67
Tupelo Furniture Market 662-842-4442
http://www.tupelofurnituremarket.com 43
UltraSales
303-530-5366
lmullins@ultrasales.com
50
VIFA (Vietnam Show)
(84-8)5404.2463
info@hawacorp.com.vn
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