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EDITOR’S CORNER

Potential to Get
Ugly Out There

L

ast Saturday, I tuned in to Netflix, Prime, HBO
and the Disney Channel to search for worthwhile
entertainment. Thirty minutes later, with the Apple
remote in hand, I settled on a mediocre flick, watching
it all the way through despite having realized early on
that it was unlikely to have redeeming qualities. The
result was 90 minutes I can never get back (not including search time).
In some ways 2020 has been like that for a lot of
folks—much wasted time. So far 394,000 minutes, give
or take a few—and counting. Patience is wearing thin.
Once upon a time patience was considered to be a
virtue. These days, its cultivation isn't a favored pastime.
Suffering through toilet paper shortages, socialization
restrictions and other privations hasn't helped.
Adding insult to injury are furniture delays. It's almost
too much for people to bear and there's the potential
for it to get ugly out there.
Many of you are bracing for and fielding complaints
from unhappy customers, receiving unkind emails as
well as threats of business-killing social media posts.
Who can blame them? You have laid waste to their
dream of having a beautiful home for the holidays.
The child's desk they ordered is 10 weeks late and the
whole family has to share one workstation! The ripped
sofa you delivered hasn't been replaced. And, why can't
they speak to your company's CEO, or better yet, the
president of the manufacturer of the delayed item?
Supply chain issues are unavoidable, but it is useful
to mitigate damage to your brand.
In this edition of Furniture World you will find common sense advice for adjusting customer expectations,
under-promising at the point of sale and working to
over-deliver. Contact customers before they call you.
Listen sympathetically until they run out of words and
then speak. Let them know what's going on and how
hard you are working to make it right. Make sure that
only knowledgeable and patient employees with people
skills field these calls. Offer options or incentives when
appropriate to help customers feel better about the situation. Where possible give them access to more senior
members of your team. Supply frequent updates—the
more personal the better. Create a process for engagement, put someone in charge and get all employees on
the same page.
Good Retailing,

Russell Bienenstock
Editorial Director/CEO
russ@furninfo.com
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RETAIL OPERATIONS

5 STEPS TO EFFECTIVE CUSTOMER JOURNEY

LEAD MANAGEMENT

S

ince every
lead counts,
guide nonphysical leads
into a funnel of
care that will
deliver the highest
level of service
you are capable
of providing.

10

by David McMahon

Understanding the customer journey and improving customer lead
management have been hot topics
in recent performance group meetings I’ve facilitated. It’s a strong
signal that furniture retailers have
come to realize that they need to
become more professional in their
approach to customer lead management.
Since March of 2020, this
Furniture World series has focused
on managing the complete customer journey, which starts before shoppers enter physical front doors. Prior
to that, one of the most important
metrics retailers used was sales per
guest (SPG). SPG is also known
as performance indicator number
(PIN) or revenue per up (RPU).
Although SPG is an excellent measure of store and salesperson performance, it does not tell the whole
story. That’s because SPG measures
sales against physical in-store customer traffic. Today the customer
journey rarely starts with an in-store
visit, so SPG is good for in-store
coaching, but not suitable as a way
to understand true sales per actual
customer lead.

Lead Management
A Case Study
Retailer “XYZ Furniture” had a
problem. Its two-person internet
marketing team was overloaded
with customer inquiries coming in
via text, chat and email. Aside from
updating their website and coordinating activities with various media
partners, the internet team was also
tasked with fielding digital leads.
The following loose process had
been put in place by retailer XYZ
Furniture to handle these “internet
sales” leads.

"Today the customer
journey rarely starts
with an in-store visit,
so SPG does not tell
the whole story."
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RETAIL OPERATIONS

LEAD MANAGEMENT
• Inquiry comes in via text, chat,
social media, web form or email.
• The marketing team replies to the
question.
• The team takes the sale where
the customer asks to buy or suggests that the customer come to
the store.
• No follow up.

Sample results of this process for
one measured period before any
changes to the process above were
made can be found in Exhibit #1.
Another challenge for this retailer was managing incoming phone
calls. Customer service and salespeople focused on the customers in
front of them. Incoming calls were
seen as disruptive and sales leads
produced via phone were handled
erratically. It was, therefore, impossible to measure the effectiveness of
how phone calls were handled at
XYZ Furniture.
Four steps were taken to improve
the way incoming leads were handled for this retailer. Please note that

every organization operates under
a different set of circumstances, so
any process change must be adapted to the specific situation at hand.

Step #1: Appoint a Leader
In any retail organization, answering the phone, taking chats, responding to emails and other incoming
customer purchase inquiries is vitally
important. Appointing a leader to
manage the process of handling
leads is justified. This role should
generally fall under the umbrella
of the sales department rather than
marketing. That's because getting
high quality leads is the responsibility of marketing and successfully
acting on those leads is a sales
function. Retailers that fail to assign
responsibility find that some employees perform their tasks well, some
poorly, and the rest somewhere in
between. Greatness does not come
from producing average results.
XYZ Furniture, therefore appointed a digital lead manager reporting
to the retailer’s director of sales.

Step #2: Lead Management
All top sales teams who handle
walk-in store traffic need to have
access to refined selling systems.
Teams responsible for responding to
virtual lead traffic should have excellent systems and processes in place,
as well. Systems define outcomes.
Four outcomes XYZ Furniture specified for its new digital lead manager
to achieve more often were:
• An immediate sale for an
immediate transaction-minded
customer.

• An in-store appointment.
• A virtual appointment.
• A follow-up.
The path for lead management—
be it audio, video or keystroke
communication—is similar to an
in-store visit. For example, when
a customer walks into your store
you say, “Welcome!” and introduce
yourself, right? You probably ask the
prospect for her name, where she
lives and what room she plans to
improve. That’s how the non-physi-

Exhibit #1: XYZ Before & After Sales Results Metrics
Sales Metrics
Before Changes

Close Rate

25%

Close Rate

Average Sale

$650

Average Sale

51%
$4,200

Leads

77

Leads

85

Sales

$20,513

Sales

$183,000

Sales Per Lead
12

Sales Metrics
After Changes

$163

Sales Per Lead

$2,142
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“Following changes to XYZ Furniture's

lead management processes, close rate doubled and average sales produced by making
appointments for customers who needed help went up by over 500 percent."

cal lead process should start too. A
conversation must be started to gain
an understanding of a shopper's
situation in order to suggest the best
solutions. Only then can permission
to close be obtained. The close may
be a transaction, an appointment
with an expert, or a follow up of
some sort.

Step #3: The Team
Create a lead management team.
It may consist of just one person at
the start, but is likely to grow over
time as its successes and worth are
realized. Make sure that your team
is not working in isolation. Lead
management can and should be an
important link between marketing
and the sales force. Done right, this
department will be seen as helping

to make your marketing more effective. And, your sales force will see
lead managers as a direct feed of
quality, warmed-up, prepared customers.
Done poorly, especially when positioned underneath marketing and
transacting business as a separate
department, "Internet Sales" can be
seen by a physical, brick and mortar
sales force as competition. This type
of atmosphere hurts customers and
the entire sales organization. That’s
why it is important to seek optimal
information flow and coordination
between marketing, lead management and sales.

nicate better throughout the buying
cycle and beyond.
When introduced to the concept
of having employees log customer data, many furniture retailers
respond by saying that their employees won’t do it. And, they are right!
It cannot happen if management
doesn’t BELIEVE it can happen.

Step #4: Log the Journey

I think you get my point here: It is
probably better to put the leads that
your marketing dollars generate into
a funnel with one hole rather than

Log the customer’s journey from
the first point of contact to commu-

If your competition successfully
implements a lead management
system that includes logging the
customer journey and you don’t,
they will gain an edge through better customer interaction. Will you
let this happen? Or, will you attract
customers with more advertising
and discounting instead?

Six Powerful

Retail-Focused Issues!
In-depth information that helps home furnishings
retailers boost sales, cut costs and identify
opportunities.

Subscribe at

www.furninfo.com
14

FURNITURE WORLD November/December 2020

furnworld NOVEMBER 2020 Page Turn Version.indd 12

11/17/20 7:54 AM

investing in a bucket with 50 holes.
It’s a much better way to execute
more sales and do better than competitors in your marketplace.
So, how will your employees log
and track leads? There are many
ways to do this including using a
whiteboard, Excel or ERP/POS system. Leads can also be tracked in a
separate CRM system or kept in the
systems where they originated, for
example, Facebook, Podium, Perq,
or email. Telephone leads need
to be recorded somewhere if you
want to get a handle on how well
your people are converting calls to
sales. Wherever your non-physical

"It is probably better to
put the leads that your
marketing dollars
generate into a funnel
with one hole rather
than investing
in a bucket with
50 holes."

furnworld NOVEMBER 2020 Page Turn Version.indd 13

leads are tracked, if you decide
to organize and measure them to
achieve continuous improvement,
you will need to consolidate them.
A future article will discuss this in
more detail.

Step #5: Measure
Develop measurements, measure
routinely, set benchmarks.
If a business process is worth
improving, start by tracking it. Nonphysical leads come from a variety
of channels, such as: social media,
webchat, text, telephone calls, email
and proactive employee follow up
using one of the above.
Record where customer leads
came from and record the technology used. For example, a webchat
initiated via Podium, an email via
Perq or an incoming phone call signals the start of a customer’s journey. From there, the continued conversation can be documented. The
ongoing conversations, appointments and customer follow-up will
be considered pending until a sale
is made or the customer in no longer reachable. Through the process
of tracking customer journeys, a
variety of metrics can be looked at,
including sales per lead.
Depending on the data that is
available to you and how easy it is
to query, you should measure your

11/17/20 7:54 AM

RETAIL OPERATIONS

LEAD MANAGEMENT
total sales volume divided by total
customer leads. Or, you may separate sales into two parts: Sales volume generated from non-physical
lead referral (SPL) and sales volume
from unknown sources (SPG). Either
way, this will put you on the road to
setting standards for improvement.
The result will be happier customers
and employees.
Other measurements that may
also prove useful include:
• Sales dollars by lead source.
• Percent of leads by source is
equal to Lead source/Total Leads.
This measure is used to determine how leads rank in terms of
customer usage.

"Customer Journey
Management is
necessary for the
long-term survival
and prosperity of retailers
who want to compete
in an omni-channel
world."

16

• Sales dollars by unique web user:
This is your total sales divided by
unique users on your website.
• Average sale and close rate for
appointment leads.

Following changes to XYZ
Furniture’s lead management processes, close rate doubled and
average sales produced by making
appointments for customers who
needed help went up by over 500
percent. Sales attributed to handling
non-physical leads more effectively was evident in the increase of
the sales per leads (SPL) metric to
$2,142—a 1,200 percent increase.
These metrics can be found in the
table at the bottom of page 10.

"It is important to seek
optimal information
flow and coordination
between marketing, lead
management and sales."

Next Steps

service that you, the multi-channel retailer, are capable of providing. Look at your current processes.
Ask yourself, “What can I modify to make these processes better
for everyone?” Then, develop and
implement new processes, measure
results, and proceed along your
continuous improvement journey.

It is pretty clear to me and most
of my clients that better handling,
tracking and measuring of leads
created from understanding the real
customer journey is a sizable opportunity. In fact, Quality Customer
Journey Management is necessary
for the long-term survival and prosperity of retailers who want to compete in an omni-channel world that
blends the non-physical and physical together.
Every lead counts. Non-physical
leads must be managed professionally. Put them into a funnel of care
that will deliver the highest level of

About David McMahon: David
McMahon helps retailers grow
sales, profitability and cash flow. He
directs industry performance groups
for owners, sales managers and
operations managers. He also operates PerformNOW, Inc., a performance consulting and accounting
firm for home furnishings retailers.
For more information or to connect with David, visit david@performnow.net, https://www.linkedin.
com/in/davidwmcmahon or https://
performnow.net. See all of his articles at www.furninfo.com/Authors/
David_McMahon/6.
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RETAIL ADVERTISING

ADVERTISING
STRATEGIES FOR 2021

T

ips and
advertising
strategies for
furniture and
bedding retailers
who want to grow
market share in
2021 and beyond.

18

by Russell Bienenstock

In this, the second installment of
an ongoing series on retail advertising, Furniture World interviewed
Imagine Advertising's VP of Sales
Erika Sparrow and founder Flora
Stopher. In business since 1998, the
full-service agency works primarily
in the furniture and bedding industry.
When asked how their furniture
and bedding clients have reacted
to business conditions this year,
Stopher replied, “When the pandemic first hit, we definitely saw an
increased focus on digital. Some
customers felt like they needed to
update their websites. They were in
panic mode."
“Right now, though,” Sparrow
added, “since inventory availability
is an issue, retailers are not sure
what they should do next. The retailers we work with are experiencing
strong sales, but just because business is good doesn't mean that
they don’t need to stay out front of
customers who will need furniture
and bedding products in the coming
months.
“Many consumers have been busy
with work and homeschooling. They
are still trying to figure out how to
set up their homes and aren’t sure
what the next six months will look

like.
"That’s why retailers need to consistently be out in front of their customers to remind them who they are
and what they offer. Doing nothing
is not a good business strategy.”

Importance of Targeting
“The first step for retailers before
making any advertising decision is
to define their retail business model
and reconsider the value they offer
to customers. Only then can they
really focus on how to effectively get
messages out in front of target customers with a good digital strategy,
a good traditional strategy, and a
good social strategy.”

Digital Strategy
“Many retailers don’t have a
thorough understanding of digital
advertising. I highly recommend that
those retailers watch the Netflix documentary, ‘The Social Dilemma,’
which does a good job explaining
today’s digital marketing environment. There is certainly some manipulation and Big Brother aspects to it,
but at the end of the day, retailers
need to be in front of their customer
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“Let’s say a shopper starts by searching
for a sofa on crateandbarrel.com. Programmatic advertising
identifies her the moment she starts looking, then targets her with ads."
when she is shopping.
“Now more than ever before it’s
possible to analyze data from digital
campaigns, social media and websites to see what’s working, get the
right mix, fine tune messages and
stand out from the clutter,” added
Sparrow. “Retailers need to develop
a strategy to make sure their email
isn’t just one more message in a
customer’s inbox with a hundred
others. They need to find ways to get
people to follow and engage with
their brands.
“Shoppers aren’t visiting four or
five stores anymore. Now it’s typically one or two. That's why having
an effective digital strategy is key.
“So, if a retailer doesn’t have a
strategy to get in front of customers
on their computers, mobile devices,
or iPads, then that retailer is already
in trouble because they will not be
part of the conversation."

Focus on Analytics
"A focus on website analytics is
very important," Sparrow continued.
“Every retailer should know some
basics including how many people
20

are visiting their website, what’s
the bounce rate and how long are
visitors staying on the site. Is the site
performing or not? And then from
there, with just that information, they
can start to make adjustments.
"Beyond that," she said, “Retailers
need to be able to log in and see
their analytics in real-time. How
many and what percentage of
females are visiting the website?
What is the age range and which
products are being looked at in
each category?
“A lot of retailers have moved
away from print and direct mail
because they believe it’s too hard
to measure. But they actually can
and should be measuring the effectiveness of their print and broadcast
media. For example, any time we
drop a circular for a retailer, there's
a measurable spike in website traffic
following the time that the circular dropped. Looking at the data
retailers can discover what caused
a spike in traffic and compare the
effectiveness of various media.
“Sadly, most of the retailers we
speak to aren't paying close attention. They don't realize that data
they have at their fingertips can

help them to make adjustments and
quickly change messages being put
in front of customers. Today, every
direct mailer, TV or radio spot needs
to drive customers to websites so
that they can get the information
they need, as well as a coupon or
offer.”

Website Messaging
“Retailers should be very methodical about what they allow customers
to see on their websites. Retailers
wouldn't put a ‘dog’ on the showroom floor. Likewise, they shouldn't
want shoppers to see poor sellers
on their websites. They need to think
about what is trending, and what's
popular. It’s generally a mistake to
dump every product known to man
on a retail furniture store’s website."

Programmatic Advertising
When asked about exciting
advances in advertising that many
retailers may not have considered
yet, Stopher mentioned that “programmatic display has been working really well for our customers.”
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“I highly recommend

that those retailers watch the Netflix documentary, ‘The Social Dilemma,’
which does a good job explaining today’s digital marketing."

“Yes, retailers should consider using programmatic display
advertising, confirmed Sparrow.
“Programmatic starts with defining a
retailer’s target customer. This might
include income level, the radius
around a store and other parameters.
"Shoppers are not typically starting their shopping experience
on Google. They may begin, for
example, on Amazon, Wayfair or
Hayneedle. Programmatic display
advertising identifies customers
when they are shopping for furniture
online and delivers targeted banner
advertising.
“Let’s say a shopper starts by
searching for a sofa on crateandbarrel.com. Programmatic advertising identifies her the moment she
starts looking, then targets her with
ads. So, instead of retailers just
putting ads out there for the whole
world to see, they can target a
shopper when she’s actively in the
market for specific types of home
furnishings.
Digital & Social Media

“Later when she’s online playing
solitaire or watching a movie she
will see ads that reflect what she’s
already shopping for.” These can
be delivered by networks such as
Google, in YouTube videos, as popups, via influencers, social media,
podcasts, apps and contextually in
media that feature specific types
of content. Using programmatics,
retailers can get out in front of the
right customer with the right ad at
the right time.

Other Considerations
Encourage Brands To Have Useful
Product Feeds: "Brands need to
make sure that they're providing
retailer partners with good content,"
explained Stopher. Only a handful
of manufacturers really have good,
up-to-date product feeds that web
providers and advertising agencies
like us can access for retail clients.
If they're not providing that information, then they're not going to be
represented properly on retailers’
Consistent Branding

websites. Product photography is
critical. Whether it's featured on a
website in an ad, digital display or
social media it has to get customers
excited about items and how they
might be used. Retailers should also
use professional photos of store
interiors and exteriors consistent
with their brand messaging.”

"There are a lot of
branding considerations
for retailers including
making sure messaging
is consistent across
platforms and that
websites reflect what
customers actually see
when they visit stores."
In-Store
Signage

Direct Mail
Images supplied by Imagine Advertising
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Programmatic ad buying
solutions and unlimited
behavioral targeting prioritize
audiences as well as layers
in targeting profiles to focus
digital ads on ideal
customers. Pictured at left
are components of this
process, reproduced with
permission from Imagine
Advertising.

Check Websites Frequently: Erika
Sparrow suggests that retailers go
online and examine their websites
frequently. “Make sure you don't
have a Labor Day promotion on your
site when it's almost November,”
she said. “There are always small
changes to be made that can keep
customers’ attention and help them
have a better shopping experience.
Many retail websites are clunky and
hard to navigate, outdated or don’t
do a good job of collecting information. Often making small changes
will make it easier for shoppers to
choose you.”

Focus on Accountability: “One
thing we've suggested recently,”
added Sparrow, “is to focus on
accountability. For example, how
might brand messaging reflect longer anticipated product wait-times
during the pandemic so that customers’ expectations are adjusted?
A number of our customers let shoppers know that they are welcome to
visit the store for immediate style
and selection—or to comfortably
order online—but that there may be
wait times. Customers need to know
that retailers are doing the best they
can.”

Use Consistent Branding: "A lot
of the stores we work with,” said
Stopher, “are well known in their
local communities. There are a lot
of branding considerations for these
retailers including making sure messaging is consistent across platforms
and that websites reflect what customers see when they visit stores.”

Consider the Overall Experience:
Messaging needs to be tied together
so that customers feel really good
about the whole furniture and bedding buying experience.
"It’s important that retailers don't
sit back on their heels," concluded Sparrow. “Get out in front of
customers. Do some research and

"Retailers wouldn't put a
‘dog’ on the showroom
floor. Likewise, they
shouldn't want poor
sellers on their websites."
find out how they are getting their
information. Owners and managers need to take some time to
think about what kind of experience
and responsiveness they themselves
appreciate when shopping. Then,
think about marketing and outreach
from the customer’s point of view.
Engage with website analytics. And,
keep advertising because now is the
time to really grab market share.”

“The Best Overall Resource For
Mattress Sales Professionals!”
by David Benbow.

291 pages of sales-boosting power.
Get It At.... http://www.bedsellersmanual.com
22

FURNITURE WORLD November/December 2020

furnworld NOVEMBER 2020 Page Turn Version.indd 20

11/17/20 7:55 AM

furnworld NOVEMBER 2020 Page Turn Version.indd 21

11/17/20 7:55 AM

furnworld NOVEMBER 2020 Page Turn Version.indd 22

11/17/20 7:55 AM

furnworld NOVEMBER 2020 Page Turn Version.indd 23

11/17/20 7:55 AM

RETAIL MARKETING

HER NAME IS

I

HENRY!

n 2021,
retailers need
to really lean
in on their
most valuable
prospects,
HENRY women!
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by Pamela N. Danziger

The COVID-19 retail shutdowns
earlier this year did incalculable
damage to many sectors in retail.
When the government determined
which retailers could stay open for
the duration—and which had to
close—the scales of retail commerce
were weighted to favor e-commerce.
It's not news to any Furniture World
reader that furniture and home furnishings stores were notably absent
from the “essential” retailer lists,
resulting in a large year-over-year
sales decline in the sector.
That led to massive store closures
of home retailers this year, according to UBS, which called out this
sector as one of the hardest hit in
retail. The UBS analysis identified
820 stores permanently shuttered
through June, including 200 Art
Van stores, 450 Pier 1, and 56 Sur
La Table home furnishing stores.
Bed Bath & Beyond just announced
another 200 will be added to that
list, as will the remaining ~500 Pier
1 stores after its bankruptcy filing.
After being closed—with people spending more time in their
homes—a largely unexpected surge
in orders for furniture resulted.
IBM’s Karl Haller, who leads its
Consumer Center of Competency,
an internal consultancy group
made up of retail and CPG industry

experts, was encouraged at the relatively quick recovery as consumers
adopted new ways of shopping for
home furnishings online via Wayfair,
Amazon, Walmart, Target and others that were prepared.
Haller went on to explain that the
retail trade data reported by the
Census Bureau on home furnishings
and furniture retail diverged from
the personal consumption data from
the Bureau of Economic Analysis.
Specifically, personal consumption
of home furnishings, which largely
measures consumer demand, didn't
drop, but sales of home goods
through home furnishings and furniture stores did.

Longer Term Trends
“Traditional retail," he said, "in this
and any other sector, has less and
less value to consumers and less
and less economic value if traditional retail is buying something for
X and selling it for Y. The ability to
generate sustained economic value
doing that is declining, especially
when dealing with discretionary purchases. You have to create demand.
You have to provide more than a
product and a place to buy it,” he
said.
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Corporate Darwinism
In the home furnishings retail sector, Haller foresees “accelerated
corporate Darwinism,” or survival of
the fittest. This assessment is backed
up by the UBS store closure forecast, which expects 11,280 home
furnishings stores to close by 2025,
making this third in total number of
closures after clothing and accessories stores (-23,940) and consumer
electronics stores (-12,490).
He says that becoming one of
the fittest and surviving will require
retailers to find their essential value
to the customer—and not just be a
place to buy stuff.
“For three months we were told
by the government what was essen-

"Don’t apologize for
carrying product lines
that cost more, but
translate that extra cost
into the extraordinary
value she gets."
28

tial retail and what wasn’t,” he
explained. “Now the only person
telling you if you are essential or
non-essential is the customer. The
challenge for every retailer within
the ‘non-essential’ space is to go
out and find your essential again.
And it probably won’t be the same
one that it was a year ago. This is
the challenge facing every retailer
that depends upon emotional, discretionary purchasing.”

Find Your Essential
To find your essential coming out
of this devastating pandemic means
more than just establishing safety
protocols in the store or adding
food and beverage services, like
Ikea with its meatballs or RH with its
upscale dining services. It requires
that first you find your essential customers and discover what is essential to them.
Research finds that the prime
demographic for home furnishings
buyers is between the ages of 32-45,
predominantly women with a household income of $100,000 or more.
It's the demographic segment called
HENRYs—millennial-generation
High-Earners-Not-Rich-Yet.
These HENRY women are the
powerhouse customers that many

home furnishings retailers need to
focus on. Women overall control or
influence 85 percent of all household purchasing. In the furniture and
home furnishings market that is a
$190.1 billion opportunity.
The essential quality that a HENRY
woman is looking for in every category she buys in is value. She wants
to get the most for the money she
spends. While she is not always
looking for cheaper, she certainly
doesn’t want to spend more just
for the sake of spending more. So
furnishings retailers need to understand the value proposition that
underlies her spending.
That’s where the role of marketing and personal communications
throughout the sales process comes
in. For example, if you position your
store as the “luxury” or “premium”
alternative in your community, you
are likely to be overlooked as a
place for her to shop. That positioning communicates that she can
expect to pay more for whatever she
buys.

Curate for HENRY Women
It's far better to lean into your
store’s role as a curator of all that is
best for your customers. Don’t apologize for carrying product lines that
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RETAIL MARKETING

“The prime demographic

for home furnishings buyers is between the ages of 32-45,
predominantly women with a household income of $100,000 or more."

cost more, but translate that extra
cost into the extraordinary value she
gets from the artistry, superior fabrication, materials and design that
means outstanding quality.
The HENRY woman is information
hungry. If you don’t give her reasons
why she should shop with you, then
her shopping and purchase decision
will inevitably revert to the common
denominator of price.
On the floor, sales staff need to be
experts in every product line that is
offered and be able to answer why
that line is worthy to be carried in
your store, specifically what makes
it so special that it earns a valuable
place on the sales floor.
In my experience, furniture retailers tend to carry too much product,
hoping that by having something for
everyone, they won’t lose sales. But
that is wrong thinking. By having too
much stuff on the sales floor, she
can’t find that special something she
is looking for.

This is the “Paradox of Choice,”
which has proven time and time
again to be an inhibitor, rather than
a facilitator, of sales. Giving shoppers too many items to choose from
stalls decision making.
Right now, after this period of disruption, is a perfect time to edit the
product choices on the sales floor.
Invariably 80 percent of a store’s
sales are made from 20 percent
of the products it carries. Furniture
retailers would be well served to edit
the slow-moving 80 percent and
give more selling space to the 20
percent of good movers. If in doubt,
throw it out. That way, you can shine
a spotlight on the best product lines
and sell more of those.
And in thinking about curation,
consider too the vital role of decorative accessories in bringing furniture
groupings to life on the sales floor.
Too many furniture stores keep moving around the same dusty vases,
flower arrangements, tired pictures,

Distribution U.S. Household
Income & Spending, 2019

27%
47%
28%

Higher-income: $100k+
27%

45%
Total
Households
132.2 Million

30

26%
Percentage of
Consumer Spending
$8.3 Trillion

Middle-income: $50k-$99.9k
Lower-Income: <$50k

SOURCE: BLS CEX

and pillows. Decorators know that
the careful use and selection of
accessories can make or break a
room. Furniture retailers need to pay
as much attention to selecting and
merchandising their accessories as
they do their upholstery and case
goods.

Communicate with Her
Today virtually every shopping
experience has a digital element,
with online used to find a place to
shop, and to learn about brands
and offerings, which can translate
into sales made online without ever
stepping into a store.
Furniture retailers have a built-in
advantage against online competitive incursion, since online penetration of the home furnishings
market remains low relative to other
sectors. But that is rapidly changing
as Wayfair, Amazon, and even Ikea
make online furniture shopping a
viable alternative.
“People are re-balancing their
wants and needs, with a growing
emphasis on health, wellness, and
comfort in the home. And we are
seeing fundamentally new shopping
patterns emerge. Digital customer engagement is the norm now,
and the traditional home furnishings
retail segment has not been the
most digitally savvy,” IBM’s Haller
says, and adds, “Virtually every sale
has digital engagement to it.”
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"Avoid the use of hot words or color in pictures, screaming
headlines, upbeat music, or other marketing cues that would
have been appropriate in normal times."
And that digital component fundamentally changes the role of the
store from a hub to collect and store
goods for an eventual sale to a place
to generate demand. The store then
becomes a place for customer acquisition and engagement, whether or
not the sale is generated there.
A furniture retailer's website, social
media posts, email, and text communications need to be crafted to
engage the young HENRY woman’s
attention and, even more, to show
that the time she will spend with you,
either online or in the store, will be of
value to her.
All marketing communication
needs to be designed from her point
of view, not yours. In conceptualizing a new marketing communications
piece, whether a social media post,
an email, an ad, or any other, the
first questions to ask are, “Why is this
important for my target customer to
know? What’s in it for them?” rather
than thinking about what you want to
tell or what’s in it for you. That will get
you set for creating the most effective
and engaging marketing message to
attract the young HENRY woman.
Further, use soft words, pictures,
and music that reassure the reader,
communicating comfort, safety, and
security. A recent study by Thomas
Lacki, Ph.D., entitled “Changes in
Consumers’ Personal Values during
the Coronavirus Crisis,” found that
consumers’ values have shifted markedly toward security, safety, caring,
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and dependability. This is not unexpected given people’s heightened
anxiety and it has important implications for the most effective ways to
communicate post-COVID.
For example, creating tension and a
certain level of anxiety is a traditional
trigger used in marketing communications that is relieved by purchasing
the advertised product or brand. But
in today’s world, marketers should
avoid the use of hot words or color in
pictures, screaming headlines, upbeat
music, or other marketing cues that
would have been appropriate in normal times.

Be the Home Store for Her
The number of women in the prime
age range for home-related purchases, aged 25-to-44 years, will reach
50 million by 2025, making this the
most populous female age group.
That means, your best target customer by 2025 is aged 20 to 39 years
old today. For an unknown number of
furniture store owners, that would be
the age of their grandchildren, a generation gap that may be too wide for
some to bridge to effectively capture
the home style and communication
preference of the younger generation.
It’s time for furniture stores to
bring in new young blood, preferably
female, and entrust them with more
responsibility in all areas of store
operations, management, marketing,
and merchandising. That isn’t to say
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HER NAME IS HENRY
baby-boomer owners and managers can’t learn the ins and outs of
the young HENRY female customer,

but it is infinitely easier for someone
who is part of this digitally-native
generation and who has internalized
its values, ideals and styles.

"Having too much stuff on
the sales floor, creates a
'Paradox of Choice',
which has proven time
and time again to be an
inhibitor, rather than a
facilitator, of sales."

About Pam Danziger: Pamela N.
Danziger is an internationally recognized expert specializing in consumer insights for marketers targeting the
affluent consumer segment. She is
president of Unity Marketing, a boutique marketing consulting firm she
founded in 1992 where she leads
with research to provide brands with
actionable insights into the minds of
their most profitable customers.
She is also a founding partner in

Retail Rescue, a firm that provides
retailers with advice, mentoring and
support in Marketing, Management,
Merchandising, Operations, Service
and Selling.
A prolific writer, she is the author
of eight books including "Shops that
POP! 7 Steps to Extraordinary Retail
Success," written about and for independent retailers. She is a contributor to The Robin Report and Forbes.
com. Pam is frequently called on to
share new insights with audiences
and business leaders all over the
world. You can reach her at pam@
unitymarketingonline.com.
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Creden-ZzZ™

space-saving
cabinet bed styles

Call us at 443-249-3105 or visit www.fu-chest.com
for more information on Arason's best selling designs
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DESIGN
Huntington House

This tufted wingback chair is perfect for adding
height to living room designs. Handcrafted to
order in fabric or leather in the foothills of North
Carolina.
Contact information on page 64.

Country View
Woodworking
The Elite Dining Series from Country View
Woodworking features three storage options,
including the EL3560 shown in white. Cases
are offered in Sap Cherry and Red Oak. Tops
are standard in Brown Maple. It is 60”W x
20”D x 35”H.
Contact information on page 64.

Norwalk
The Sacramento features a unique roll-arm
style that is tapered toward the back. Its
arms are angled with a lower elbow, resulting in a hand position that is slightly higher
than most styles, giving it a contemporary
flair. Other features include a narrow front
rail, modified pencil-style legs and a generously stuffed bench seat.
Contact information on page 64.
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Moe's
The Bradbury Coffee Table is a new, curvier
take on a modern classic with natural
woodgrain patterning. Crafted of solid Acacia
wood it is naturally water resistant—perfect for
indoors or outdoors.
Contact information on page 64.

Horizon Home
From the Copper Canyon Collection this
coffee table is constructed of Solid Chilean
Pine with an authentic reclaimed handhammered copper top. Shown in a warm
burnished lacquer finish.
Contact information on page 64.

Whittier Wood
The modern good looks of Bryce are elevated with soft brass accents bringing sophistication to its clean and simple lines. Rounded
corner details throughout the collection accentuate the sleek silhouettes. Spacious drawers are constructed with English dovetail
joinery for strength and longevity. Made of solid Alder and Black Walnut hardwoods.
Contact information on page 64.
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Nourison
Twin Star Home

The Wilder Bluetooth® compatible TV Stand with ClassicFlame®
Electric Fireplace offers an optional Bluetooth®-compatible
speaker kit for wireless streaming. It plays TV audio with a wired
connection. The Canyon Lake Pine finish and Old Iron finish
hardware complete the look. Spectrafire® flame effects can be
operated with or without heat.
Contact information on page 64.

The drama of this center medallion kathy
ireland Home Malta area rug is softened by
its muted, blue-gray palette with a vintage
washed finish. Malta is silky and luminous
in modern, easy-care fibers ideal for the
contemporary lifestyle.
Contact information on page 64.

Simply Amish

A romantic nostalgia has been captured in the unique design elements of the
B&O Railroad© Collection, inspired by the history of this trailblazing railroad.
Contact information on page 64.
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Omnia Leather
The new Zorba from Omnia's
Cartwright Collection is just
one of many personalized
combinations. It is shown here
in a striking combination of
leather and fabrics.
Contact information on page 64.

Arason
The Bridgeport cabinet bed is
inspired by Mid-century modern
design. It features clean lines
and a fresh two-tone finish. The
natural Pine veneer contrasts
with a darker solid wood frame.
A flip top provides sleepers with
plenty of headroom when open.
Contact information on page 64.

Estro Milano
Italian made leather sectional
with movable backrests by Estro
Milano easily converts from
regular comfort seating to
deep chaise position. The
Manhattan is available in
many colors and configurations.
Features include a storage
compartment under the armrest
containing a USB port.
Contact information
on page 64.
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DESIGN
OW Lee
The Avana collection is designed with simplicity and
comfort in mind. Its transitional profile features a modern
swooping arm that is echoed in the gracefully balanced
design of the back. The deep seat features Plush Comfort
cushion technology and Sytex seat support for the ultimate
in comfort.
Contact information on page 64.

Muniz
The Venice Barstool features 3” thick beveled polished acrylic
legs and frame with leather-like upholstered seat and back.
Venice is available in counter, bar stool and custom heights.
Contact information on page 64.

Bellini
Timeless and contemporary, the Materia Table makes
a stunning statement piece for any dining room. It
features a gray and black Capraia Lucidato Ceramic
top and anthracite gray legs. The Materia is available
in 79” and 95” lengths.
Contact information on page 64.
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Klaussner
The Briley Sofa from Klaussner's Distinctions line
is shown in a cleanable crisp white, a handsome
contrast with the full return gray wooden base.
Contact information on page 64.

Home Trends & Design
This eco-friendly table from the Old Mill collection
features reclaimed teak wood panels, cut to create
an interesting geometric pattern with pop-art inspired
designs in each patch.
Contact information on page 64

Furniture of America
Elegance, glamour, unique shapes and vintage
appeal characterize the Carissa bedroom.
Reminiscent of 1930s Hollywood, the gray velvet
upholstery, rhombus chrome feet, nailhead trim and
diamond ring drawer-pulls may remind shoppers of
a classic RKO black & white film.
Contact information on page 64.
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Repair, Replace or Refund?

H

ow to
improve
your
service call
decision-making
in 2021 so that
the resolution
you suggest
is also best for
the profitability
of your retail
operation.

42

by Peter Schlosser
Deciding on whether to repair,
replace or refund damaged furniture can be incredibly frustrating.
These decisions have large financial consequences. Preventing
knee-jerk reactions, such as even
exchanges or full refunds, keeps
money in the bank.
While it may seem fairly
straightforward, service call decision-making is far from simple.
So, before we tackle the problem
of repair, replace or refund, let's
consider the four main factors that
can underlie these decisions. How
you approach service calls will
depend on the manufacturers you
represent, the skill level of your
technicians, the tools you have on
hand and your warranty policy.

Four Main Factors

1.

The manufacturers you
represent. Ashley, in particular, has made it incredibly easy
to obtain replacement parts for
upholstery and casegoods, even
accessories. Higher-end manufacturers often don't have replacement parts available, or if they
do, they're not designed to be as
easily swapped out as furniture
shipped KD.

2.

The skill level of your
technicians. Do your

technicians possess the skills to
repair any problem? For example, a nail polish spill most likely
requires stripping and refinishing
the affected piece. Can they do
that? For a high-end sofa repair,
the factory might send you cut
yardage rather than a cut-andsewn assembly. Can they sew?

3.

The tools you have on
hand to do repairs. A
dining table can't be stripped and
refinished without a spray booth.
Upholstery requires a clean room,
excellent lighting and work tables.
A stripped-out metal component
will require a tap set to re-thread,
or perhaps a MIG welder to
replace. What does your shop
look like? What tools do you
have and are they in excellent
condition?

4.

Warranty Policy. Some
retailers stick to the written
warranties and will not deviate,
whether they are factory warranties, store add-on warranties, or
purchased (third party) warranties.
Warranties help offset the costs
of repair and transit, which can
be high if there are many service
tickets to deal with.

It's All Connected
Consider how these four critical
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Through
January 20, 2021
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Looking for a partner to own the
after sales service process as an
extension of your brand?

"The dining table
arrived with scratches
and gouges."
"There's a discolored
patch on my new
leather sofa."

SEAMLESS SERVICE

ripped a seam on my
new loveseat."

PROFESSIONAL

"Your delivery guys

KNOWLEDGEABLE

• Minimize exchanges & returns
• Increase proﬁt margins
• Pre and post-sale expert repairs
• Get control of chargebacks
• Improve the customer experience

Your First Repair is Free!
Experience the diﬀerence FSN can make to your
operation. Take advantage of this oﬀer on your
ﬁrst order. Up to a $250 value.
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FSN helps Top-100, Major Chains and Independent furniture
retailers improve customer satisfaction and repair eﬃciency
EXPERIENCED
FSN's network of incredibly skilled,
experienced and professional
technicians successfully executes
more than 180,000 service calls
annually.
KNOWLEDGEABLE
Our technicians come to the job
versed in all aspects of furniture
repair as well as the needs of
retailers and manufacturers.
FSN's dedicated training staﬀ works
directly with industry partners to
ensure their skill sets exceed
expectations in terms of quality
and professionalism. We maintain
a learning library of product
schematics in a collaborative platform. Technicians can share ideas,
request help and review videos in
real time.
WHAT FSN DOES EVERY DAY
FSN provides on-site repairs, diagnostics and installation services in

47 states at consumer and business
locations. Our technicians excel at
providing:
• Assembly service
• Leather touch-up, dent
removal, repairs & cleaning
• Structural & frame repairs
• Wood damage and
ﬁnish restoration
• Upholstered furniture repair
• Part installation
• Inspections
• Motion & lift furniture repair
• Direct to consumer support

NEW FROM FSN! COMPLETE
SERVICE SOLUTIONS
FSN now oﬀers a full service retail
24/7 SERVICE
or manufacturer solution for retail
FSN's customer service call center
operates Monday through Saturday. partners who want to outsource the
entire service journey from the
Schedulers, technicians and FSN's
management team are on call seven initial call center contact through
days per week to meet the demands resolution of the service call request.

jason.baumgartner@fsnpro.com
melanie.gallagher@fsnpro.com
4035 Premier Dr. Suite 203
High Point, NC 27265
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INSPECTING WHAT WE EXPECT
Ride-alongs and training reviews
are conducted to ensure that we
inspect what we expect, company-wide. Regional training sessions
and skill-set refresher courses are
ongoing. FSN's managers and repair
technicians continually collaborate
with client partners. We never build
a barrier between you and our
technicians. We do, however take
responsibility for the quality of our
work and maintain a company-wide
culture of continuous improvement
and transparency.

• Coronavirus cleaning service

Contact Jason or
Melanie to see how FSN
can help your business.
http://www.fsnpro.com

of our industry partners.

Are You Struggling to
manage chargebacks?
Within our industry the cumbersome process
that accompanies the chargeback of labor fees
for service provided within a manufacturer warranty is
very frustrating. Through our proprietary software system,
FSN is able to to solve this for you. Our system allows you
the ability to bill directly to the manufacturer on any work
order that is predetermined to fall under the manufacturer
warranty.
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factors are intertwined. Any problem
with the lines you carry, the skill of
your technicians, your facilities or
warranties offered can sink your
ability to resolve service issues. For
example:
•The factory sends you a free part,
but you don't have a technician
who can install it.
•Your repair tech has years of
experience stripping and refinishing, but her hands are tied
because she works in a poorly lit,
cold area of your warehouse.
•Your best tech will be able to
take care of a service problem
in-house, but if the customer lives
two hours away, the warranty
does not allow for billing mileage, and the customer who must
pick up the added charges refus-

"Warranty provides frame
repair for five years,
though within the first
year the customer is not
required to pay for
transportation costs.
What do you do?"

es to pay.

Devil is in the Details
There are a host of other considerations beyond the big four main
factors. The devil is in the details
of course, and I can tell you that
sometimes it requires a law degree
to interpret the true meaning and
intent of factory warranties. Some
include contradictory statements or
leave retailers on the hook for whatever remedy is provided. It is critical
that the person responsible for taking inbound calls has the experience
and intelligence to interpret and
route service issues appropriately.
Your salespeople should never tell
a customer that “we'll get you taken
care of, I'll let service know.” Even
illegitimate service requests are your
obligation to resolve once that sentence is uttered.
Working in service/QC can be
stressful because many resolutions
require taking several issues into
consideration before the process
of resolving a customer's issue can
begin (or be rejected altogether).
Manufacturers' warranties are not
the only potentially inconsistent factor. Service issue decisions made by
top managers in retail organizations
also might be.

Legitimate Service Request?
Let's explore whether a service

46

request is legitimate. There's always
a test of reasonableness that applies
right out of the gate. Is what the
customer is asking for reasonable
or excessive? Legitimate or unwarranted? What history do you have
with this customer? Can you apply
responsibility to a single party or is
everyone culpable? Here are three
actual scenarios I've had to deal
with, presented so that you can
decide for yourself.

What Would You Do?

1.

Customer purchased a
sofa nine months earlier.
She calls complaining that the back
is sinking in and there's a “huge
gap.” Upon inspection it's obvious
that the back seat rail has snapped.
Signs of abuse in the customer's
home are obvious: stains, tears,
smoke odor. It's less than a year
old. The customer insists that it be
replaced. Warranty provides frame
repair for five years, though within
the first year the customer is not
required to pay for transportation
costs.
Reasonable options you have:
a. You can agree to replace the
piece and take the loss.
b. Refuse to refund but (if you have
skilled technicians) offer to repair
the seat rail on site. Your technician
can explain that it will take time,
but it will be reinforced so it doesn't
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happen again.
c. Refuse to refund, but offer a partial refund or credit against a future
purchase if she continues to insist
on a replacement.
d. Let the customer know that you
believe the break was caused by
abuse which voids the warranty. Be
sure to document the abuse.

2.

Customer says the finish is
flaking off of their dining
table. Your technician already suspects water damage. Upon inspection, the evidence shows lifting
veneer next to the grooves cut into
the top for decoration: largely irreparable unless you know what you're
doing. Water has obviously infiltrated the MDF substrate beneath the
veneer causing it to swell. The thin
finish build on the table belies the
fact that the grooves are not protected from liquids like the top surface
is. The customer has cleaned the
table the way she always has, for
years, and claims the salesperson
told her before she bought the table,
“it is fine to clean it that way.” By the
way, this is her second table, the first

"Table is within warranty
but the legalese
specifically excludes
water and heat damage.
What do you do?"

48

arrived with a lightly crushed corner
which she refused. Table is within
warranty but the legalese specifically
excludes water and heat damage.
Reasonable options you have:
a. You can get into a "he said, she
said" argument you can't win with
the client over what your salesperson actually said. Then, cite the fine
print in the warranty and live with
the consequences. Make sure you
have a process in place to effectively respond to negative social media
posts.
b. If you have a finish expert with
the requisite skill, you can let the
customer know that the water damage can be sanded out and solidified with cyanoacrylate glue, and
then faux finished back to about
90% perfection, but it won't stop the
problem from recurring later if the
customer experiences yet another
spill. If you have a "customer is
always right" repair policy, you can
perform the repair at no charge or
(since water damage isn't covered
under the warranty) offer to repair
it for a reduced fee to cover your
costs.
c. Offer a store credit or gift card
off a future purchase to try to placate your customer.

3.

Fun one. Your customer
agonized over choosing a
dining set, finally settling on a highend group with a perfectly even,
satin-sheen top, no rub: not satin-rubbed or buffed to gloss, it's just
lacquered. The factory prides itself
on the durability of the catalyzed
finish with zero VOCs. A few days
after delivery she notices that when

viewed in a certain light, extremely fine scratches can be seen all
over her table top. A signed copy
of the delivery document shows
she accepted the furniture with no
exclusions, and the driver said she
was “picky as hell.” It's obvious
she's not using a table cloth. Your
shop tech says that if it was just lacquer, he could scuff it and respray
it, but nitrocellulose lacquer over a
catalyzed finish can cause the new
finish to fail. The factory does not
accept returns based on damage,
and re-coating the table terminates
the factory warranty.
Reasonable options you have:
In this instance, not many. In fact,
from a cost perspective, none.
You're in a stand-off with the customer. So you might consider
offering her a gift certificate toward
anything in your store. The amount
would need to depend on the price
of the table to create an incentive
for her to come back and not be
insulting.

How to Decide
There are three remedies that
immediately come to mind when
deciding how to proceed with a
claim:
Repair. Repair, if amenable to the
customer and possible, is preferable. For example, the customer
finds a rub-through on the back of
a dark brown, all-leather, $2,000
rocker-reclining sofa. She wants a
complete replacement. There is one
in stock, but you know that the
repair will take ten minutes and will
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“The factory does not accept returns
based on damage and re-coating the table terminates
the factory warranty. What do you do?"

be imperceptible when done. No
fumes, and durable as well. It's the
cheapest option for you the retailer,
and it's your job to sell the customer
on the idea that it is also the best
option for her.
Usually, a confident, strong voice
over the phone will assuage any
fears that it will look “fixed.” That
same confidence in the home will
make the customer feel reassured
regarding the repair process and the
skill of the technician.
Replace. Replace is always an
option but should not be taken
lightly. It comes with lots of associated costs. Consider the case of the
same brown sofa mentioned above.
• Instead of being able to sell the
one in stock, you now have a
returned sofa that may smell like
perfume or air freshener. The
next customer will have to wait
for their sofa which may take
weeks to deliver.
• Depending on how bad the
original sofa is damaged, it may
require parts to repair. Are they
available? How long will it take
for them to come in? At what
cost?
• Two people and a large diesel
truck will be required to execute
the exchange.
• The time spent by the clerical
staff to track the service ticket
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can add up to several hours.
• Additional time will be required
by the prep and management
staff to make sure this one is
“100 percent perfect” because it
is a second delivery.
• The risk of a second failed delivery attempt is possible if your
staff is new and inexperienced.
Refund. This last option is my
least favorite, but it has its place.
Refunding part of their money is
something most retailers find egregious, but on occasion it might be
the best solution. Sometimes it's
what the customer is fishing for.
Risk. The risk with any of the above
alternatives is that one of them will
become your default for all service
calls. “Give 'em $100, that'll shut
them up!” But what is the goal of
the service department? To sell the
customer on the idea that the resolution suggested, which is the most
cost-effective option for the retailer,
is the best option for her.

Preparation for Success
Before a nation sends soldiers
to war, they are trained to handle
any emergency. They are armed
with weapons they know how to
use, taught how and when to react,
and can operate as a unit so their
responses and approaches are uni-

form and consistent. Soldiers are
taught to follow a chain of command so that accountability and
predictability are baked into every
decision. It is remarkable how
well the military management style
applies to business. By training your
support staff, you give them the best
opportunity to represent you with
distinction no matter where you are.
Sometimes it's easier to pretend
that things are being handled the
way you want, because service issues
can be a real “buzz kill” when it
comes to the excitement of retail furniture, but to be forewarned is to be
forearmed. My good friend William
“Willie” Vanderford, the operations
manager for Red Knight Delivery in
Clarksville, Tennessee, would say it
over and over: You've got to set your
people up for success.
About Peter Schlosser: Peter
Schlosser is a warehouse and
repair consultant who works with
Profitability Consulting. Based in
Winston-Salem, NC, he is passionate about quality, and “doing it right
the first time.” Questions about this
article or any repair/delivery topic
can be directed to Peter at peters@
profitabilityconsulting.com or 931561-5488.
Visit Peter Schlosser and the team
on Profitability Consulting Group's
brand-new website at http://www.
profitabilityconsulting.com.
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C

alifornia levels the playing field for
brick-and-mortar mattress retailers.

Omar Mendoza accepts his obligations under California’s mattress
recycling program. Anyone who
purchases a mattress from his store,
All American Mattress & Recliners
in Beaumont, is entitled to ask him
to remove a used mattress for recycling at no charge.
What gets under Mendoza’s skin
is when someone who’s not a customer calls to ask for the same
service. Often, he learns the person
making the request bought a new
mattress from an online dealer.

New Rules for Online Dealers
“It happens so often it’s ridiculous,” said Mendoza, a member of
the Home Furnishings Association.

Pictured below is Gary Trudell of HFA member Custom Comfort Mattress Company.
With seven stores in Southern California,
Custom Comfort collects many old mattresses. He is happy to finally see everyone
share in the responsibility of recycling.

But a reckoning, of sorts, is coming. Beginning January 1, 2021,
online mattress sellers will face the
same requirements as brick-andmortar stores. Not only must they
collect and remit to the state the
same recycling fee of $10.50 for
each mattress and another $10.50
for each box spring, they also must
offer to pick up a used mattress for
every mattress delivered—for free.
“It’s about time,” said Mendoza.
Indeed. This has been required
of stores like his for the past five
years. The program, operated by
the Mattress Recycling Council, has
diverted millions of mattresses from
landfills. But it puts a heavy responsibility on retailers, who must absorb
the expense of carrying away used
mattresses, storing them and then
hauling them to collection sites.
Online sellers, which often deliver beds-in-a-box and other sleep
products by common carrier, have
not had to do that. That gives them
a price advantage, which the MRC

- By Doug Clark

recognizes.
“It really does need to be fair,”
said Lori Barnes, the council’s manager of industry communications.

Common Carrier Regulations
The MRC, based in Alexandria,
Virginia, doesn’t make those rules.
They are set by California law.
The Used Mattress Recovery and
Recycling Act of 2019 stated,
“A common carrier delivering a
new mattress to a consumer as a
result of an online purchase is not
required to pick up a used mattress
for recovery,” but added:
“On and after January 1, 2021,
if a new mattress is delivered to
a consumer by common carrier,
including, but not limited to, as a
result of an online purchase, the
retailer of that mattress shall offer to
arrange to pick up a used mattress
for recycling from that consumer
within 30 days of the delivery of the
new mattress.”

"People who buy from online sellers often
discard their used mattresses on the curb
or, at best, call a junk service to carry them
to a landfill."
50
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That will present a problem for
many online sellers, whether they’re
based in California or anywhere
else. The common carriers they use
to deliver products may not routinely pick up used items. The dealers’
cost of solving that problem could
be significant, especially in relation
to the price of their least expensive
products.
“I think it’s only fair,” said Gary
Trudell, owner of HFA member
Custom Comfort Mattress Co., a
manufacturer and retailer based
in Orange. With seven stores in
Southern California, Custom
Comfort collects many old mattresses. In fact, it’s been sending used
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mattresses for recycling at its own
expense for more than 20 years,
Trudell said.
He knows that people who buy
from online sellers often discard
their used mattresses on the curb or,
at best, call a junk service to carry
them to a landfill. So, he’s happy
to finally see everyone share in the
responsibility of recycling.

tresses, Barnes said. But if they do,
they can’t charge a customer to
recycle a discarded mattress or box
spring through MRC’s program.
Retailers must collect a fee of
$16 for each new mattress and $16
for each foundation sold in Rhode
Island. The fee in Connecticut is $9
for each but increases to $11.75
on Jan. 1. The fees apply for sales
in-store and online.

Changes in Other States

For more information about the
Home Furnishings Association, call
800-422-3778 or go to myhfa.org.

The MRC also runs recycling programs in Connecticut and Rhode
Island. Retailers in those states are
not required to pick up used mat-

"Not only must online
mattress sellers collect
and remit to the state
the same recycling fee,
they also must offer to
pick up a used mattress
for every mattress
delivered—for free."
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Service Lamp Corp.

Helps Retailers Keep The Lights On

With one more layer of customer & employee protection!
ELIMINATES THESE PATHOGENS

BACTERIA

Effectively
kills surface
& airborne
pathogens!

MOLD/ FUNGI

VIRUSES

ALLERGENS

•Ideal for retail furniture & bedding

stores in bathrooms, break rooms,
service counters, office, maintenance
& some showroom areas.

•Perfect for placement on tables, work

benches or pendant hung from ceiling.

•Low power consumption – uses
only 38W.

•Recommended coverage area is

Integrated motion
sensor on base for
automatic shut-off
to prevent injury
due to exposure to
UV-C light.

100 sq ft. per 17.5" x 7.5" unit.

•Designed with safety in mind. Included
remote times on the fixture for 15, 30
or 60 minute operation periods.

•Affordable protection. Only $150
per unit.
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uring the pandemic Riley's Furniture & Mattress
has been experimenting with time. - By Robert Bell

Before his death in 2019, Riley
Griffiths, the founder of Riley’s
Furniture & Mattress in Monroe,
Ohio, taught his daughter many
business lessons, chief among them
to always think outside the box.
Shannon Bannerman had those
words in mind when it was time
to reopen the family business this
summer.

Bannerman. “Customers don’t seem
to mind, and the employees love
having relatively fixed schedules. I
think we’re a lot more productive
with our time than before the pandemic.”
And, they’re saving about onethird on labor and other costs associated with keeping the business
open.

Trimmed by 30 Percent

Here’s How it Works

Today, Riley’s, a member of HFA
and also the Furniture First National
Buying Group, is open just five days
a week – down from six days a week
before the pandemic shut it down.
But that’s not all. Its hours have
been trimmed, too – from 63 to 44
each week.
Now here’s the rub: The new hours
aren’t a result of business slowing
down. Just the opposite. “We’re still
doing a great job in sales, we’re
just doing it a little smarter,” says

Sales associates work four of the
five days Riley’s is open. Shifts are
either 10 a.m. to 6 p.m. or 11 a.m.
to 7 p.m. For the most part, the
same holds true for employees in
the warehouse and the front office.
Riley’s sales staff does not work
on commission, so there’s no worry
about a customer returning to make
a purchase and working with a new
sales associate. Besides, with fewer
hours open, full-time sales staff will
likely see the customer again, cut-
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ting down on confusion or missed
opportunities. “We’ve got a smoother sales floor that almost guarantees
no mistakes,” says Bannerman.

Employee Family Friendly
Bannerman says the switch was
well received by employees, who
can now better plan their weeks.
“There’s more stability in the schedule. They’re getting home an hour
earlier, sometimes two hours earli-

“The new hours aren’t
a result of business
slowing down. Just
the opposite. They've
become much more
productive with their
time and are saving
about one-third on
labor and other costs
associated with keeping
the business open."

After reopening from the pandemic
this summer, Riley’s Furniture President
Shannon Bannerman cut back on store
hours.

11/17/20 7:55 AM

Pictured above is CEO Shannon Bannerman (holding plaque) and the sales and
management teams of Riley's Furniture & Mattress being honored by the mayor
of Monroe, Ohio, as they celebrate Riley's 50th anniversary. At right is the front
Atrium of the remodeled showroom exterior of Riley's Furniture & Mattress.

er,” she says. “Retail can be tough
on a family back home, but this
schedule helps there.”

Lessons Learned
Bannerman says the pandemic
has taught her a lesson, one she
hopes to pass on to other Home

Furnishings Association members.
“The pandemic is giving us permission to experiment with things the
consumer might think were weird
before all of this,” she says. “Look
at how much things have changed.
Walmart has changed its hours,
restaurants don’t have tables on top
of each other. And consumers are
willing to try new things. This is the

time to experiment.”
About HFA: The Home Furnishings
Association is dedicated to the success of furniture retailers. For more
information about supporting or joining the HFA, visit the Retail Resource
Center in High Point or Las Vegas
Markets, or go to membership@
myhfa.org.

Service Lamp Corp.
Helps You Keep The Lights On
With Energy Saving New LEDs

$5

ONLY

BEST
PRICING
EVER!

.00

14 Watt LEDs Each (By The Case)
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R

etailers learn to deal with
supply chain woes.
- By Robert Bell

PerLora
When HFA member Lora
Sigesmund was asked how the woeful performance of furniture supply
chains was affecting her business,
Sigesmund didn’t have to dip far
back into her memory for an example.
“I just lost a $7,000 sale this
morning,” said Sigesmund, who with
her husband Perry, owns PerLora, a
contemporary furniture store in the
heart of Pittsburgh. “I wish I could
say it was rare, but it’s happening
more than we want to think about.”
PerLora lost the sale after a comedy of supply chain errors—none
made by PerLora. First the furniture
arrived weeks late—and damaged.
When a replacement piece was
ordered but could not be delivered
to the store by the date promised,
the customer who had been waiting
for months walked away from the
sale. “It’s frustrating on my end, but
I understand it’s probably even more
frustrating from [the customer’s] perspective.”
From a business sense, the pandemic has been a double wham-

my for furniture retailers. First, it
forced them to close their doors—up
to three months for many. In that
time many Chinese manufacturers
shut down or moved to neighboring
countries like Vietnam and Malaysia.
The second hit came after the stores
reopened. With an unprecedented
demand for furniture, those manufacturers are struggling to keep up.
Retailers are feeling the pain, trying
to soothe customers with well-intentioned promises or discounts.
“We’re trying to be as open and
transparent with our customers as
possible, but to do that we need for
[manufacturers] to be just as transparent with us and we’re not always
seeing that,” said Sigesmund.

Beck's Furniture
HFA member Beck's Furniture
wasn’t hit as hard early in the pandemic. The store in Bonners Ferry,
Idaho, closed for only a week last
spring so there wasn’t much of a

pent-up demand when it reopened.
Nevertheless, business has been
booming. A wave of permanent
transplants from California and
Oregon has flooded Bonners Ferry
—just 20 miles from the Canadian
border. They’re looking for furniture
to fill their new homes. “We’ve gone
through two years of inventory in the
past six months,” says Rob Beck. “If
we had furniture, we’d sell it, but we
can’t get our hands on it.”
During a recent HFA Live webinar,
which can be found at go.myhfa.org/
supplyfw, a pair of supply and logistics experts told viewers the current
supply chain delays won’t improve
for another six to seven months. But
in the same breath, Riaz Husein and
Garrett Bowman offered five strategies retailers can enact now to help
with those delays and
unknowns to come:

1.

Be prepared
by proactively
planning, while staying agile.

2.

Expand
all of your
available products and suppli-

HFA member Lora Sigesmund of
PerLora, a contemporary furniture
store in Pittsburgh, says manufacturers
need to offer realistic delivery dates so
retailers don’t disappoint customers.

furnworld NOVEMBER 2020 Page Turn Version.indd 54

11/17/20 7:56 AM

HFA member Rob Beck says his store
in Bonners Ferry, Idaho, has sold
two years of inventory in the past six
months. Beck says he could sell more
with a reliable supply chain.

er options. "Most retailers go narrow and deep when it comes to
product," said Husein. "Think about
going wider and shallow to give you
more options on product you can
get in your store."

3.

Solidify your vendor relationships to improve your supply
priority. Husein and Bowman said
it's largely a myth that giants like
Amazon and Wayfair get preferential treatment for delivery over
smaller retailers. "But you should
be having more conversations with
your vendors right now, communicating with them anyway," said
Bowman.

4.

Resell returned or damaged
products. Instead of writing
it off or returning it to the manufacturer, find a buyer. Given the current
demand for furniture, there's a buyer
out there for that scratched desk.

5.

Manage communication and
expectations with customers.
It's the same retail practice of under
promise and over deliver. "If you tell
them three months and you deliver
in two weeks, they are thrilled," said
Husein. On the other hand, if you
tell them a certain date and keep
having to call the customer back
with bad news, you might have to
offer them money back. And your
reputation takes a ding.
Sigesmund said manufacturers
need to be up front with retailers when promising lead times for
orders. In the meantime, Sigesmund
suggests retailers stick with the triedand-true chestnut of under promising
and over-delivering to customers. “If
a manufacturer tells you 14 weeks,
tell your customer 16,” she said.
“That way you build in a little room.
If it comes in on time, you look like a
hero to your customers.”

"We’re trying to be as
open and transparent
with our customers
as possible, but to
do that we need for
manufacturers to be
just as transparent
with us."
About HFA: Check out all the latest
updates on supply chain and logistics at HFA’s Supply Chain Hub at
www.go.myhfa.org/supplyfw.
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Looking Forward
Mark Schumacher, CEO, Home Furnishings Association

I

n this year of change, HFA remains
a source for retailers looking to grow

In October 2019, HFA held its
inaugural HFA CEO Summit in
California. We brought together 40
Top-100 retailers so that as a group
we could discuss the issues facing
every home furnishings retailer, no
matter their size. Why is that important? Why focus on the largest
retailers?
First, HFA is the association for
ALL furniture retailers. We were
founded to support members from
the smallest to the largest. But
even more important, HFA is about
bringing all influence and insight
to bear on issues and challenges
faced by our industry. Little did we
know that the relationships we built
at CEO Summit would become so
important this past March when
the pandemic hit. Because of that
first Summit, HFA was positioned
to bring everyone together to share
best practices, collectively promote
our industry as essential and safe,
and lobby for relief from city halls
to Capitol Hill. None of that could
have happened without influence
and involvement from retailers of
all sizes.
58

FURNITURE WORLD

Our second CEO Summit in
October could not happen in person because of the pandemic, but
we were able to come together virtually for important business
sessions. The struggles for these
Top-100 attendees mirror what all
members are going through, and
much of it focused on the customer.
Their experience is being tested
by product delivery delays.
Their frustrations are spilling out
on social media, impacting how
some retailers and their reputations
are perceived.
Their shopping experience is forever changed by Covid, and retailers need to adapt.
There was also an internal focus,
discussions on how to ensure
employees feel whole and appreciated after many saw co-workers let
go. Your employees communicate
with your frustrated customers. They
are a key resource between your
brand and your customers. You
need to support them emotionally
and equip them to handle a range
of issues they are facing in these

unprecedented times.
We are already looking forward
to our 2021 CEO Summit because
change is a constant, never more
evident than this year. That’s why
HFA will continue to bring retailers
together, listen to their needs, work
to find solutions and share the best
practices we learn along the way.
Our industry’s future depends on it.
For more information on HFA visit
https://myhfa.org/.

"Your employees
communicate with your
frustrated customers...
You need to support
them emotionally and
equip them to handle a
range of issues they are
facing."
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RETAIL OBSERVER

Train the Trainee in 2021
Eight simple steps to improve your sales education experience

G

reat
training
sessions
as well
as the lousy ones
have something
in common.
They are both
memorable!

by Gordon Hecht

Working a retail schedule can
be rough! There are weekends,
evenings, and most holidays. Retail
Sales Associates (RSAs), who we
used to call salespeople, know this
going into the profession. For many
of them, a training session means
more time away from home, either
before the store opens or on a day
off.
Most store owners and many
RSAs would agree that training is
essential to the success of any retail
operation. However, if you ask an
RSA who is having below average
success selling a product category
such as motion or bedding, they
will probably tell you that they don't
know enough about it.

A Collaborative Effort
Training and being trained needs
to be a cooperative effort. I have
attended some doggone awful
meetings made extra miserable by
the trainer or the people being
trained. On the bright side, I sometimes host training sessions that are
enjoyable and enlightening experiences. That's when sales teams
arrive promptly, are prepared,
take detailed notes, ask appropriate questions and participate in
demonstrations. And, they do that
60

even though everyone may have
to arrive early and in some cases
came in on their day off.
Nobody knows what surprises
may be in store for furniture and
bedding retailers in 2021. But one
thing is for sure. If you want your
training sessions to be enlightening,
try taking the following steps:

1.

Give advanced notice.
Your sales team has a home
life that includes kids, pets, doctor appointments, vacations, social
dates and more. Be respectful of
that time and always give two weeks
advance notice. If you want to be a
world-class boss, schedule all your
2021 training dates upfront for the
entire year.

2.

Plan to attend. When inviting a factory rep or outside
speaker to a meeting, make sure
that an owner, GM, or store manager is also present. Sales training
should not be a green light for
management to do paperwork in
the office. Your staff should know
that management is there to learn
as well.

3.

Get Rid of Any Disruptions.
Anyone who has presented
at a number of sales training sessions is likely to have encountered
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Read what Kittle's Furniture
has to say about
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a heckler. It’s that guy or gal who
interrupts the meeting, exhales long
sighs or yawns, or unfairly challenges your guest speaker. If this
happens to you, step up and be
a manager! That means, manage
that person out of the building!

"Review the information
presented with your team
by asking 'What did you
learn? What will you
put into action today?
Tell me how you would
relay the information to a
shopper?'"
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4.

Get into learning mode.
Get your team ready to
learn. They should show up with
pen and paper or a digital device
so they can take notes. Hold all
phone calls, turn off the Tijuana
Brass on your Muzak, and have
everyone ready to go at the appoint
ed time.

5.

Review and Reinforce.
Prepare notes on key points
ahead of time, or ask your guest
speaker to leave written or digital
notes. Training sessions may be
an hour long every fortnight, but
training is an everyday thing. Review
the information presented with your
team by asking “What did you
learn? What will you put into action
today? Tell me how you would relay
the information to
a shopper?”
Trainers
and
speakers: you have
a primary responsibility to ensure a
great experience!
Maximize your limited time with this
important audience.
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20,237
57.4

No. copies issue July/August
19,692
10,707
821
11,528
7,009
449
7,458
18,986
706
19,692
60.7

6.

Be Prepared. Whether it’s
your first time as a trainer,
or the 101st, don’t try to wing it!
You need to practice and rehearse
your presentation. Be sure that you
know the material, all the electronic
gadgets work, you have the right
connection cords, handouts and
demonstration tools. Limit your presentation to three-fourths of the time
allotted. So if it's a one-hour session,
prepare 45 minutes of material.
Unless your eloquence stuns them
into silence, there are sure to be
questions, comments, and sidebars
that come up. And if you finish five
to 10 minutes early, the RSA team
will love you.

7.

Fifteen Minutes. Live by this
rule: if you aren’t 15 minutes
early to the meeting, you are late.
Plan to arrive at least 15 minutes
ahead of start time! You probably
need time to find the front door or
rest room and a few minutes to set
up. By the way—it’s always a good
idea to check with the owner or
manager about early entrance to
the store as the front door is usually
locked.

8.

Eye Charts and Interaction.
Here is a recipe for a bad
meeting. You, the speaker, should
not become Joey Bag-of-Donuts
by bringing food and reading a
PowerPoint presentation word-for-
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“Sales training

should not be a green light for management to do paperwork in the office.
Your staff should know that you are
there to learn as well."

word. Neither should your slides be so crammed
with information that they belong on a chart at
LensCrafters. It's equally bad form to hand out mass
quantities of printed material, and read from it like
it’s a hymnal. Use the PowerPoint but speak from
memory and from the heart. Ask your audience
open-ended questions focusing on their shared
experiences. Successful training always includes
time for RSAs to show what they have learned. Try a
game with questions and answers, the dreaded but
necessary role play, or even a short quiz to ensure
that you have conveyed your message.

Great & Lousy Sessions
Great training sessions as well as the lousy ones
have something in common. They are both memorable! When store owners and factory representatives can work together with clear goals and expectations, training—along with the resulting uplift in
sales—will be remembered for all the right reasons.
About Gordon Hecht: Gordon Hecht is a Senior
Manager for Serta Simmons Bedding’s Strategic
Retail Group comprising over 400 locally owned
and operated bedding stores across the country selling Serta Simmons branded and America’s
Mattress branded mattresses. He has been a store
manager, multi-unit Manager and National Director
of Sales and has been recognized for outstanding
achievement with Ashley Furniture HomeStores,
Drexel-Heritage, RB Furniture, Reliable Stores, and
Sofa Express.
See all of Gordon's articles at www.furninfo.
com/Authors/List. Questions and comments can be
directed to Gordon Hecht at ghecht@serta.com.
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Advertiser & Design

INDEX
COMPANY

| TELEPHONE

ACA
Arason Enterprises
Atlanta Market
Bankers & Brisebois
Bellini Modern Living
Country View
Craftmaster
Estro Milano
FSN Solutions
Furniture First
Furniture Of America
Furniture Training Co
Furniture Wizard
Genesis Software
Home Trends & Design
Horizon Home
Huntington House
Isuzu
iVantage360

800-882-8588
443-249-3105
336-884-1884
248.519.9200
905-771-361
330-674-1390
828-632-9786
336-803-2602
877-844-1813
800-411-3477
866-923-8500
866-755-5996
619-869-7200
509-536-4739
901-355-1411
602-447-6000
336-880-0990
866-441-9638
703-471-3964

|

EMAIL OR FAX

|

bob@4aca.com
jarason@comcast.net
www.atlantamarket.com
bbinfo@bankerbrisebois.com
hossein@bellinimodernliving.com
rmiller@cvwltd.com
info@cmfurniture.com
gaetano.decataldo@estromilano.us
melanie.gallagher@fsnpro.com
lstevens@furniturefirst.com
rockyy.ca@foagroup.com
mikep@furnituretrainingcompany.com
evan@furniturewizard.com
info@genesisadvantage.com
hank@htddirect.com
orozco1129@aol.com
christyg@huntingtonhouse.com
www.izuzucv.com
amitesh@iconnectgroup.com

PAGE#

52
35
47
15
40
29
13
39
44-45
24-25
27
61
64-65
51
8-9
37
36
67
32-33

COMPANY

| TELEPHONE

JB Hunt
Klaussner
Las Vegas Market
Moe’s Home Collection
Muniz
Norwalk
Nourison
Ohio Hardwood Furn. Mkt.
Omnia Leather
OW Lee
PerformNow
PROFITsystems
Service Lamp
Simply Amish
South Bay
Retail Card Services
TruckSkin
Twin Star Home
Whittier Wood Furniture

|

EMAIL OR FAX

|

877-288-8341
888-732-5948

finalmile@jbhunt.com
lburke@klaussner.com
www.lasvegasmarket.com
604-688-0633
info@moeshomecollection.com
800-525-1580
munizplastics@yahoo.com
419-744-3285
sbuckingham@norwalkfurniture.com
201-368-6900
Giovanni.Marra@nourison.com
877-643-8824
ohiohardwoodfurnituremarket.com
909-393-4400
Katherine@omnialeather.com
909-947-3771
leisa@owlee.com
david@performnow.net
866-325-0015
info@profitsystems.com
800-222-5267
jeana@servicelamp.com
217-268-4504
kkauffman@simplyamish.com
800-723-0316
tkonetzny@southbayinternational.com
866-729-7072 ext3603 DRCS.com/furnitureworld
877-866-7546
joe@truckskin.com
561-665-8105
lcody@twinstarhome.com
800-653-3336
barofskc@whittierwood.com
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19
3
40
66
23
53,55
5
68
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43
38
37

Retail Performance Tip #3 From David McMahon
PerformNOW—for retailers focused on continuous improvement

"A traditional measure of store and salesperson effectiveness is sales per in-store trafﬁc, or
sales per guest. Expand on this to measure where customers now start their journey. Consider
contemporary measures for rating where customer leads really begin. These may include sales per
lead, sales per unique web user, and pre-physical lead by source. After learning where you are, set
standards so that you can improve the performance of lead management, advertising, and ROI."
• Financial Performance Consulting: Remote, Onsite, and Offsite options
• Performance Groups: Owners, Sales Managers & Operations
We are here to help. Contact
Virtual and In-person meetings
David & Wayne McMahon Today
• Business Reviews and Performance Coaching
• Systems and Process Enhancement
• Performance-based Accounting

Web: https://performnow.net • Email: david@performnow.net
66
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