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EDITOR’S CORNER

150 Years of Never
Changing Needs

W

hile researching this 150th anniversary issue of
Furniture World, its been tempting to consider
how far we, as an industry, have come since
1870 when Furniture World’s predecessor
publication, “The Cabinet Maker,“ first hit the streets.
There have been improvements in transportation, warehousing, metrics, materials and information technologies.
But in many ways, the business model for furniture sales
and marketing hasn't changed much since 1895 when we
began publishing as “The Furniture World.“ One hundred
and twenty-five years later, consumers still need furniture—
brands and manufacturers still need to sell it. We continue
to go to furniture shows (in normal years) and worry about
consumer demand, supply issues, overseas competition/
dumping, demographics, reps, the quality of retail salespeople, staffing and government regulation.
Likewise, neither our customers nor the products we offer
them have changed all that much.
Individuals and family groups need places to eat, rest,
sleep, study, work, socialize and entertain. Our customers
lived in houses and apartments then and do so today. The
people who purchase our products have the same psychological needs and similar likes. About 20 years ago my
friend, the late furniture sales philosopher Peter Marino,
wrote about needs and wants in Furniture World. “People
need to eat,“ he wrote, “but like to choose their foods.
They need to drink, but like to drink purer, better tasting
water. They need to breathe, but like to breathe cleaner
air. Needs and likes also permeate their social, ego, and
self-fulfillment needs, but our customers like to go about
realizing those in the way they choose.” The same is true
for home furnishings. Our customers need a place to sit,
but they also like it to be attractive, comfortable, durable, affordable—perhaps even impressive, portable, and
multi-functional. Not much of that has changed either.
To help retailers meet these rarely-changing consumer
needs for furniture, accessories, rugs and bedding in the
way customers like it—faster, more professionally, seamlessly and respectfully, has been and will continue to be the
mission of Furniture World.
Throughout this issue, you will find new ideas and strategies for doing good business in 2021. We've also included
interesting reflections and references gleaned from past
issues of Furniture World that I hope you will enjoy.
Good Retailing,
Russell Bienenstock
Editorial Director/CEO
russ@furninfo.com

8
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RETAIL OPERATIONS

12 WAYS TO AVOID THE COMING

CASH FLOW TRAP

M

anage your
retail
furniture
store
pipeline in these
chaotic times
to avoid cash
crunches that are
likely to plague
home furnishings
retailers.

10

by David McMahon

We've all seen that the pandemic has altered customers' normal
buying patterns, causing major disruptions in the supply chain for
home furnishings. Written sales
have outpaced delivered sales. The
result is a growing backlog of customer open orders, growing lead
times and record levels of customer
deposits.
Frustrated customers who have
waited longer for their deliveries
are canceling at higher than normal
rates for some retailers. This rise,
combined with accelerated inventory arrivals—as the supply chain
returns to normal—has the potential
to strain cash flow for those retailers
who are unprepared. Even customer tagged orders for which deposits
have mostly been paid upfront are
cause for concern as payments for
newly arrived product will outpace
customer payments. Should a slowdown in written business occur at
the same time as an influx of inventory and cancellations, cash could
quickly become very tight.
You can avoid this scenario by
adopting the following twelve practices.

1.

Understand your sales
and inventory pipeline.
Your pipeline is your work in process made up of sales that are not
completed and inventory that has
yet to be delivered.
To fully understand your cash
situation, I suggest you start by taking a close look at three important
metrics:
• Open sales by salesperson.
It makes sense that your top
performers will have the largest

“Retailers are finding that
their top salespeople
may not have time to
adequately serve
new customers while
continuing to follow up
with their pipeline of
open orders.“
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“How often should you follow up?
Right now, I'm seeing that most retailers
follow up with customers as often as
every two weeks and as little as never.
It's best to follow up at least monthly.“

backlogs. When a salesperson
who normally manages a certain
number of undelivered customer
projects has to manage a continually increasing amount of work
in process, resources may be
strained and something eventually
may have to give.
• Percent deposits and how
much will be owed on customer orders. Tracking this information will give you an idea of how
much cash will be collectible and
available to pay for incoming
inventory invoices.
• Purchase order aging with
expected cash requirements.
Estimate when customer and
stock orders will arrive as well as
the landed cost of that freight.
This will help with cash flow planning. Predict the dollar amount of
these orders expected to arrive in
30-day future aging increments.

2.

Communicate anticipated
delivery times clearly and
truthfully, upfront.
Find out if your customers are willing to wait for custom ordered items
to be produced. If customization is
important to them, be honest about
anticipated lead times. No retailer
wants to tell customers there is a
12

six-month waiting period for delivery, but it's best to tell the truth and
let them decide. If they don’t want
to wait, they may have to settle for
items in stock or already on order
that you can let go.

3.

Get store staffing right for
sales and sales support.

As mentioned previously, hefty
lead times combined with increased
written business has resulted in large
open order files, especially for the
most productive salespeople. In
pre-pandemic times, many retailers
expected salespeople to follow up
with their customers regarding open
orders. Now, this has become a
double-edged sword. Retailers are
finding that top salespeople may
not have time to adequately serve
new customers while continuing to
follow up with their pipeline of open
orders. It is, therefore, important to
make sure that adequate staffing
is available to serve new prospects
as well as customers waiting for
delivery.

4.

Follow up even if there is
nothing new to report.

Even if your sales and design
associates do a good job of managing customer expectations up

front regarding expected delivery
times, they still need to provide customers with routine status updates.
Furniture is one of the largest purchases consumers make. They need
to be handheld through the process, even if there is nothing new to
report. How often should you follow
up? Right now, I'm seeing that most
retailers follow up with customers
as often as every two weeks and as
little as never. It's best to follow up at
least monthly.
•Your first follow up can be as simple as a “thank you.“
•You next follow-up can be, “our

“Your vendors' supply
chains have become
more expensive and
the costs must be passed
on for these essential
partners to stay in
business.“
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RETAIL OPERATIONS

“The personal touch of a telephone call
can be valuable, but the reality is phone calls can interrupt busy
sales associates and often result in time-wasting telephone tag.“
manufacturer has “scheduled
your furniture for production.“
•Then it may be, “your furniture is
in production“ or “being custom
crafted for you.“

Take customers through the production process so they feel a part
of it. Use visuals if appropriate.
Help them to eagerly anticipate the
arrival and value their home furnishings so they don't even think about
canceling.

5.

Put automated systems
and processes in place.

It can be time consuming for
retailers to accomplish a high level

of routine customer follow-up.
Defining systems and processes to
make reaching out to large numbers
of customers in a short amount of
time through technical automation
will help you to do better with the
resources you have. Customers can
be updated on their order status
faster through the use of email, text
and web forms. Make it easy for
them to return messages. This will
avoid frustration if they have a question or request. The personal touch
of a telephone call can be valuable,
but the reality is that phone calls
can interrupt busy sales associates
and result in time-wasting telephone
tag. Instead, consider sending what

you have to say, in short, systematic,
pre-built electronic messages.

6.

Follow up with customers
by exception, as well.
Because of changing lead times
and supply shortage issues, there
will be times when something outside the expected occurs. For example, a situation such as a fabric
becoming unavailable or a shipping
delay should trigger exception follow-up. Communication between
your purchasing staff, vendors,
salespeople and/or sales support
needs to be effective so that customers are informed of these situations
ASAP. Exceptions must take priority.

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/subscriptions
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CASH FLOW TRAP
Put a standard practice in place
regarding how options and solutions are discussed with customers.
Your entire team must approach
these situations in a consistent and
professional manner.

7.
“In the months that
go by while customers
wait for delivery,
events may occur that
change their initial
decision to purchase.
A customer may simply
be tired of waiting,
or a life-changing event
such as job loss or a
health issue may have
occurred.“

Define your strategy for
handling cancellations.
In the months that go by while
customers wait for delivery, events
may occur that change their initial
decision to purchase. A customer
may simply be tired of waiting, or
a life-changing event such as job
loss or a health issue may have
occurred. Whatever the reason,
retailers have to decide what their
policy will be when a cancellation is
likely. I am not going to tell you what
is right or wrong, however, here are
some options:
• Buy the customer a gift certificate
to spend at their favorite local
restaurant as an expression of
gratitude to keep their order.
• Charge a restocking fee for the
cancellation.
• Switch the on-order merchandise
for something else they can get
immediately from stock, or from
sooner to be delivered items.
• Give them the option to finance
their entire ticket so they can
make “affordable low monthly
payments“ instead of putting
down a large amount of cash
upfront.
• Allow the customer to cancel and

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 13

apply their money as a credit on
account.
• Cancel their order, refund their
money, and make the stock
available for another customer.
This treats the cancellation as an
opportunity. You might be able to
make two customers happy: one
who gets their money back, and
another who gets merchandise
faster than expected.

8.

Weigh stocking vs special
order models.
If you feel that an increasing portion of your customers are looking
for speed of delivery over customization it is worth looking at your
merchandise line-up. Decide what
you can back-up with stock and
which custom options you might
drop. After doing this, if you feel
there are merchandise line-up holes,
you might need to grow a particular
vendor and/or find new sources of
supply. The important thing is to get
in the habit of constantly evaluating
your product mix with respect to
what your customers are telling you
with their words and their wallets.

9.

Price your products
appropriately.
Availability sells at a premium and
those customers who want custom
options will pay for them. If you wait
to price properly you will end up
losing margin and profitability. Your
vendors' supply chains have become
more expensive and the costs must
be passed on for these essential

1/15/21 2:46 PM

RETAIL OPERATIONS

CASH FLOW TRAP
partners to stay in business.

10.

Order quickly and pay
vendors promptly.
You should not hang on to orders
for more than one day. Order every
day, even if that means ordering
smaller quantities. This may get
you in-line for delivery with some
vendors sooner. Ensure that your
purchasing staff understands how
each of your vendors' production
fulfillment works. And, pay immediately upon invoicing! Do not even
wait one day. This will help keep
your credit with them healthy and
allow for a measure of safety if ever
needed in the future.

“Cross dock, inspect and
schedule sold items for
delivery quickly. Likewise,
display inventory should
be identified and your
merchandisers should be
ready to place it on the
showroom floor.“
16

11.

Communicate with
vendors just like you
follow up with customers.
No matter what the size of your
business, follow up with vendors
routinely, systematically and exceptionally. This requires that you allocate the proper resources. And,
don’t expect salespeople to do this!
They need to focus on their customers. Keep on top of all acknowledgments. Enter realistic production
and shipping days. Use realistic
transport road days. Monitor these
days and vendors to verify the timeline. Modify the timeline in your system where necessary. Communicate
date exceptions to your sales team.
If you believe in UPOD (Under
Promise, Over Deliver) you can pad
your days a bit. To make these processes more efficient, consider EDI
systems to transmit and update your
data quicker.

12.

Flow inventory fast
through your facility.
You must get information from
your vendors and freight companies about what is being shipped to
you and for whom, at least a few
days in advance. This allows you to
get ahead of the workload so that
received merchandise can flow faster through your facility. Cross dock,
inspect and schedule sold items for
delivery quickly. Likewise, display
inventory should be identified and
your merchandisers should be ready
to place it on the showroom floor.

Just like having the right number
of people doing the right things on
the front end, the back end needs
to be able to fulfill quickly. Look
for ways to communicate effectively
with customers for time consuming
tasks such as delivery scheduling,
payment collection, and customer service work processing. Online
system-integrated forms, email and
text are all ways to get the job done
faster and make a more favorable
impression on your customers.

Conclusion
It is likely that supply chain issues
will continue for sometime into 2021.
In my opinion, these challenges will
exist until demand goes back to
pre-pandemic levels and the virus
dissipates. This is an opportunity in
disguise for retailers that embrace
continuous improvement, become
better at managing customer experiences to reduce cancellations and
gain a leg up on their competition.
About David McMahon: David
McMahon is founder of PerformNOW
Inc. PerformNOW has three main
products that help home furnishings businesses improve and innovate: Performance Groups (Owners,
Sales managers, Operations),
PerformNOW CXM (Customer
eXperience Management systems
and processes), Furniture business
consulting. Your can reach David at
david@performnow.com.
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DESIGN & DESIGNER SERIES

Furnishings Trends

A

INTERVIEW WITH SCAD'S SHEILA

discussion
of furniture
design trends
that also
examines the
relationship
between form,
function and what
consumers will
be looking for to
meet their home
furnishings needs
as we exit the
pandemic.

18

EDWARDS & FRED SPECTOR

For this installment of the Design
& Designer series, Furniture World
interviewed SCAD (Savannah
College of Art and Design) professor Sheila Edwards and Fred
Spector, SCAD’s Associate Chair of
Furniture Design. Spector is also the
founder of Frederic Spector Design
Studio, a design firm specializing in
commercial and residential furniture, lighting and tabletop products.
Spector did his graduate work in
industrial design at the Rhode Island
School of Design and studied furniture design at University of the Arts
in Philadelphia. He interacts with
students in a number of ways. As
well as teaching studio design classes, Spector is responsible for teaching a professional practice class for
graduating seniors. “It covers everything from creating a portfolio to
understanding the business side of
being a freelance furniture designer,“ he explained.
Sheila Edwards took a more
adventurous path to become a furniture design professor. She worked
in the field of psychology for several years after graduating from
Marquette University in Milwaukee.
“And then,“ she recalled, “I spent
several years working in New
Mexico’s public school system, then
in Alaska’s fisheries, took a job as a
photographer’s assistant and held
several other positions before dis-

covering a calling to pursue art and
design as a career.
“I attended Haystack Mountain
School of Crafts, took a class there
with Jo Stone, a fantastic furniture
maker and teacher. She opened
my eyes to the potential of furniture
as an object that can shape social
behavior and provide support for the
best parts of people’s lives. At that
point, I returned home to Cleveland,
worked as a carpenter’s apprentice,
attended SCAD for graduate school,
became a custom metal fabricator, returned to SCAD, and ended
up teaching a course in furniture
design. I’m particularly interested
in the relationship between humans
and functional objects as well as
how people develop and assign
meaning to those objects according
to function; physical, social and
emotional.“
Students from a number of disciplines at SCAD participate in Sheila
Edwards' furniture history course.
“We have students from furniture
design, but also industrial design,
architecture, interior design, game
development and film production
design. It's very collaborative.“

Industry Trend Spotting
Furniture World asked if she thinks
the topics covered in her furniture

FURNITURE WORLD January/February 2021
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KnudsenBergHindenes

Floyd
Mast Furniture

Croft House

21st Century Craft
Efficient design that incorporates
honest materials with an emphasis on
connections and heft. Often available
in flat pack with modular design,
customizable and reparable.

Edwards continued. “The term nies have done well with that look.“
Neoteny refers to large rounded
features present in young animals.
Trend: Art Deco
We’re seeing cute, sort of chubby
furniture incorporating larger shapes
Following the “Spanish Flu“
and forms.
pandemic
100 years ago peo“This trend might be a reaction
to the high level of stress and anxiety present in society over the past
several years. I recall seeing mushroom and pill-shaped designs at
the Milan show in 2013. During the
pandemic, we’re seeing those forms
become more mainstream, with soft
colors, peachy pinks and muted
rust—earthy colors.“
“Neotenic design isn’t trending in
the mass market yet,“ elaborated
Fred Spector, “but it can be seen in
the European market and is present
among smaller boutique furnishings
manufacturers who’ve introduced
soft, rounded, voluptuous and even
childlike forms.
“We’ve seen a similar trend for a
Trend: Neotenic Design
while now in outdoor furniture with
big, heavy, pillowy cushions that
“Neotenic design is trending,“ envelope the sitter. Several compa-

design course at SCAD are of use to
home furnishings retailers.
“Certainly,“ she replied. “History
operates in cycles. So, if retailers and
manufacturers can correctly identify
why certain styles, materials, shapes
and colors are trending, they may
be able to anticipate what’s coming
next.
“We find ourselves in a moment
that’s multi-faceted with numerous
trends happening all at the same
time. It is the style of the individual in
many ways, but certain themes are
emerging. Understanding the cycles
of history can help brands and retailers tell a story that resonates with
their customers. And since today’s
consumers prefer to ‘buy’ a story
along with their furniture, being able
to relate historical and design information becomes meaningful from a
sales perspective.“

22

“Whether or not we
continue to move away
from luxury as a concept
may depend on whether
it’s a short-term trend
in opposition to the baby
boom generation, or
an authentic millennial
generational story.“
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DESIGN & DESIGNER SERIES
SCAD's Sheila Edwards says that “Today we are seeing the rise of companies like
Etsy (etsy.com) that reflect the trending craft movement—a desire for authenticity,
and for the author of the work to be known.“ Etsy’s motto is “Keep Commerce
Human.“
The image below features Lansing Chairs from Norwalk Furniture in a Norwalk
fabric design by Jill Seal. Her fabric designs use a marbling technique that can
impart a regional craft look and a unique sales story.

ple went wild during the Roaring
20s. Furniture World asked Sheila
Edwards if we might see a similar
social movement and perhaps a
trend toward more luxurious designs
when the current pandemic winds
down.

a revival of living it up after difficult
times.“
Edwards says that “some of the
large, rounded, radiused forms
and oversized channel tufting that’s
trending right now has a strong connection with Art Deco designs.

of luxury that weren’t seen in the
Bauhaus approach. Art Deco incorporated beautiful materials on fairly
simple forms. The designer JeanMichel Frank emphasized this idea
of simplicity of form combined with
the richness of the material.

“We’re already seeing a lot of
Art Deco, a style that originated in
the 1920s. But it’s too early to tell
if it’s a centennial proto habit that’s
re-emerged or if the market is anticipating the end of the pandemic and

“Art Deco was created as a new
style for a new century—an interwar style. It was a variant of what
the modernists were doing in terms
of architecture and interior design
at the time, and yet it had elements

“If we think of Art Deco as 'future
facing luxury' I think this trend will
continue, but what millennials consider luxury is perhaps different from
the past. I see this new luxe as related to the provenance of materials,

George Nakashima

Trend: Studio Craft
Homage is paid to the material, the expression of craft knowledge and skill. These designs are
often sculptural and rethink archetypes. “The furniture buying public,“ SCAD's Fred Spector told
Furniture World, is looking for more connection to handmade objects.“ He says that's been
reflected in the rise of Amish companies. Major industry players have noticed this trend as well.

Sam Maloof

George Nakashima

26

Sam Maloof
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DESIGN TRENDS
craft and a good story.“

Trend: Focus on Finishes
According to Fred Spector, as
wood has become more expensive, finishes have become much
more important. “It used to be that
designers could specify the use of
solid Walnut, for example, but for
most applications today it’s not possible due to the cost. That's a reason that brands have moved away
from producing the pure traditional
furniture designs we used to see in
our industry,“ he explained. “As finishes have become better, designers
have pared down ornamentation
and emphasized layered finishes.
It’s easier and more cost-effective.
“We are seeing larger retailers
asking designers to create furniture that includes more texture and
eye-catching patterns. Drawer fronts
that would typically have been
carved or solid wood are being cast

in resin material then finished to
look like wood. This can be done
affordably in a way that consumers
can't tell the difference.
Spector believes that some of
these shifts away from traditional
sold wood designs are being driven
by consumer lifestyle changes as
well. “Most people don’t need a
super formal dining room in addition to an eat-in kitchen. They are
looking for furniture that does it all.
The classic, formal solid Cherry dining room set our parents or grandparents had, just doesn't fit in with
today’s lifestyles.“

Trend: Modern
“Mid-century
modern
and
Scandinavian designs, with their
honesty and simplicity, are going to
remain popular,“ observed Spector.
At the most recent High Point
October show, these designs were
all over Interhall.

“We’re seeing cute,
sort of chubby furniture
incorporating larger
shapes and forms.
This trend might be a
reaction to the high level
of stress and anxiety
present in society.“
“On the manufacturing side,
mid-century designs have largely been produced successfully by
boutique companies. Larger manufacturers have chosen to trickle mid-century modern design into
their lines in a subtle way. Right now
designers are seeing more interest
in modern designs from larger fur-

Arts & Crafts Movement
These designs emphasized guild vs. factory production, the expression of craft knowledge
and skill. There was a search for quality through Gothic forms, techniques and details.

Gustov
Stickley
Gustov Stickley

Greene & Greene

Morris & Co
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Sheila Edwards teaches
furniture design at SCAD.

niture manufacturers -- even those
who wouldn’t typically touch modern styles. They want to introduce
it with mixed media and metal elements. Combinations of metal and
wood, or metal, wood and woven
to marry different patterns, materials
and textures.“

pandemic, the need for a home
office expanded rapidly. Developing
a new line of furniture can take a
year, and we are still dealing with
supply chain problems. The industry is just starting to realize that
we need to address a new set of
home office needs. Businesses have
moved away from office cubicles
and toward open office plans. I
think we’ll see a lot of that move
into the home. West Elm has a contract division that can be purchased
through Steelcase. Blu Dot has a
similar arrangement. We will continue to see a trend toward meshing of
residential and contract home office
furniture design and production.“

Trend: Home Office

Trend: Storage

Spector also predicts that there
will soon be big innovations in
home office design. “During the

“There is an ongoing
opportunity,“ he believes
“for innovation in storage

Trend: Art Deco
Art Deco that incorporated beautiful materials
on fairly simple forms is starting to trend once
again. It became popular as a new style for a
new century, especially after the “Spanish Flu“
pandemic of 1920.

and organization. There are lots of
wasted spaces in most sofa designs
and under beds.“ Spector says
that people need storage that will
accommodate new technology and
adapt to changing needs to house
all their stuff.

Trend: Arts & Crafts
“The furniture buying public,
Spector continued, “is looking for
more connection to handmade
objects. Amish companies that
might have previously been on the
fringe of the furniture industry have
become more important. Major
industry players have noticed this

Pierre Chareau

Emile-Jacques
Ruhlmann

Donald Deskey
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Masquespacio

Eny Lee Parker

Neotenic Design

Soft Geometry

Neotenic Design can be child-like, cute or
chubby with soft geometric forms. It may
include assembled objects that relate visual
comfort, are playful and friendly.

trend. The connection to craft and
handmade has been around as a
trend for a while and that is going to
continue in a way that will become
more interesting. Retailers such as
Crate and Barrel and Restoration
Hardware already have spots on
their websites where they talk about
local craft and are incorporating
items into their product mix.
“There are other companies as
well that are focusing on introducing furniture with a handcrafted feel
including Ethan Allen and McKinnon
and Harris, a producer of high-end,
hand-crafted outdoor furniture.
“Jay Anna Mize and Gary Inman
recently spoke to a group of SCAD
students about how craft is coming
to the market. I recall that Mize
spoke about how Norwalk Furniture
introduced fabrics designed by Jill
Seale. Mize said that Seale's technique, based on ancient Italian
paper marbling brought a regional
craft look and story to these upholstered fabric designs.
“International craft techniques are
playing a larger role as well. We are
seeing handmade ceramics that had
become much less important come

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 27

Jason Ju, Design by Them

back in a big way as part of the
handmade trend.“
Sheila Edwards agreed that craft
looks have become more important.
“SCAD students feel a real kinship
with William Morris and the Arts &
Crafts movement of the late 19th
and early 20th century that called
into question the social and manufacturing structures of the industrial revolution with an emphasis on
craft.
“Today we are seeing the rise of
companies like Etsy (etsy.com). Their
products reflect the craft movement—a desire for authenticity, and
for the author of the work to be
known.
“Furnishings purchasers want to
hear a craft story and a production
story attached to furniture collections, making furniture more exciting
and accessible to retail customers.“

Trend: Neo-Classic
“Interestingly, there has been a
revival of American forms.“ Edwards
sees more Windsor chairs, trestle tables and Americana furnishings forms emerging. “We’re hav-

ing an interesting relationship with
neo-classicism right now. The classics never really go out of style.
And, this trend is a very clear and
identifiable indicator that people
find comfort in the familiarity of classical forms.“

Form and Function
Henry Sullivan, the modernist
architect said, “Whether it be the
sweeping eagle in his flight, or
the open apple-blossom, the toiling workhorse, the blithe swan, the
branching oak, the winding stream
at its base, the drifting clouds, over
all the coursing sun, form ever follows function, and this is the law.
Where function does not change
form does not change. The granite rocks, the ever-brooding hills,
remain for ages; the lightning lives,
comes into shape, and dies in a
twinkling.“
Regarding form and function,
Sheila offered her view that the
basic function of a furniture item
“must come first, with the dressing
of that function being a secondary
consideration. Furniture also satis-
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fies social and emotional needs,“
she added. “A kind of functionality
as well that goes beyond the basic
need for a place to sit, sleep or eat.“
She directed Furniture World
readers to the works of two writers, Donald Norman, author of
“Emotional Design: Why We Love or
Hate Everyday Things,” and Mihaly
Csikszentmihalyi's article, “Why We
Need Things“ that tracks the meaning of objects in our homes. These
are both good sources for understanding the motivations consumers have for their home furnishings
purchases.

“The
pandemic,“
Edwards
observed, “has led to new ways
we are using our homes. I’ve seen
a number of really ingenious and
hilarious home setups to accommodate working, learning, and children. We’ve seen a sharp rise in the
need for practical solutions. It will
be interesting to see the residual
effects on the balance of function
and practicality moving forward.“

Next-Gen Design
“SCAD students are interested

Fred Spector, SCAD’s Associate Chair
of Furniture Design, is also the founder
of Frederic Spector Design Studio, a
design firm specializing in commercial
and residential furniture, lighting, and
tabletop products.
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in designing objects that meet the
emotional, social and functional
needs of individuals and society,“
observed Professor Edwards. “They
see that as a path to sustainability
and living a life with meaning.
“That's why attending the High
Point Market is often an eye-opening experience for them. The enormity of the industry from brands to
manufacturers, buyers to designers,
international trade to domestic production; students suddenly recognize
how much work (and opportunity) it
is to get their idea from paper to the
customer's home… and then passed
on to subsequent generations.
“At typical furniture stores, there
is sometimes a disconnect between
what younger consumers say they
want and what they’re able to get.
Many of our students here at SCAD
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Pictured at right are designs
created by SCAD students:
Walnut Chair by Matthew Grello,
Pucker up stools by Lin Zhu,
Girl talk chair frame by Suthinee
Kasemsomporn and the
Cygnus chair by Shih Wu.

are trying to fill that void. They
can afford IKEA, but they want
something that will make a more
personal connection and that they
will want to keep beyond their next
move.
“That’s why many furniture
design students choose to design
furniture that is ready-to-assemble and easily transported but with
higher quality materials and craft
details—non-disposable, portable,
multi-functional and affordable.“

Furniture Design Programs
In closing, Fred Spector spoke
about career prospects for students in furniture design programs.
“Thousands of colleges across the
country teach interior design, but for
those who want to learn how to be

a furniture designer, there are only a
few schools that teach true furniture
design like SCAD does. There are a
lot of furniture companies out there
that need design help and not a
lot of schools teaching furnishings
design,“ he told Furniture World.
SCAD students enter the workforce well prepared. They are
exposed to the best technology as
well as the most interesting and
intimate part of the craft. They learn
the business side of furniture design
and do a lot of research. Though
some of our students go on to be
'makers' after graduation, most pursue careers as furniture designers.
The fact that they’ve spent time in
the wood shop, in the metal shop,
understand fabrication and the craft
of furniture-making, is a real benefit.

Multi-Function
Furniture Trend
from 1905
Furniture World
Magazine
Many SCAD design
students, said Sheila
Edwards, choose to
design furniture that is
“non-disposable, portable,
multi-functional and
affordable.“ This is not
a new idea. This cartoon
penned by Otto Jiranek, the
prolific Grand Rapids-based
furniture designer, was originally published in 1905 and
reprinted in a 1930 edition
of Furniture World. It reads,
“A quarter of a century ago
the present vogue for easy
chairs was foreseen by
Otto Jiranek, whose
cartoon appeared in
Furniture World.“ It seems
that these ideas were also
on his mind back then.
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R

retailers are
arrested, die
of apoplexy,
visit furniture
shows and
pioneer DTC
mattress sales
models. It's the
same old home
furnishings
business!

36

by Russell Bienenstock

Just 10 years following the founding of the Pony Express, the first
copy of Furniture World's predecessor publication “The Cabinetmaker“
made its way into the mails. By
1870, Ulysses S. Grant had been in
the White House for about a year,
the US Government just recognized
the new French Republic and people mourned the recent death of
Charles Dickens.

1895–A Changing World
By 1895, the entire world of furniture had changed.
The furniture industry had transitioned from creating its products
in cabinet-making shops to mechanized factories. This was a continuation and an acceleration of a trend
started in the US three quarters of
a century earlier with the founding
of the Hitchcock Chair Company in
1818.
As the industry matured, manufacturing moved westward. By 1870,
the states of Illinois, Michigan,
Indiana and Ohio were becoming
important furniture manufacturing
centers.
At the same time, a new generation
of retail furniture stores emerged.
Dry goods stores and funeral parlors expanded their operations to
include furniture. Department stores

continued to be a major force in
furniture sales for years to come. In
1896, Sears & Roebuck introduced
it's general merchandise catalog,
selling many categories of home
furnishings including furniture.

Furniture World
Responds to Change
John Towse started publishing New
York based “The Furniture World“ in
response to these changes. Furniture
World would later acquire the rights
to “The Cabinetmaker.“
Furniture World's staff included
G. H. Langworthy who was listed as
Secretary. She would become editor
and owner of the publication. Mrs.
Langworthy, nicknamed the “Mother
Angel“ of the furniture industry,
would hire N.I. (Sandy) Bienenstock
in 1922 to put the publication on
sound financial footing following an
incident involving an embezzler and
the mistress of a major New York
furniture retailer.
Sandy Bienenstock eventually purchased Furniture World, established
the Bienenstock Furniture Library
in High Point and was inducted
into the American Furniture Hall of
Fame.
In 1895, Furniture World turned
away from articles about furniture
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High Point offers
unusual marketing
facilities – 1919
High Point Market was open for
business during the “Spanish Flu“
pandemic. Ad from 1919 Furniture
World.

High Point Market’s first “Main“
building from a 1921 Furniture
World issue.
Ad from 1930 featuring J.D.
Basset, Sr., and his mammoth
new dining room furniture factory
producing products seen at the
New York and Chicago shows.

production and cabinet making
materials in favor of reporting business opportunities, editorial commentary and information on weekly
market conditions in major furniture
producing and consuming centers
such as Philadelphia, Grand Rapids,
Chicago and Cincinnati.

19th Century Journalism
In the April 4, 1895 edition, John
Towse wrote, “The Furniture World
will be a newspaper, independent
in opinion, progressive in everything
pertaining to nineteenth century
journalism, trustworthy in its news
columns. It will not only be inexpensive, but bright, and will be made a
welcome weekly visitor to the factory
and office of the manufacturer as
well as to the store and counting
room of the retailer… Its career
will be unbiased and unprejudiced
against men or markets, with friendship for all and malice toward none.
38

The United States will be its field, the
world its source of inspiration.”
Judging by letters received from
subscribers and advertisers, Furniture
World was well received. For example, E.B. Reve wrote, “Enclosed find
a money order for $2, in payment
for my subscription. I congratulate
you on the snap and vim in the first
issue. The child was born with all its
hair and teeth. If it gets better as it
gets older, it will be a corker.”

A Changing Industry
Boston and New York were early
centers of furniture production. In
Boston, before 1895, furniture manufacturers took their products by
boat to nearby towns and auctioned
them off on the dock. Sales were not
always brisk, causing goods to often
be sold at large discounts. Necessity
being the mother of invention, small
groups of furniture producers decided to try to get buyers to come to

them.
By 1870 a movement was underway to try to bring buyers to the
goods instead of bringing goods to
buyers. Throughout the 1870s and
1880s, furniture manufacturers held
small cooperative displays, mostly
in warehouses. This solution proved
less than satisfactory and expensive
for buyers who had to travel long
distances to view goods without the
advantages of modern roads or
“horseless carriages.”
Commenting on this early system,
William M. Bangs would later write
in a 1911 Furniture World article
about a manufacturer who offered
to send a carriage to pick up buyers wanting to inspect his furniture
lines. Bringing in buyers one at a
time Bangs observed, was like “an
attempt to irrigate the Sahara desert
with a watering pot.” Under such
a system, he said, “the command
upon the attention of buyers was
uncertain and as tenuous as the tail
of Halley’s comet proved to be.”
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We are facing a very bright period for
the furniture industry! – 1929
Furniture retailers and manufacturers proclaimed in the
November 21st 1929 issue of Furniture World that “Financial
conditions of the country have never been better than the year
at present.—There is strong confidence in the stable condition
of business in general.—and In my mind, we are facing a very
bright period for the furniture industry!“
After the stock market crash in 1929 Furniture World
advertising revenues plummeted along with the US economy
during the Great Depression. Roughly 25 percent of former
U.S. wage earners were unemployed— bread lines and
homelessness proliferated. The house ad (left) from a1930
issue advertised that Furniture World, “published weekly, it
offers concentrated circulation in the world's greatest
market. This area is approximately about one-sixth of the
United States. 18,084 dealers, about half of all in the United
States, sell their wares to this concentrated population.
5,711 are rated over $5,000 and 500 are rated between
$125,000 and $1,000,000.“

First Major Furniture Show
Charles Spratt believed he had
a solution. Furniture World reported that he arranged a series of
meetings sponsored by the
Central Furniture Manufacturers’
Association. The result was that the
American Furniture Manufacturers’
Exposition was formed on March
12, 1891. The new association took

“If you think you've had
a tough time in 2020.
Read a sampling of
the misfortunes in the
furniture industry as
reported in 1918 and
1919 during the 'Spanish
Flu' pandemic.“
40

over a building on 3rd Avenue and
63rd Street in New York City, renting
space at 10 cents per square foot for
the purpose of “selling to the furniture trade only.” Retailing was strictly
forbidden. At first, only Eastern manufacturers were permitted to show at
the exposition, but these rules were
soon relaxed. Mid western companies were admitted as well. Spratt,
who soon became a traveling salesperson for Furniture World, believed
that in order to establish a national
market, there must be no limitation
imposed on or advantage given to
individual exhibitors based on their
geographic location.
In an 1895 edition of Furniture
World, Mr. Spratt declared, “It is
the desire of every dealer of any
business energy to go to market, but
unless he has a very large business,
he cannot afford either the time
or money to semi-annually spend
a month traveling over five states,
through snow or oppressive heat,
and seeing but several lines a day,
whereas he can come to New York
in January and July, and in a comfortable and business like manner,
inspect in one building, within a few

days’ time, samples from over one
hundred and fifty factories, meet
manufacturers with whom he is in
constant business correspondence,
adjust pleasantly any little misunderstandings that may have arisen,
and after buying what he needs,
go home with the intense satisfaction of having seen the goods he
bought, and acquired a thorough
knowledge of the conditions of the
markets and the seasons’ offering
before he placed an order.”

Shows Spread West
Furniture shows in other areas of
the country were being built to support furniture manufacturing across
regional areas, including those
in New York, Chicago, Rochester,
Cincinnati, Boston, Philadelphia,
Indianapolis, Rockford, St. Louis,
Grand Rapids, Jamestown and
Shelbyville.
The Grand Rapids market was
similar to New York in size and
the Jamestown Market was not far
behind. By the printing of the July 4,
1895 issue, Furniture World report-
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Jamestown Market - 1945

An ad in a WWII issue of Furniture
World announced that the Jamestown
Market would be closed for the first
time in 27 years. The ad made it clear
that the decision was “Not by choice
but in cooperation with the United
States Government.“

Chicago American Mart - 1961

Following Richard Nixon's loss to John Kennedy
in 1960, United States GDP dropped almost
2.5 percent and unemployment grew. Text
promises that “Practically every forecast prophesies a pick up after April 1st,“ and a “Strong
revival of new home building means new furniture needs for much of 1961.“

NY Market - 1903

ed that Jamestown had just about
joined the ranks of the three major
markets of New York, Chicago and
Grand Rapids. “Jamestown is ambitious,” the article noted, “and if this
year’s experiment is a success, she
will be on the list. She has done
notable preparatory work, and her
visitors will enjoy the delightful surroundings of Celeron Hall.”
At the summer 1895 furniture
exhibition, New York City boasted
nearly 200 exhibitors housed in
121,000 square feet of exhibition
space, attracting over 1,500 buyers.
It's interesting that as soon as furniture shows appeared on the scene,
there was talk of having a single
national show. The July 11, 1895
issue featured a cartoon titled, “The
Enthusiasts Dream of A National
Furniture Exposition.“ This was an
idea repeated throughout the years
in many letters to the editor and
opinion pieces in Furniture World.
Depicted in the drawing was a large
building with flags representing the
42

This ad listed reasons why
retailers should come to the
New York Furniture exchange
whether they “need anything
or not.“ The building boasted
100 leading and successful
factories and 250 visiting
buyers each week. In 1903,
the U.S. gets the rights to
build the Panama Canal and
leases Guantanamo Bay
in perpetuity from Cuba.
Theodore Roosevelt is
president.

furniture exhibitions of the time.
Grand Rapids, once the premier
furniture show ceded dominance to
Chicago, and then to High Point.
Las Vegas, Dallas, Atlanta, San
Francisco and many other smaller
regional shows entered the mix.
Much about the way the furniture
industry buys, markets and sells
home furnishings was in place by
the time Furniture World completed
its first year of publishing under it's
new name. Since then, Furniture
World has been published continuously through Word War I and the
so called Spanish Flu pandemic
(historians say it may have started in
Kansas), the Great Depression, the
cold war, social upheaval and many

boom and bust cycles.
Regarding Furniture World's coverage of the pandemic that killed
millions world-wide from early 1918
through spring 1920— there wasn't
any! Whereas in 2020, a huge
amount of press coverage has been
devoted to the COVID-19 pandemic, coverage 100 years ago was
suppressed by the government in an
attempt to maintain high soldier and
citizen morale throughout the war.
The Sedition act of 1918 passed
under president Woodrow Wilson
forbade citizens to utter, print, write,
or publish any information that
might impede recruiting or damage
the war effort with a maximum fine
of $10,000.
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DURING THE LAST BIG PANDEMIC
Pandemic Problems 1919
If you think retailers and manufacturers have had a
tough time in 2020, read a sampling of the misfortunes
in the furniture industry as reported in 1918 and 1919
during the Spanish Flu pandemic estimated to have killed
as many as 625,000 people in the U.S.

Furniture Dealer Loses Finger Hunting Rabbits:
G.H. Patrick, furniture dealer at Lyons, IL, near Chicago
had the index finger of his right hand blown off last week
while out hunting rabbits. He was standing with he butt of
the gun on the ground and his right hand over the muzzle
when the weapon was in some manner discharged.
Furniture Clerk Found Dead:
Charles Overman, a clerk in a north side furniture store,
was found dead in a gas-filled room by his landlady last
week. He had complained of the difficulty of making
ends meet on his salary, according to witnesses at the
coroner's inquest. He was twenty-eight years of age.
Retailer Killed. Creditor's OK:
Emil Sachs, 1807 Milwaukee Avenue, shot and killed
himself in his store last week. His action is traced to
domestic trouble. He had been in business for the past
six months at the present address. Prior to that time he
had been in the Navy. Creditors regard the business as
solvent, and believe that all claims will be satisfied after
a sale.
Wood Finishers Indicted:
Orders to cease and desist from the practice of commercial bribery have been issued against the New York Wood
Finishers' Supply Co., by the Federal Trade Commission.
Retailer's Payroll Stolen:
The safe in the office of the Gold Furniture Co., was
blown last week, and $15,000 in cash and liberty bonds
were stolen. The loot included the company's weekly
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“G.H. Patrick, furniture dealer at Lyons, IL, had the index finger
of his right hand blown off last week while out hunting rabbits.“
payroll, which had been locked in
the company's vaults over night for
distribution on the following day.

Retailer Defrauds Creditors:
Wilber Coufel, a furniture dealer,
of Gary, Ind., has been arrested on
a charge that he sought to defraud
his creditors. Coufel is now out on
bail.

Arrested With Their Wives:
Samuel Salef and Harry Liberman,
owners of Star Upholstered
Furniture were arrested together
with their wives, Leah Salef and
Dora Lieberman, charged with conspiring illegally to obtain merchandise, also with assault.
Furniture Industry Graft:
A Michigan furniture manufacturer
writes us as follows: “We want to
express to you our appreciation of
the article in your paper of February
12th regarding the furniture graft
of the Michigan Retail Furniture
Dealers' Association. If there is one
particular thing among the many
that Furniture World has done in
elevating conditions in the furniture
business, exposing of this kind of
graft is very commendable.“

a fraudulent (furniture store) failure,
was arrested in this city (Gettysburg,
PA) last week accused of the larceny
of a consignment of eggs valued
at $570 and belonging to Albert
Hollinger of Adams County, PA. He
was also charged with false pretense concerning the disposal of the
eggs. Jacob Cohen, another brother, who was also connected with
the Cohen failure, was arrested at
the same time on the same charge.
Both Dave and Jacob Cohen were
held under $800 bail each, in the
City Hall Police court for a hearing.

Trooper Shoots Furniture Man:
Louis Berger, the furniture dealer, who operates a retail store at
5243 Market Street, was proceed-

ing along the boulevard in his own
truck, which was being driven by a
chauffeur. It seems that the truck
was being driven at a fast rate of
speed and after very nearly upsetting a passenger automobile was
pursued by the State trooper. The
driver of the truck refused to stop
and the constable drew his revolver and jumped on the step of the
truck. The chauffeur threatened the
trooper with a hatchet and Berger
kicked at the hand holding the gun.
The trooper was thrown from the
truck and the gun discharged, the
bullet striking the furniture dealer in
the arm. The verdict returned by the
jury stated that death was due to
apoplexy caused by the fright from
the wound.

Cartoon from an
1895 Furniture
World issue.
“We don't buy
nothing here,
Silas! Look how
the weight of that
little vase bent the
legs on that brass
table.“

Cohen Furniture Brothers
Arrested For Egg Larceny:
Dave Cohen, brother of Harry J.
Cohen who planned and executed
44
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WONDERFUL WORLD OF
CHEMISTRY - Material Advances

That's Not Wood, Lady
It's petro-chemicals! - 1968

Shell ad claims “Components of DURATION
Polymer reproduce intricate carvings in exquisite detail with the warm look and feel of fine
hardwood. Our new 17-minute video 'That's Not
Wood, Lady' tells your people about the advantages of DURATION Polymer and how to use it
as an effective sales tool on the floor.“

The luxurious elegance
of vinyl - 1959

Miracle drug for furniture sales - 1957

Graphic above is from a Dunlop Tire & Rubber
Corporation advertisement in a 1957 Furniture World
issue. Text read, “Looking for a miracle drug that will
put new life into your furniture sales? The newest,
most exciting products in upholstered furnishings today
are upholstered with foam rubber. It's overwhelming
popularity cannot be denied. Over 80% of new
furniture customers are specifying foam rubber!“

Federan ad in Furniture World claimed that
“Federan vinyl plastic fabrics give your products
the look of luxurious elegance and the guarantee
of the finest possible quality covering fabrics.“
Endorsed by Parent's Magazine.

.

Beautiful wood
incorporated
into protecting
plastic - 1945
Formica ad reads,
“Its use on furniture
for every room in
the house means
more pleasure from
use-without-risk,
more pride and
pleasure when furniture is old but still
looks new.“
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Pitchman For Naughahyde.
It's better than leather! - 1969

A 1969 ad featuring pitchman Johnny Carson. Text reads,
“My Friend and I will help you push recliners for Father's Day.“
Thousands of squeezable, huggable Nauga toys were
distributed by Uniroyal at the 1969 High Point Markets.
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TRANSPORTATION — From Horse & Wagon
Furniture Transport:
Motor Trucks Are Coming! - 1918

In very early days the furniture wagons in use were of a nondescript,
miscellaneous sort and then there has gradually evolved the type
shown in the first picture (shown at left), a big, wide wagon on
platform springs, the ample floor body being enclosed around with
removable upright standards. These wagons were admirably adapted
for handling crated goods of the bulky kind and are still in general
use. The swift and tireless motor truck however is coming in and will
eventually displace the horse-drawn wagons entirely.

Transportation News! Teamsters' Strike - 1919

Furniture World article reported that “Furniture dealers are threatened
with a strike of teamsters when the agreement with the present union
expires on December 31st. The union has presented a set of demands,
among them one for greatly increased wages. Some of the demands
are so radical that there is no possibility that they will be granted. In
spite of this it is believed that negotiations will result in a mutually
satisfactory agreement.“
Trucking ads in Furniture
World: National Delivery
Association ad from 1928
touts overnight door-to-door
delivery in closed padded
pneumatic-tired vans. Also a
portion of a Peerless Truck ad
from 1922 and a recent Isuzu
ad from 2019.

Pictured is an early Art Van truck and one from Wolf
Furniture (1930s), plus a Haverty's Truck entered into
Furniture World's “Beautiful Truck Contest“ in 2008.
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150 YEARS OF HOME FURNISHINGS

Motion Furniture - Rocking, Rolling & Reclining
The Most
Wonderful
Chair - 1929

BERK-LOCK
Lounge, Rock,
Recline - 1950

This ad from Decker
Automatic Comfort Chair
boasts that the chair
“reclines to a full reclining
position automatically.
It returns to a sitting
position automatically.
It is priced to increase
your profits.“

Berkline ad features
celebrity John Reed King,
network quiz master, in a
BERK-LOCK from Berkline
reclining chair, “The best
selling chair of its kind in
America.“

Push The Button-Back Recliners - 1919

Spokes "Persons"
1969 & 1984

Royal Easy Chairs Push the button-back recliners ad
below featured a foot rest that slides back out of
sight. The copy from1919 Furniture World notes that
retailers who participate in Royal's nationally
advertised sales commonly sell 70-100 a week.

La-Z-Boy 1969 ad copy reads, “The
burro is highly prized for his uniqueness.
He's capable of withstanding torturous
burdens. He outlasts them all, as he
has no real competitors. You could
easily say that we keep the burro in
mind while building La-Z-Boy® chairs. It
adjusts gently and easily to any weight.“

Patrick Norton of La-Z-Boy
Chair Company in an
ad from Uniroyal
pitches the benefits of
Naugahyde in 1984.
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Ad copy featured in past issues of
Furniture World advertisers might not use today

The World's Greatest
Sleeping Pill - 1969

Ad copy for Bemco's
Quiltorama Mattress reads,
“Customers get more out of
the world's greatest sleeping
pill. As featured in Look,
McCall's, Ladies Home
Journal, Redbook, Brides,
Modern Bride and Bride &
Home.“

The Climax Girl Never Tires - 1904

United States Spring Bed Co. ad featured a full line
of couch beds that presumably were the climax of
taste, design and quality, shown at the New York
Furniture Exposition.

36-24-36 And That
Applies To Bed
Frames Too - 1973

Temple Stuart Turns you on - 1970

Ad copy reads, “If you are up for fast sales, don't let
it ride. Turn on to profit with Temple Stuart.“

Ad copy reads, “And this
applies to bed frames,
too... Switch to Wonda
Wheel, the bed frame
with the measurable
difference.“

You Are Judged By Your
Furniture As Well As Your
Frocks - 1929

The National Home Furnishings
Campaign titled “First Furnish Your
Home“ was meant to spur consumer
spending. Launched in 1929 on the
eve of the Great Depression at a
cost of $4 million, the ad counseled,
“Make your home truly reflect your
business and social standing — a
constant aid to advancement. Just
as you judge others by appearance,
you, too, are judged.“ Of course,
after 1929 not too many people had
money left to purchase furniture.
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POINT COUNTERPOINT

OPTIMISTIC OR PESSIMISTIC ABOUT

FURNITURE SALES IN 2021?

E

d says that
he's never
been more
positive.
Bill issues dire
warnings and
advises retailers
and brands to
batten down
the hatches!

52

by Bill Napier & Ed Tashjian

Editor’s Note: Here's more from
Furniture World's point/counterpoint
duo Bill Napier and Ed Tashjian
who have debated numerous topics
in the pages of Furniture World.
See all of their commentary at
https://www.furninfo.com/Series/
Debate/57.

POINT: Ed Tashjian
11 Reasons To Be Optimistic
I have never been more optimistic, and you should be too. Retailers
have many positive things to look
forward to in 2021 and the decade
to come. You will be sorry if you
don’t prepare for it.

1.

There will be nominal
price increases from
all manufacturers resulting in
increased retail prices and
margins.
I can assure you that prices are
going up because raw materials
and logistics costs are increasing
for manufacturers. Their margins
are already razor thin, so they have
no other choice. We have been
taught to hate price increases, but
there is no reason to fear them.
Americans buy furniture so infre-

quently that they have no idea what
a sofa or other furniture items cost.
They are far more interested in the
40 percent off than the absolute
price. No one has a time series
graph of sofa prices on their refrigerator. Unless you tell your customers, they will have no idea your
prices have gone up. And typically,
an extra $100 means nothing to
them financially. To quote my buddy
Jerry Epperson, “If you are not
raising your prices when all around
you are raising theirs, your store will
be remembered for its great values
during the liquidation sale.” Raise
your margin dollars. Your costs are
going up too.

2.

Retailers have a lot of
momentum moving into
the new year. Sales are tracking
at a much higher rate than the
prior year.
Holy mackerel. I can’t remember
when business has been this good.
My upper-end clients have the
highest-ever number of orders and
backlogs. Across the counter retail
sales are also robust. According to
the latest data from the Department
of Commerce, furniture sales were
up six percent in October and eight
percent in September against high

FURNITURE WORLD January/February 2021
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FSN provides on-site repairs, diagnostics and
installation services in 47 states at
both 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
- Coronavirus cleaning service

Your First Repair is Free!

Experience the diﬀerence FSN can make to your operation.
Free oﬀer on your ﬁrst order. Up to a $250 value.
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SEAMLESS SERVICE

HERE'S WHAT FSN DOES EVERY DAY

PROFESSIONAL

• Minimize exchanges & returns
• Increase proﬁt margins
• Pre and post-sale expert repairs
• Get control of chargebacks
• Improve your customer experience
•New turnkey service solutions

KNOWLEDGEABLE

Looking for a partner to own the after sales
service process as an extension of your brand?

FSN helps furniture retailers improve
customer satisfaction and repair
eﬃciency with 24/7 service— making
over 180,000 service calls annually.

Contact Jason or
Melanie to see how FSN
can help your business.
jason.baumgartner@fsnpro.com
melanie.gallagher@fsnpro.com
http://www.fsnpro.com
4035 Premier Dr. Suite 203, High Point, NC 27265
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POINT COUNTERPOINT

“The great business regrets

of our lives are missed opportunities. It seems like every time there is a crisis, the
world is full of pessimism, and the common wisdom is to lie low.“ -Ed Tashjian
base numbers.1
Even these are understated.
According to a report by Smith
Leonard the accounting and consulting firm that tracks the most
relevant residential furniture manufacturers and distributors, new
orders in September were up 43
percent over September 2019
orders, following a 51 percent
increase reported in August, 39
percent increase in July and a 30
percent increase in June. October
orders increased for 56 percent
of the participants for the month

and year-to-date orders are up 11
percent.2
Whether in sports or in business, momentum tends to sustain
itself. I have witnessed this many
times over my 40-year marketing
career. Momentum is a state of
mind where individuals or teams
feel things are going unstoppably
their way. It definitely affects floor
salespeople and interior designers. When they make a big sale
their confidence soars. They start
expecting to close sales and success breeds more success.
The same is true of consumers.
They see other people renovating
their homes and it gives them
permission to do the same. This
leads to a domino effect where
a new sofa purchase leads to the
purchase of a new rug and chair
because the old rug and chair just
don't measure up.

3.

Economists are predicting excellent economic
conditions for the upper end.
Upper-end consumers have
actually paid down debt during
COVID and are understandably
spending much less on “experiences” like travel, entertainment
and gas. They are spending significantly more on renovation
and home furnishings purchases.
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Anecdotally, just try to hire a contractor in any city large or small.
They are booked for months into
the future. Furniture always follows
renovation.
A study recently completed by
BOH (Business of Home) among
427 residential interior designers
validates this, “Sixty percent of
respondents said their company
was either doing “very well” or
“well”—and a tiny minority (only
two percent) said business was
“very negative.” What’s more,
though COVID-19 has clearly
impacted lead times and schedules, it has generated new business: Almost half of respondents
said they had received an uptick
in new project inquiries.3
Bain’s 2020 Fall Luxury report,
predicts 10 percent to 19 percent
growth in 2021.4

4.

Housing numbers
are bullish.
The shift to remote work and
remote learning has greatly increased the amount of time
spent at home. Homeowners
have been investing more in their
homes to better utilize the space
they currently have. Households
that found themselves with too
little space have sought more by
either looking for larger apart-

1/15/21 2:47 PM

Starting at

$499

The Most
Comfortable
Seats in the House
Quality motion that's
priced right!

Zero Gravity PLUS© Recliner with Yoga Flexx©
Massage & Lift. 4-motors. In leather $599.
Starting at

Starting at

$399

Wall Hugger 3-motors Recliner

Starting at

$349

$249

Zero Gravity 1-motor Recliner

Swivel Glider Recliner

8 best-selling ZIP SHIP models feature
industry-leading technology and options including...
• Infinite Reclining Positions
• Zero Gravity
• Zero Gravity PLUS©
• Many Models available with LIFT
• State-of-the-Art LCD Hand Controllers
• Custom Fabric and Leather Options
• Power Headrest
• YOGA FLEXX© Massage
• Choice of three Chair Sizes

Scan and learn more
about Comfort in Motion

HIGH POINT MARKET SHOWROOM | IHFC H1147

662-562-8203 • www.chromcraft-revington.com • www.comfortnmotion.com
1011 S Grove Ave., Ontario, CA 91761 • 1457 Industrial Park Dr., Sardis, MS 38666
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POINT COUNTERPOINT

ments or single-family homes. The
implications for the housing market will stretch out well beyond the
pandemic. We can expect robust
furniture sales not only in 2021
but throughout this decade.
Not surprisingly, homeownership is growing fastest among the
young, reflecting the rising number
of millennials reaching major lifetime milestones such as marriage
and having children. COVID has
likely accelerated the timetable for
buying a first home. Families want
more indoor and outdoor space.
This life stage is the sweet spot for
furniture sales.
The National Association
of Homebuilders / Wells Fargo
Homebuilders Index has successively hit new all-time highs in
each of the past several months
and surged to 90 in November,5
up from 76 the prior year. Builders’
assessment of current sales also

56

jumped to an all-time high of 96.
Mortgage rates continue to reach
new lows. Conventional 30-year
rates are at 2.875 percent as of
this writing. More homes mean
more furniture.

5.

GDP is expected
to grow in 2021.
According to Goldman Sachs,
the US GDP surged a record 33
percent in the 3rd quarter as the
economy reopened. It is projected
to grow 3.5 percent in the first
quarter of 2021 and return to
pre-pandemic levels in the second
quarter of 2021.

6.

Wealth transfer from
boomers to millennials.
According to Accenture6, more
than $7 trillion is expected to
transfer from boomers to the millennials by 2030. At its peak
between 2031 and 2045, 10 percent of total wealth in the United
States will be changing hands
every five years. The accelerating
pace of this transfer combined
with the generational differences
will have dramatic implications for

the furniture industry.

7.

Additional stimulus
packages in 2021
As of this writing, Congress has
wrapped up the second stimulus
package. The CARES Act,passed
in March, was the first stimulus
package intended to help people
financially affected by the pandemic. It included a stimulus check
of up to $1,200 sent to more than

“I hear that my friend Ed
Tashjian has nicknamed
me Darth Napier.
I only take issue with that
nickname because those
retailers who haven't
read and looked at my
research over the years
are either gone or close
to that scenario.“ -Bill Napier

FURNITURE WORLD January/February 2021
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“Economists are predicting

excellent economic conditions for the upper-end consumer. Nothing to see here in
my opinion. The typical furniture retailer does not target this audience.“ -Bill Napier

160 million Americans. That direct
aid caused a jump in household
spending and allowed others to
save or pay down debt.
As important is that new PPP
funds will keep factories and suppliers in business. SBA is forgiving
loans if all employee retention
criteria are met, and the funds are
used for eligible expenses. PPP
loans have an interest rate of one
percent, which encourages manufacturers to increase inventory to
support demand without worrying
about the vagaries of temporary
market conditions.

8.

A widened chasm
between rich and poor.
Most of the people buying upper
end furniture don’t need a stimulus
check. The wealthy are the least
affected by COVID. They were the
least likely to lose their jobs, the
most likely to have benefited from
the recent rise in the stock market,
and control most of the disposable
income.
The country is increasingly split
between the haves and the have
nots. According to the Opportunity
Insights' economic tracker, the
employment rate for high-wage
workers has almost entirely recovered to its pre-pandemic levels,
while it is just 16 percent for lowwage workers.7 While you can
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argue about the ethics of wealth
inequality, our job is to sell more
product to more people at higher
margins, and these are the people
with the willingness and ability to
buy it.
According to the Associated
Press-NORC Center for Public
Affairs Research about 26 percent
of people said in August that they
had paid down debt faster than
usual while the same proportion
said they were unable to make a
rent or mortgage payment or pay
a bill.8
Pam Danziger, the expert in luxury marketing, has always argued
that the high-end market is driven by the psychology of affluent consumers. “When they feel
good about themselves and on
solid ground financially, they give
themselves permission to indulge.
When they don’t, they won’t. It’s
that simple.9”
As of this writing, the stock
market is near an all-time high.
Those with investment portfolios
or 401(k) plans are feeling pretty
good about their wealth. Many are
at an all-time high and feel more
comfortable about spending. They
can be traded up.

forward at a much slower pace
than many people expected. This
is horrible news for those of us
with cabin fever, but great news
for the furniture industry. The longer we are homebound, the more
likely we will become dissatisfied
with our furnishings. Even after
we are vaccinated the world will
not be the same psychologically.
It will be a long time before people are comfortable traveling. We
know very little about herd immunity, or the long-term effects of the
vaccine. Our homes are likely to
become more important for a long
time to come.
It also suggests that having an
online strategy for shopping and
purchasing is essential.

10.

Consumer confidence
is ephemeral.
The Conference Board noted
that the recent resurgence in
COVID has caused a significant

9.

We will be housebound
until we are vaccinated.
The vaccine roll out is going
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STRONG FURNITURE SALES IN 2021?
decline in consumer confidence.
“Heading into 2021, consumers
do not foresee the economy, nor
the labor market, gaining strength.
In addition, the resurgence of
COVID-19 is further increasing
uncertainty and exacerbating
concerns about the outlook.10”
Consumer confidence is a leading
indicator of future furniture sales.
This is somewhat worrisome, but
remember, global confidence is
not nearly as important as the confidence of your target customer.

11.

I remain unabashedly
optimistic.
The great business regrets of our
lives are missed opportunities. It
seems like every time there is a crisis, the world is full of pessimism,
and the common wisdom is to lie
low while someone else makes a
killing.
No, it’s not the Pollyanna variety
of optimism, but rather a belief
that human ingenuity has a way
of solving whatever problems are
facing it, from harnessing fire to
splitting the atom. I have no doubt
whatsoever that we will not only
survive but come out of this pandemic stronger, more resilient and
better prepared for the next time.
COVID is a black swan event.
Historically, the development of
vaccines has taken years. This time,
new technologies fast tracked vaccines in less than a year through
the coordinated efforts of industry
and science. It is testament to the
genius of mankind and our ability
to solve problems.
It is also testament to our
60

humanity. Whether it’s an epidemiologist developing a vaccine or
everyday people like us helping
our neighbors, we can all do our
part by listening to the scientists,
wearing masks, social distancing
and maintaining a can-do spirit.
We owe a great debt to the brave
men and women in the health care
community who are on the front
lines of this pandemic. But we also
owe a debt to those in our industry who have trudged onwards, in
spite of the risks and hardships of
coping with COVID. The people
who make the furniture, from the
sewers to the finishers, can’t work
from home, nor can the truckers
or the floor salespeople. They are
just as brave, just as committed,
and just as important to our economic recovery.

COUNTERPOINT: Bill Napier
13 Reasons To Be Pessimistic
I hear that my friend Ed Tashjian
has nicknamed me Darth Napier; I
only take issue with that nickname
because those retailers who haven't
read and looked at my research
over the years are either gone or
close to that scenario. I have written and warned retailers for years
in these Furniture World articles
and “Retail Rants“ at https://www.
social4retail.com/my-retail-rantsblog.html. Needless to say, I am
not optimistic about 2021 for the
following reasons.

1.

As of Dec. 8, 2020, $70 billion
in unpaid back rent and utilities
are set to come due, according
to a report via Moody's Analytics
Chief Economist Mark Zandi.
Bloomberg, citing new data via
CoStar Group Inc., outlines how
restaurants, gyms, and other businesses have accumulated insurmountable rent payments that
have been deferred for months.
This has resulted in landlords
demanding outstanding balances
be paid immediately, which could
drive some retailers into bankruptcy.
“You're going to have big bubbles that are going to be hitting next year or even in the
fourth quarter,“ said Andy Graiser,
co-president of A&G Real Estate
Partners, an advisory firm. “I'm not
sure if they are going to be able to
make those payments in addition

“The new e-commerce
solutions our industry
magazines all talk
about make me
chuckle. I warned about
the furniture e-commerce
apocalypse as long
as a decade ago.“ -Bill Napier

Struggling retailers owe
$52 billion in rents.

FURNITURE WORLD January/February 2021
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“It is estimated that over 800 businesses close every day.
In another five months, that's another 240,000 businesses gone.“ -Bill Napier
to their existing rent.“

2.

Furniture won't be a
priority for those hit
hard during the pandemic.
According to a recent article in
USA Today Dec. 8, 2020, 68 percent of Americans had financial
setbacks in 2020 and 38 percent of
those surveyed said they will spend
the year in “survival mode,“ meaning they'll focus on the day-to-day
rather than long-term goals to try
to get themselves and their families
through 2021.
What always bothered me about
the so-called COVID-19 crisis is that
governments shut down businesses,
yet the officials shutting them down

“Backorders are months
out. If retailers spend
consumer down
payments trying to stay
alive, they could be
in further trouble
when consumers start
canceling their orders.“

all got paid. Why is that? Employers
cannot earn money; employees can't
earn money; people start going into
severe debt, and so on.
When this storm clears, furniture
will not be the first “buy order“ for
millions of consumers; keeping their
home, paying off debts, and saving
what they have left will be a priority. Think about how our relatives
reacted after the Great Depression.
I believe people who were not prepared for this will never forget and
will change their purchasing habits
dramatically.

3.

Better margins doesn't
mean all that much.
To my friend Ed's point about
manufacturers' price increases, let
me state that I passionately believe
that will happen, and is happening
if they can get any product to sell.

4.

Retailers losing ground
on the technology side.
I've ranted for years about the
industry's supply chain, branding,
selling online, technology investments, and so much more. The new
e-commerce solutions our industry
magazines all talk about make me

chuckle. I warned about the furniture
e-commerce apocalypse as long as
a decade ago, and that the home
category would account for over
32 percent of all furniture purchases by 2020. According to Statista,
furniture and homeware accounted
for $45.142BN in 2020 and will
rise to $54.230BN by 2024. So if
you're just starting to understand
and address this trend, you're probably too late to the game.
If you are a manufacturer, the
same holds true for you, but probably even worse. It bothers me that
you didn't invest in your web platform 3D Imagery, selling technologies and more to inspire consumers
to find your product locally. You also
did not invest in content descriptions
(critical for SEO). You should have
started to sell your products on your
website and give your retailers' sales
credit for those sales in that zip
code, and so much more.
One of the reasons I turn down
work with many furniture manufacturers and retailers is their refusal to
invest in website/e-commerce platforms and new technologies. Over
90 percent of searches start online,
and if your website/ease to buy and

-Bill Napier
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OPTIMIST OR PESSIMIST?
logistics sucks—so will your sales,
and I won't be taking the blame for
that!

5.

Retailers are likely to
face a cash flow crisis.
With all the importing chaos, supply chains have ground to a halt.
Backorders are months out. If retailers spend consumer down payments
trying to stay alive, they could be in
further trouble when consumers start
canceling their orders due to financial burdens, impatience, and more.
To Ed's point about recent sales
increases, I'm not sure if that means
anything, especially if the retailers
continue to have trouble delivering
and getting paid. All the while their
costs including rent, mortgages,
payroll etc., continue to accumulate
with interest.
AND to my point above, if con-

“Anecdotally, just try
to hire a contractor in
any city large or small.
They are booked for
months into the future.
Furniture always follows
renovation.“ -Ed Tashjian
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sumers are buying online and you,
the retailer, don't have a seamless
solution, you lose! Virtually every
retailer I talk to complains about
the cost of an excellent website.
They cut corners, which is not what
smart businesses do in today's digital economy.

6.

Typical retailers don't
focus on the high end.
Ed says that economists predict
excellent economic conditions for
upper-end consumers.
There's nothing to see here in
my opinion. The typical furniture
retailer targets consumers at promotional and mid-level price points.
That's the bread and butter of this
business, and it is too late for most
retailers to shift now.
Ed is right to point out that the
longer people remain housebound
the more they will become dissatisfied with their furnishings and want
to invest in home improvement. He
might also be correct in his assertion
that many people will be uncomfortable about traveling for some
time to come. All this information is
irrelevant if people don't have jobs
and are short of funds.

7.

The hot housing market
may be a mixed blessing.
Ed is right about new home sales
being a positive for our industry,
especially considering insanely
low-interest rates. People can afford
$300K+ mortgages IF they have a
job and will still have it six months

FURNITURE WORLD January/February 2021

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 62

from now.
BUT where I live, they aren't building new homes. They are building massive apartment complexes
everywhere. The rents they want are
insanely high for most renters. Sales
of existing homes under $270K are
on fire because young families can't
afford a mortgage at that price.
The drawback is that many of these
affordable houses are within city limits—and cities are in turmoil. Right
now people would rather move to
the suburbs where home prices are
much less affordable.
Townhomes and condos sell in
price ranges people can afford, BUT
the room sizes are smaller, and there
are fewer bedrooms. This translates
to a lot less furniture demand.

8.

Stock market & business
closings are big concerns.
Well before the election I believed
that we would see a brighter 2021.
A study done by Yelp, however, found that roughly 160,000
businesses across the U.S. closed
between April and September 2020.
These businesses have closed permanently, NEVER to re-open, ever.
That's only the beginning, and it
will get worse. It is estimated that
over 800 businesses close every
day. In five months, that's another 240,000 businesses gone. How
many more employees that could
have purchased furniture will have
no income?
Promises to raise taxes on businesses, the wealthy, the minimum
Continued on page 97
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POINT COUNTERPOINT

“As I stated before, we are in uncharted territory. What I've
witnessed is an insane reaction to this COVID issue.“ -Bill Napier
Continued from page 62

wage, and so much more will result
in less hiring, less new business
investment, and less employment.
Sure they say they won't raise taxes
on people making less than $400K,
but look at reality. Those who get
taxed at the higher income, people
and businesses, aren't going to sit
around and take it. They'll raise their
costs, cut back employment, and
take steps to protect their assets.
Remember what the old saying
was: “If everyone was guaranteed a
base salary of $50K, what would a
loaf of bread cost?“
My biggest concern is the stock
market. So far (as of mid January),
so good. The reason I'm concerned
is the huge number of people that
are vested in a 401(k). Today they
are up around 30 percent, which
is incredible. If the market goes
down, so does virtually everyone's
net worth, which will scare people
into not buying or investing.
We are in uncharted territory, and
I don't believe pollsters or anyone
else. No one knows anything. They
are all guessing, including me.
Ed says that $7 trillion is expected
to transfer from boomers to the millennials by 2030. I hope so. I pray
that our economy doesn't go south
and that my kids and their kids can
have a better life than I've had. As
of this writing, I don't see that as
coming true. I hope and pray that
I'm wrong!

9.

The so-called stimulus
is a temporary fix.
Any money that people—who
have been hit financially by the
pandemic—get from here on in will
NOT be spent on furniture. I can
guarantee you this. Any stimulus will
go to political recipients and bailouts, NOT much of it to consumers.
A payment of $1,200.00 might pay
rent for a month. Furthermore, it will
NOT resurrect the 160,000 businesses or ensure that the employees
of those businesses have jobs. They
are closed, gone, and never to be
opened again.

10.

A wide chasm between
rich and poor.
Margaret Thacher once said,
“What happens when you run out
of other people's money?“
At the end of November the unemployment rate was 6.7 percent. That
number won't hold up. Cities and
towns are bleeding population, and
nothing is open except the big-box
stores in many states whose online
sales are insane. So many retailers
and brands in the furniture industry
didn't invest in e-commerce when
all the research was staring them in
the face. People said they'll never
buy a sofa for $X online. But they
did, FREE delivery, FREE Returns, no
questions asked.
How long can we pay stimulus funds and unemployment when
people are not working or paying

into the system to support these
payments? You borrow and borrow
and eventually get to the point of no
return. Our debt is over $27 Trillion,
which equates to $82,833 for every
U.S. citizen. Who has that laying
around under their mattress?
People want and need to work,
and the resentment of not being
able to do that will cause chaos
and dysfunction for years, maybe
decades to come. That is NOT a
good omen for our industry, or any
durable products industry.
If Ed's point about being housebound until we are vaccinated is
the case, that's at least five more
months of no work, no money, and
most likely, minimal opportunities
for employment by the time this all
winds down. Again, if this is true,
another 240,000 businesses will
close, bringing the number to over
400,000 businesses. Do the math
on how many people will be unemployed. It scares the hell out of me.

11.

Many consumers
have lost hope.
Ed says consumer confidence is
high, but other factors will likely
erode that confidence. We have to
look at the statistics of increased
domestic violence, drug use, overdoses, alcohol consumption, and
other societal abnormalities. That
says it all. Most people know hope
is not a strategy. They are losing
what hope they have and everything

January/February 2021
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POINT COUNTERPOINT

“COVID has likely accelerated the timetable for buying a first home. Families want more
indoor and outdoor space. This life stage is the sweet spot for furniture sales.“ -Ed Tashjian
they've worked for.

12.

Insane reactions
to COVID.
What I've witnessed is an insane
reaction to this COVID issue.
Politicians are ruining people's lives
and their businesses.
I do believe in the American
Dream. We've overcome so much in
our history. We will overcome this,
too. I fear that our industry may not
persevere long enough to be part of
that recovery.

13.

So many missed
opportunities.
I agree with Ed that humans in
general are wonderful problem solvers, but the track record of legacy
home furnishings brands and brick
and mortar retailers is pitiful. We as
an industry have missed so many
consumer trends I question whether
we will stage a long-term recovery.
I could go on and on as Darth
Napier, but I believe we will overcome all this chaos and insanity.
I just pray that our industry does
not suffer any more than it has. It's
an industry with incredible people,

incredible visionaries and leaders
that can mentor our next generation
to be even better.

4retail.com with hundreds of articles
and “how-to“ strategies for retailers
and brands.
Reach Bill at: billnapier@napiermkt.

About Ed Tashjian: Tashjian com or 612-217-1297.
Marketing provides senior marketing leadership to the home furnishings industry. It specializes in
business analytics and in helping its
clients to segment the market and
define and communicate a sustainable differentiated value proposition. Get more information at www.
Tashjianmarketing.com or call Ed at
(828) 855-0100.

About Bill Napier: Bill is Managing
Partner of Napier Marketing Group.
He has been the chief marketing
officer of several small, medium
and large companies throughout his
career, most notably Ashley Furniture
Industries. Bill is also a featured writer and speaker in the retail industry.
His passion is to help retail brands
and brick and mortar retailers grow
their businesses by creating, guiding
and deploying successful marketing
B2B/B2C solutions integrating traditional marketing with the web/social
media. He has demonstrated this
with his FREE website www.social-

More articles by Bill Napier and Ed
Tashjian can be found at https://www.
furninfo.com/Series/Debate/57.
Footnotes:
1 https://www.census.gov/retail/marts/www/
marts_current.pdf
2 https://www.smith-leonard.com/
3 https://businessofhome.com/articles/
a-new-study-finds-reason-for-optimism-in-residential-design?utm_source=daily_newsletter&utm_
medium=email
4 https://www.bain.com/about/media-center/
press-releases/2020/covid_19_crisis_pushes_luxury_to_sharpest_fall_ever_but_catalyses_industrys_ability_to_transform/
5 https://www.nahb.org/news-and-economics/
housing-economics/indices/Housing-MarketIndex
6 https://www.accenture.com/us-en/~/media/
accenture/conversion-assets/dotcom/documents/
global/pdf/industries_
5/accenture-cm-awams-wealth-transferfinal-june2012-web-version.pdf
7 https://tracktherecovery.org/
8 https://apnorc.org/projects/economicconsequences-of-the-coronavirusoutbreak/
9 https://unitymarketingonline.com/shop/
affluent-consumers/henrys/the-henrysafter-covid-19-what-comes-next-for-theluxury-market/
10 https://conference-board.org/data/
consumerconfidence.cfm

“People want and need to work, and the
resentment of not being able to do that
will cause chaos and dysfunction for
years, maybe decades to come.“ -Bill Napier
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The ﬁrst full-featured — Web Based

POS Solution — Artiﬁcial Intelligence-driven

Retail Software System

And there's more...

AI driven automation
& cognitive intelligence
captures, analyzes and delivers
customer & inventory
information for continuous
sales improvement.

TOP EIGHT REASONS
to Switch to iVantage 360
1. Real-time insights
2. Greater than 99.9% up-time
3. 24x7x365 support

Finally, a 360 degree view
of your customers & business.
Learn more about how iVantage 360
will change your retail life for the better!

4. Integrate with any 3rd-party
application using API's
5. Machine Learning facilitates
smarter decisions
6. Automate mundane tasks
7. Inﬂuence visitors'
shopping decisions
8. High-Performance compute
ensures faster processing

Connecting the Retail Enterprise

www.iconnect group.com | 703-471-3964
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BETTER BEDDING & MATTRESS SALES

RETAIL
SALES
A GREAT CAREER?

S

elling home
furnishings can
be a satisfying
and financially
rewarding career.
So, what can be
done to elevate
the status of RSAs,
starting now in
2021?

by David Benbow

This issue of Furniture World celebrates its 150 years of publishing.
It is the longest continuously published trade publication in North
America and, for all we know, the
oldest in the Milky Way Galaxy.
Having written that, 150 years
of publishing is a short time when
compared with how long humans
have used mattresses and furniture.
Prehistoric humans padded their
sleeping surfaces with soft materials such as moss, dried grass
and leaves. It's probable that soft,
warm luxurious animal fur was also
used by the more prosperous of the
Homo Neanderthalensis.
I intend no offense to the
Neanderthals. After all, the latest
research suggests that we all have
a few ancestors from that population. Besides, Homo Sapiens also
once lived in caves, and probably
acquired their furniture from the
same (very) big box store as the
other guys.
As humans acquired the polish of
civilization—a work still very much
in progress, and, I might add, beset
with frequent backsliding—they also
sought better furniture. If my experience is any guide, women have
been a driving force in the social
history of home furnishings. I enthu-

102

siastically compliment them for their
civilizing influence on men. But for
the existence of women, more men
would still be spending most all of
their time in their so called “man
caves.“

The Truth Regarding
Furniture & Bedding Sales
Can you think of one thing our little history lesson teaches us? It's that
home furnishings will always be in
demand. Furniture, like food, clothing, and shelter is among the essentials of life in every culture, especially Western Consumer Culture.
The selection of furniture available
to buy has never been larger. Every
adult buys furniture at some point
in their life. For every buyer there
is a seller. Selling furniture at retail
can be a fascinating and financially
rewarding career. Yet, for some odd
reason, retail sales associates (RSAs)
rarely approach their job with the
attitude of, “This could be a satisfying, well-paying job where I can
develop a large customer base while
meeting lots of interesting people!”
Instead, it's often more like, “Maybe
I’ll try sales. I heard that the bedding
store down the street has a help
wanted ad running.”

FURNITURE WORLD January/February 2021
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We want to help customers see your
store in its best light!
Ask Service Lamp's lighting experts to explain how to
make your showroom shine with just the right energy efficient
LED floods, spots and specialty lighting. Since 1976.

ONLY

$5

.00

14 Watt LEDs Each
(By The Case)
PAR38 Perfect for
Furniture Showrooms.
40 degree floods
2700 Kelvin | 6 per case

ONLY

$5

.00

10 Watt T8 LEDs Each (By The Case)
LED Glass Instant Fit tube

Remove your T8 Fluorescent
Install the LED and you're done
3500 Kelvin | 10 per case
4000 Kelvin | 10 per case
5000 Kelvin | 10 per case

First Quality Philips Products | Ask About Great Deals on Office & Warehouse Lighting!

Orders of $250 or more get free freight!
Must buy full case quantities for featured pricing.

Our
service
difference
is caring!

Service Lamp Corp.
800-222-LAMP (5267) • www.servicelamp.com
Your Complete Lighting Source
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Selling Sleep – 1922
Ostermoor ad in Furniture
World (far left) reads, “Price
will always be a factor,
but more and more people
consider the sleep-inducing
qualities above everything
else when selecting a
mattress.“

The Sleep/Fitness
Connection – 1982

Therapedic ad in Furniture
World from 1982 touts price
and selling fitness. “Keep fit.
Sleep fit. Both are essential
for proper health. Now treat
your body to patented luxury
and your budget to special
savings.“

Things Need to Change
Selling furniture and mattresses
can be a great career. Unfortunately,
at this moment in American Culture,
it is not the most prestigious of jobs.
I spent six years on the showroom
floor before I opened my first store,
so you can trust me on this one point.
I recall the following exchange with
my uncle at a Thanksgiving dinner.
Uncle Ed: “Well, Dave, I haven’t
heard much from you lately, what
are you doing for a living these
days?”
Dave: …hesitatingly, “I’m selling
mattresses.”
Uncle Ed: How’s that working out
for you? Is your college degree
helping you with that?”
Dave: “Well, you know I majored in
Mattress Sales.”
Guffaws follow, then a much
104

needed change of the subject. Five
years later the conversation was a
bit different as follows:
Uncle Ed: grinning says, “Dave, still
selling those mattresses?”
Dave: “Yeah, Uncle Ed, doing pretty well, in fact. Why don’t you come
outside and look at my new Lexus?”
Why isn’t retail sales a prestigious
job? To me, one of the big things
that needs to change in our business is the lack of respect customers
show to salespeople. I think many
would-be buyers enter a mattress or
furniture store DREADING the inevitable encounter with a salesperson.
Shoppers frequently perceive furniture and bedding salespeople to
be incompetent, unskilled, untrustworthy, perhaps even dishonest and
ignorant.
Of course, not every RSA/UP
greeting is met with contempt, but,
it happens often enough that we

should talk about it.

Start With Attitude
Our customers' disdain for retail
salespeople is often well deserved.
Generations of poorly prepared,
unmotivated RSAs have helped earn
their generally seedy reputation. So,
what can be done about this problem?
While this cultural perception of

“Generations of poorly
prepared, unmotivated
RSAs have helped earn
their generally seedy
reputation.“

FURNITURE WORLD January/February 2021
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“Not every RSA/UP greeting

is met with contempt. But, it happens often enough that we should talk about it.“

salespeople in general will probably
never change, individuals pursuing
a sales career can turn this around.
First, they need to get serious about
themselves and their future. How
many silly, careless physicians do
you know? Medical students and
medical doctors are serious about
their work; as they should be. Is
there some reason why retail sales
associates cannot be just as serious
about their work? I can tell you this
for certain. People who are serious
about their work ALWAYS become
more successful than non-serious
people.

Knowledge is Important Too
What else can help RSAs? Sales
educator Peter Marino once wrote
in Furniture World that “nothing is
more important than what the situation calls for. In terms more meaningful to those in sales, nothing is
more important than what a given
customer finds important at a given
time. Be it attitude, selling skills or
product knowledge the customer
needs, the salesperson must offer
the right combination of these sales
components.“ With regard to product knowledge, for starters, make

sure that you pass down articles you
find in the print edition of Furniture
World to your salespeople. Current
article links can be found on the
home page at www.furninfo.com.
Check out the article archives for
past issues as well—for free. Sales
associates who focus on bedding
sales should read “How To Win the
Battle For Mattress Sales.“ You won’t
need to take out a government loan
to pay for it. Have them read other
bedding sales books as well, notably those by John F. Lawhon, Gerry
Morris and Peter Marino. Take the
time to send your RSAs links to sales
videos, competitive retailers' websites and manufacturers' websites.
Ask them to read and study these
materials over and over again. They
will learn something new with every
viewing.

Furniture World
I first arrived on the scene of furniture and mattress sales in 1991

Swell Now ... And Great For Post-War!

Englander ad from a 1945 Furniture World issue says
“Swell Now... And Great For Post-War!“ The ad touts
“their sensational new marketing plan, the most
aggressive... attractive... profit-plan ever conceived
to sell bedding. At next to no cost!“

Housewives Say Look For Lasting Springiness ‒ 1944

1944 Furniture World ad from Leggett & Platt. “'I look for lasting springiness—something nice and soft
and restful in a bedspring,' one average housewife told a bedding department salesman,“ the copy
reads.
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MIFF and MIFF Furniverse—Virtual &
Physical Sourcing Platforms for 2021

T

his year, the Malaysian International Furniture Fair (MIFF)
has diversified its connection
with the global furniture market by
going beyond geographical boundaries. Not limited to a physical
event only, MIFF will provide better
business solutions for its customers through its digital products.
The latest digital event experience—MIFF Furniverse—is an
online exhibition that offers an
electronic sourcing alternative for
global furniture buyers. Launched
in August 2020, the second edition
of MIFF Furniverse will take place
on March 8–12, 2021. This expe-

rience is guaranteed to equal the
physical trade show except buyers can visit online from wherever
they are in the world. The MIFF
2021 physical exhibition has been
moved to September 1-4, 2021.
With MIFF’s successful 25-year
track record in attracting global furniture exhibitors and buyers
from 140 countries and regions,
MIFF Furniverse is expected to be
no different in terms of both excitement and a great experience.
MIFF Furniverse offers an opportunity for manufacturers to
amplify their brands by engaging with buyers digitally through

?

?

Furniture industry
players from
manufacturers to
buyers from
around the world.

Buyers are required
to register & indicate
their product interest
prior to using the
platform.

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 104

?

Registered buyers and
exhibitors have a login
ID to access the
platform and begin the
live business interaction
during the market day.

?

products and video presentations.
And, with its easy-to-navigate and
user-friendly functions, the platform makes it simpler for buyers to
source and have live interactions
with manufacturers via chat and
video call features. Buyers can also
schedule meetings with exhibitors
and establish direct contact with
manufacturers and sellers.
Register online now at www.
miff.com.my for unique opportunities to connect with furniture manufacturers and sellers from different markets around the world.
For more information,
visit www.miff.com.my

Buyers are able to
browse and view
exhibitors’ product
photos, videos, download
brochures & request for
live virtual meeting.

?
- Drop their name card at
exhibitor’s booth
- Bookmark exhibitors/
products to reconnect
exhibitors
- Leave messages in
exhibitors' chat rooms

Live product / service
video presentations

1/15/21 2:47 PM
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Direct To Consumer—No Dealer
Has Our Mattresses!

This turn of the 20th century ad in Furniture World from
Ostermoor read a lot like today's DTC online mattress retailers. Ostermoor embraced a direct-to-consumer mattress sales
model that touted a $15 healthful, durable and economical
mattress (delivery included), made with elastic-felt and germ
free! Consumers could “Sleep on it 30 nights and if it is not all
you have hoped for,“ could get their money back by return mail.
“There will be no unpleasantness about it at all.“

at a now-defunct furniture store in
Southern California. Sure enough,
there were copies of the latest issue
of Furniture World laying around in
the break lounge. I have been reading them ever since.
The magazine has changed its
appearance quite a bit since then,
even though its essence remains.
And, that essence is to impart meaningful, accurate and useful information that furniture retailers can
appreciate and understand. Serious
sales discussion and training ideas
are part of every issue.
In fact, a lot has changed about
the furniture and bedding industry
since I attended my first sales training class nearly 30 years ago.

What Has & Hasn't Changed
We've all noticed that the supply
chain for home furnishings has had
a major geographic shift eastward.
I’m not here to discuss the politics,
economics or morality of this shift.
How long it will last is anybody’s
guess. The reality is probably that
the “genie is out of the bottle, the
toothpaste is out of the tube“ and to
quote Bruce Springsteen, “they ain’t
comin’ back.”
108

Other big and obvious changes
have occurred as online-only retailers and DTC models for furniture
and bedding proliferated. We’ve
gone from local brick and mortar
stores, with a sprinkling of shopping
mall stores, to internet marketing
and selling. From a longer time
perspective, however, consider how
much different the internet titans are
from the Sears Catalog that sold
general merchandise including furniture and bedding back in 1896.
Not as much as most people think.
And, what about today's DTC mattress sales pitches? Are they much
different than those of Ostermoor
Mattress (see the ad from the turn of
the 20th century above)? Sometimes
the more things change, the more
they stay the same.
What has not changed? It's my
opinion that the showroom floor
customer/retail salesperson interchange/encounter has not changed
significantly. Even with the growth
of online sales, chat, email and
video conferencing, this relationship
remains the most important conversation in the furniture and bedding
business. The competent, professional retail sales associate is more
important than ever; and, can make
more money than ever before.

Summary
Retail sales can be a great career.
John F. Lawhon said, “Sales can be
the highest paid, easiest work there
is.” And I agree. It CAN be. But,
nothing happens without first adopting a serious positive attitude and
then putting in the work to make
sales happen.

About David Benbow: A twenty-eight year veteran of the mattress
and bedding industry and owner of
Mattress Retail Training Company,
David offers retailers 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.
He is the author of “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. It
can be purchased online at www.
bedsellersmanual.com or www.mattressretailtraining.com. Questions
can be sent to him at dave@
bedsellersmanual.com or by phone
at 361-648-3775.
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Never Trust a Bedding Retailer! ‒ 1925

• Max Eilenberg, 34 Allen Street, New York City, fined $20
for having six pillows labeled feather down while some
contained plain feathers.
• E. Zimmerman, 57 Stanton Street, New York City, fined
$20 for having in his possession and for sale, four
mattresses without labels.
• Mutual Mattress & Bedding company, Bronx, N.Y., fined
$50 for failure to label re-made or renovated articles.

The Platonic Bed ‒ 1957

Window display at Norman Dine Sleep Center that featured
“the world's only Platonic Bed— personal, unorthodox,
different, modern line, and dramatic. The Platonic Bed is
made to 'encourage cultural companionship in bed' according to Mr. Dine. To this end it has a central divider which
contains books and sheet music, sculpture or painting, a
built-in record player and two cabinets for storing musical
instruments or small games. It sells for $615 with a more
reasonable model at $295.“ The store also carried a
“Sentimental Bed“ with hand-carved hearts and a round
king sized bed.

Sleep Sleuth's Bedding
Promotion Encourages
Replacement. ‒ 1957

U.S. Steel's third annual bedding promotion in 1957 featured “Sleep Sleuth
Undercover Agent.“ Sleep Sleuth's
promotion symbol was two cartoon
detective Sleep Sleuths who voiced the
selling slogan: “Robbed of your sleep?
Get a new mattress and spring.“ The
promotion in 185 market areas was
directed to the replacement bed market
for an estimated 25 million obsolete
mattress and spring sets. 1957 was
a lousy year for the U.S. economy.
Historians estimate that the “Asian Flu“
pandemic of 1957 killed over 70,000
people in the U.S. and GDP dropped
by over three percent.
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Regional Furniture World
Bedding Coverage ‒ 1903

Near the turn of the last century,
Furniture World focused its coverage
on regional trading areas such as
New York, Grand Rapids, Boston,
Philadelphia and Cincinnati. Pictured
is the front page of a Christmasthemed regional section dated
December 10th featuring Stearns &
Foster Co's cotton felt mattresses.
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DESIGN
Moe's Home Collection

The Connor occasional chair has a distinctive
sling that reclines for a relaxing experience. A little
sculptural with a luxe dash, this chair’s sleek and
robust iron frame adds an industrial edge to the
smooth black leather.
Contact information on page 136.

Twin Star Home
Pictured is the 42” Media Mantel with
ClassicFlame® CoolGlow™ two-in-one
electric fireplace and fan. Features include
linen doors, Bluetooth® speakers and fire
prevention technologies like patented Safer
Plug® & patent pending Safer Sensor™.
Contact information on page 136.

Klaussner
The Gunner is a large proportioned group
with plenty of room to stretch out.
It features new extra thick, Apex cushions,
available as a sectional and as individual
pieces.
Contact information on page 136.
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Norwalk
Brooklyn is a compact barrel back chair with a
loose back cushion and a t-shaped comfort down
seat cushion. Perched on the designer’s signature
cylinder shaped legs in a natural finish, Brooklyn
is compact in scale, making it a great option for
apartments and smaller spaces.
Contact information on page 136.

OW Lee
The Aris counter bench easily fits two and is the
perfect solution to smaller balcony spaces when
paired with OW Lee's new 21” x 57” Quadra
Counter Table. This bench also comes in dining
height.
Contact information on page 136.

Simply Amish
The Montgomery double pedestal
table features the optional two-tone
and rough sawn finishes. Shown in
character Cherry, Hazelnut.
Contact information on page 136.

January/February 2021

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 111

FURNITURE WORLD 113

1/15/21 2:47 PM

elling
S
t
s
e
B

DESIGN

Arason
The Brussels ash Creden-ZzZ cabinet
bed lets the natural features of the
Acacia veneer show through. All of the
queen size cabinet beds come with a
six-inch thick tri-fold mattress. Closed
dimensions: W 64“ x H 43“ x D 23“,
opens to 81 inches.
Contact information on page 136.

Dynamic Rugs

Falcon inspires creativity and imagination
with classic style and vibrant colors. Red,
blue, and yellow are used to liven up tribal
designs and traditional elements, bringing
an eclectic atmosphere into any space. Machine made in Turkey, Falcon is 100 percent
polypropylene with a subtle sheen and
inviting texture.
Contact information on page 136..

Huntington House

With tall back seating and Comfort Down
cushions, this reclining sofa provides an
almost weightless feel, utilizing a premium
American-made mechanism that can be
stopped in an infinite number of positions.
Made to order in a choice of fabric or
leather and crafted by hand in the foothills
of North Carolina.
Contact information on page 136.
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Omnia
The subtle design details
that are hiding in plain sight
make the Bellini sofa both
visually stunning and functional.
Available in three seat widths,
it features power recliners and
tilt headrest. Proudly Made in
America.
Contact information on page 136.

Legends

Inspired by the Arts and Crafts movement of early 20th
century America, Branson delivers a unique two-tone
collection. Strong lines and dramatic details reach out
with beautiful grains and wood tones to create a visual
texture that feels familiar yet fresh all at the same time.
Contact information on page 136.

Country View Woodworking

The transitional Westwood Bedroom offers 16 bed designs, four
drawer styles and two leg options. Shown in North American Brown
Maple with one of eight available hardware selections.
Contact information on page 136.
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DESIGN
Chromcraft
Recliner features Zero Gravity Plus, Power Headrest, Yoga
Flexx Massage, and Lift, with four motors. Fabric shown is
Reef Pro Saltwater.
Contact information on page 136.

Kaleen
The new Kaleen Custom program,
lets retailers create beautiful custom rugs
in three easy steps. This flatweave is part
of Kaleen’s Pure Life collection, available in
four multi-toned natural colors. It is made
from 100 percent all-natural wool
hand-loomed in India and colored using
G.O.T.S. certified organic dyes.
Contact information on page 136.
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Craftmaster
Drama and finesse are unmistakable in this new
transitional sofa from Craftmaster. Featuring a multipillow back style and bold nail head trim accents, this 87“
style is covered in a bold Forest Green velvet look with a
pop of Golden Yellow.
Contact information on page 136.
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Nourison

The abstract design of the Grey Lilac Multi area rug
hints at floral motifs and natural forms. The luxurious
blend of wool and shimmering, silk-like Luxcelle fibers
adds to the beauty of the multicolor shades of grey,
purple, gold, beige, blue, and yellow.
Contact information on page 136.

Home Trends & Design
The Michelangelo nesting coffee table features a flat
metal frame in an antique gold finish that contrasts with
sleek circular white marble tabletops.
Contact information on page 136.

Furniture of America
This rustic farmhouse style combines walnut-finished distressed wood
for organic appeal. Its construction is ultra-modern, with vintage-style
drawer pulls that serve as perfect accents. Velvet-like headboard upholstery
glows thanks to LED technology.
Contact information on page 136.
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Looking Forward
Mark Schumacher, CEO, Home Furnishings Association

M

ore legislative challenges facing
home furnishings retailers in 2021

We are all happy to place 2020
in the rear-view mirror, however, the
calendar’s changeover has done
little to clarify many of the issues
that face home furnishings retailers.

country, HFA is monitoring activity
in DC that might impact the home
furnishings businesses.

Newest Stimulus

In the last week of 2020, I had
the opportunity to testify before the
United States Trade Representative
on the section 301 investigation
into allegations that Vietnam uses
illegally sourced timber. No evidence offered shows that US manufacturers or retailers are importing
products with improperly procured
wood. Yet, there are threats of
across-the-board tariffs on products
from Vietnam. HFA has forcefully
pushed back because those tariffs
would almost certainly result in cost
increases and not help furniture
retailers that are struggling with
supply chain delays.

2020 ended with a new stimulus package, a stopgap to get us
through the first quarter of 2021
and allow a new administration
and Congress to take the next
steps. A new tranche of PPP loans
is in process, including a second
loan opportunity for those who
took one in 2020. The extension of
unemployment benefits (the added
$300) carries us through March.
HFA's advocacy efforts have not
slowed as we look at the nuances
of navigating a new administration and Congressional mix. Our
continued concerns include the tax
implications of stimulus benefits,
more flexible regulations surrounding loan forgiveness, and liability
protections. With the guidance of
HFA's Government Relations Action
Team (GRAT), made up of lobbyists and retailers from around the
118
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Vietnam Timber Tariffs

Essential Status
On a state level, HFA's push for
“essential status” for home furnishings retail continues. Even when
everyone is vaccinated, the focus

on “home” is here to stay, thanks
to remote work and its prevalence.
In our minds, home furnishing
businesses will remain essential
to American consumers and must
always be part of our messaging
and industry promotion.
Vigilance is necessary on all of
these matters. HFA will continue
to look out for retailers’ interests,
whether on Capitol Hill or at city
hall.
For more information on what
HFA is doing to empower furniture
retailers for continued success, join
the community at myhfa.org.

“There are threats
of across-the-board
tariffs on products
from Vietnam.
HFA has forcefully
pushed back.“

January/February 2021
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H

arkness Furniture at 100 years
contemplates its past and future

Editor's Note: To commemorate
Furniture World Magazine's 150
anniversary as well as HFA's own
100th year, HFA has chosen to
highlight the retail successes of
its longtime member Harkness
Furniture.
Ask most business owners what it
takes to run a century-old company, and you are likely to get a few
shrugs. If you ask Dave Harkness,
he will quickly reminisce about the
generations of family members who
ran Harkness Furniture before him,
and gladly share the details of their
tireless effort, vision, and perseverance over the last 100 years that
helped grow the company to where
it is today.

First Generation
“It all started with my grandparents in 1920,” said Harkness,
president of Harkness Furniture.
“They were Scottish immigrants.
My grandfather had health issues
from working in the factories, so
he moved to Vancouver, making
enough money to bring his family
over. They settled in South Tacoma,
Washington, where he picked up
the trade of weaving and cleaning rugs. He operated out of his
garage and would ride the streetcar through Tacoma, knocking on
doors, grabbing the rugs, bringing
them to his garage to clean them,
then bringing them back to his customers.”

Second Generation

and ingenuity has remained at the
core of how Harkness Furniture
has always operated. Dave’s father,
Jim, and his uncle George took
over the business in the 1930s and
’40s. As the second generation, the
two brothers began to expand the
business beyond just carpet and

“If you ask Dave
Harkness, he will
quickly reminisce about
the generations
of family members
who ran Harkness
Furniture before him.“

A lot has changed since those
early days, but that same drive

Pictured at left is an early truck from Harkness Rug Co., specializing in carpet and
upholstery. In the 1930s, brothers Jim and George Harkness expanded the product
selection into furniture and appliances. Drawing of store is as it appeared in 1947.

120
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“Focus on what you enjoy

the most within the organization—and find people better and smarter to run
everything else.“ -Dave Harkness

upholstery by adding furniture and
appliances.
“During WWII, there was a real
scarcity of appliances because so
much metal was being used to support the war effort,” said Harkness.
“As part of a buying group, they
were able to get appliances, which
helped the business to grow quickly.
They ordered vacuums, appliances,
drapes, about eight categories in
total. At one point at least 10 family
members worked at the store.”
In the 1950s and ’60s, Dave’s
mother, Dorothy, took a significant role managing the company’s
advertising; a position she was so
skilled in, she began to help a variety of other furniture stores in the
Northwest with their advertising as

well. Dorothy enjoyed sharing her
marketing ideas with Dave at their
weekly lunch date, right up to her
passing in 2004.

Third Generation
After the death of Dave’s uncle
in the 1950s, his father continued
to run the business. He was joined
by Dave’s brother Jamie in the late
1960s. The company continued to
grow, doubling the size of the location. It was soon after that Dave
decided to join the family business.
“Some people choose their profession; I feel like I was born into
mine,” said Harkness. “In junior
high I knew I wanted to help lead

the company. My father told me, ‘If
you really want to own and operate this business, you will need a
four-year college degree and also
a background in management and
accounting.’”
So, Dave joined the operation in
1975, after receiving his college
degree, and continued to expand
the business. Following the passing
of his father in 1985, he led the
company through some trying times,
including a fire that burned their
warehouse to the ground.
Then came the recession of 2008
—perhaps the toughest period in
the company’s hundred-year history.
And now through the COVID-19
pandemic, which forced the store
to close for a month. Fortunately,

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/subscriptions
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Retail Performance Tip #4

From David McMahon at PerformNOW
PerformNOW—for retailers focused on continuous improvement

"Managing your customer experience better is a way you can
outperform your competition and improve your reputation.
One way to do this is by professional follow up. Deﬁne
and standardize when, how and what you will communicate
with your customers and prospects. Look to a combination
approach that innovates and personalizes your process for
more productive conversations."
• Financial Performance Consulting: Remote,
Onsite, and Offsite options
• Performance Groups: Owners, Sales Managers & Operations
• Virtual and In-person meetings
• Business Reviews and Performance Coaching
• Customer eXperience Management systems and
processes for the Furniture Industry.
We are here to help. Contact
David & Wayne McMahon Today

Web: http://performnow.net • Email: david@performnow.net

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

291 pages of sales-boosting power.
Get It At.... http://www.bedsellersmanual.com
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the business has been blessed with
unprecedented sales volume since
reopening.

Fourth Generation
With Dave’s son, Kellen, joining
the company in 2008, the fourth
generation of the Harkness family-owned business has entered a
new chapter.
“I had planned to eventually sell
the company when it was time to
retire. But my son, who had never
worked at the store, came home
his junior year of college, and said
he may want to try working in the
business,” said Harkness. “He came
into the store and my advice to him
was, ‘Focus on what you enjoy the
most within the organization—and
find people better and smarter to
run everything else.’”
With his son Kellen as a part
owner, Dave is better able to reflect
on the decades he has been at the
helm and, more importantly, the
generations before him that helped

“We strive to err on the
side of the customer...
We build lifelong
customers through trust
and by offering good
values.“
124
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to build the Harkness legacy.

The Next Century
“This is what our family has created, and I want to carry it on,” said
Harkness. “They lived a very modest life. We operate as a Christian
business and try to model these
values for our staff and customers.
We strive to err on the side of the
customer. If we need to make an
exchange or offer a refund to satisfy
their needs, this is what we try to do.
We build lifelong customers through
trust and by offering good values. I
feel privileged that we are able to
touch and enhance people's lives by
helping make their home environment more enjoyable.”
Dave believes the success of
the business comes from the hard
work and support of those around
him; the skilled team at Harkness
Furniture, Cyndi, his wife of 44
years, his son Kellen and his daugh-

The exterior of Harkness Furniture was
recently updated. The unforgettable 1950s
outdoor neon arrow sign (pictured top right)
was kept as part of the current store design.

ter Kimberly.
This effort has been recognized
over the years, even achieving the
National Home Furnishings ‘Retailer
of the Year’ award.
The future looks bright as fourth
generation Kellen Harkness continues with the successful family values
and takes the helm.

January/February 2021
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Read what Kittle's Furniture
has to say about
The Furniture Training
Company's Affordable
Online Training
- Get New Hires up to speed quickly
- Veteran RSAs increase
closing and average sales
- Easily Track progress
with management reports

Call 866-546-6220
or visit www.FurnitureTrainingCompany.com
to schedule a Demo Today!
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Looking Forward
David Gunn, president/owner of Knight Furniture
President, Home Furnishings Association

A

fter what we've seen this year, it's more
important than ever to have a support system.

As painful as 2020 was on many
levels, I did learn a few lessons. I
was reminded never to take anything, or anyone, for granted. It
turns out an old dog can learn new
tricks when it’s necessary to survive.
Good things can come from bad
experiences. And it’s so much better
to have a support system in your
corner when you face adversity.
With a new year comes a new
President of The Home Furnishings
Association (HFA), and I have the
privilege of following in the footsteps of my dear friend, Jesús Capó,
from El Dorado Furniture. Thanks
to his outstanding leadership, and
also to CEO, Mark Schumacher and

128

our fantastic staff, HFA found new
ways to thrive in the most challenging year. HFA has been out front,
leading the charge to help retailers
overcome the hurdles of 2020. Who
could have predicted the impact
of the COVID-19 pandemic? Or
the supply chain breaking? Or the
worsening labor market? Thankfully,
HFA provided insight and advice on
these and many other challenges
furniture retailers faced last year.
Thanks to our lobbyists in
Washington, D.C., we had a frontrow seat to the COVID-19 relief
legislation process. More importantly, HFA was part of the discussion,
making sure our lawmakers heard

the voices of our industry and our
members. Our HFA Government
Relations Action Team (GRAT)
conducted weekly zoom meetings
throughout the year to stay informed
and strategize our next moves on
this and several other vital matters.
I encourage HFA members to join
me along with Mark Schumacher,
our lobbyists and other HFA members on the team. It may be the
single most impactful benefit I had
received from HFA in 2020. To learn
more visit: myhfa.org/advocacy.
As we optimistically enter 2021,
we know many challenges will
remain. That’s why more than ever,
we all need the reliable support
system of HFA to lend a helping
hand, to keep us informed, to offer
solutions, and to influence those in
positions of power.
I am deeply honored to serve
you and this great organization.
Together let’s take those bad experiences of the last year and turn them
into great things for our businesses
in 2021.
If you are not an HFA member, I
encourage you to join so we can be
of service to you and your business
today, myhfa.org/join.
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2000-Year-Old Furniture Man
by Gordon Hecht

G

ordon
Hecht
chats
with a
2,000 year-old
man about his
experiences in the
furniture industry
over the past 150
years.

Congratulations to Furniture
World on its 150th year of bringing news and insights about the
wonderful world of home furnishings. The publication has outlasted
many other publications including
Newsweek, The Sporting News,
Gourmet, Look, and (ironically)
Success.
I was recently contacted by a man
who claims to be 2,000 years old.
He says that he spent the last 150
years in the home furnishings business and was the first subscriber to
Furniture World. We chatted about
our furniture experiences and here
is part of that conversation.

cushion for me? No way… always
too busy to help a family member.

Gordon Hecht: You claim to be
over 2,000 years old. That’s quite
remarkable! Mel Brooks and Carl
Reiner used to do a skit about a
2,000-year-old man.

2000-Year-Old Man: Sure—we
had a pencil. That was it. I liked the
Ticonderoga brand. It was state of
the-freakin’-art at the time. People
were always losing their pencils, so
it was my idea to paint them yellow.
We delivered on an ox cart. Once
we missed a delivery and I told the
customer that our ox broke down.
So, the customer brought his family
down to the store expecting a barbecue.

2000-Year-Old Man: No, I’m not
2,000 years old. Not yet anyway.
I’ll be 2,000 next Wednesday. I am
not looking forward to the cake!
Dial 911 if you know what I mean.
And that other 2,000-year-old man,
that’s my older cousin Sol. He was
in the needle trades and made the
suit that Napoleon wore. But do
you think he could sew up a sofa
130

Gordon Hecht: Were you always
in the furniture business?
2000-Year-Old Man: No, I was
a baker until 1870. I hired Marie
Antoinette as my spokesmodel. I
came up with the tag line “Let them
eat cake.“ After that I opened a
contemporary furniture store that
only sold Early American merchandise.
Gordon Hecht: Tell me about
some of the technology that was
available back then.

Gordon Hecht: Where were the
factories in those days?
2000-Year-Old Man: In 1870 we

FURNITURE WORLD January/February 2021
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INTRODUCING...

A three-day educational
experience to beneﬁt
the next generation of
designers - September 2021
The Bienenstock Future Designers’ Summit will introduce the brightest young creative minds in
college and university furniture, lighting, interior design, textile, architecture and product design
programs to the people, brands and processes that are creating tomorrow’s homes. Educational
and networking opportunities will create an experience that inspires design innovation, drawing
from the rich legacy of multiple disciplines to shape a more beautiful, functional, and fulfilling future.

Keynote Speakers:

Young Huh

Young Huh Interior Design (YHID)

Patti Carpenter

Global Trend Ambassador

Jane Dagmi

Editor In Chief, Designers’ Today

More Information about the
Future Designers Summit:

https://www.furniturelibrary.com/future-designers-summit-2021/
Seeking sustaining sponsors at various levels
for this annual event
336-883-4011
executive-director@furniturelibrary.com

High Point, NC • 336-883-4011
#furniturelibrary • www.furniturelibrary.com
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“I didn't get to be 2,000

years old by running scared at every bump in the road. Sure, things may seem
crummy right now, but people in our business are survivors."

were cabinetmakers. The shop was
originally next to the kitchen. Mama
made the furniture at night after
cooking dinner. She could cook a
brisket and carve a broken pediment all in the same day. Soon we
started buying from real factories in
Jamestown, New York, and Grand
Rapids, Michigan. Later when someone noticed that there was a bunch
of wood in North Carolina, everything shifted down there.

that lots of consumers are complaining about slow delivery times now
during the pandemic, so if there
are any Furniture World readers out
there who would like to license my
slogan, have them give me a call!
All the good stuff came from North
Carolina. We made good money
until customers learned about the
800 number stores in 1912.

Gordon Hecht: How did you place
orders back then?

Gordon Hecht: Could people call
an 800 number and order direct in
1912?

2000-Year-Old Man: We were
known as the quick delivery store.
I used the Pony Express to send in
my orders. Our slogan was “Buy
it today, get it next decade!“ I hear

2000-Year-Old Man: What do
you mean call? There were only 27
telephones in the whole country. I’m
talking about three discount stores
located at 800 Riverdale Drive

The Settee Through The Ages:

Cartoon below is from Furniture World Magazine published in 1911.

132

in High Point. People drove their
Model Ts there. It could take weeks.
You should know my store had one
of the first telephones. We would
advertise our phone number. “For
the best furniture in town, dial 6.”
That was our number—just 6. Since
we had the only phone in town, we
didn’t get a call until 1918.
Gordon Hecht: Did you sell mattresses in your store?
2000-Year-Old Man: Yes, we carried only the best brands and models.

“Our slogan was 'Buy
it today, get it next
decade!' I hear that
lots of consumers are
complaining about slow
delivery times now during
the pandemic, so if there
are any Furniture World
readers out there who
would like to license my
slogan, have then give
me a call!“

FURNITURE WORLD January/February 2021
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Gordon Hecht: So, you sold the
Big “S” brands back then?
2000-Year-Old Man: No, back
then we stuck to the “H“ brands—
Hay, Husks, or Horsehair.
Gordon Hecht: What do you think
of the new Bed-in-a-Box concept?
2000-Year-Old Man: Not so new!
We had a Bed-in-a-Box Gallery
in 1921. It was run by Hiram the
Undertaker. He advertised a Pine
Bed in a Box!
Gordon Hecht: What do you think
have been the major influences on
the furniture business in the last 150
years?

furnworld JANUARY 2021-final PAGETURN NUMBERING.indd 131

2000-Year-Old Man: It’s technology. I am not talking about all these
fancy computers and tablets. Even
Moses had a couple of tablets!
I’m talking about how things move
forward. Styles change, and in our
business, you must stay ahead of
the trends. If you see a sofa or dining room that looks like it’s “way
out there” then you probably should
bring it into your store. Stay ahead
of the curve. You gotta take a few
risks and expect a few failures. But
don’t miss out! Back in 1928, my
cousins Knabush and Shoemaker
showed me a chair that leaned
back. I threw them out of the showroom telling them “this will never
sell.” They started the La-Z-Boy

Company.
Gordon Hecht: Tell me about how
you have advertised your store.
2000-Year-Old Man: When I
started, I paid this little short French
guy to paint the store name on my
delivery ox. I think his name was
Toulouse-Lautrec; his first name was
Hank or something like that. He did
good work and it wasn’t cheap!
I've learned never go cheap on
advertising. First, we advertised in
the newspaper. I always paid for
page three-upper right corner, just
where your thumb goes. On radio
I sponsored Life of Riley, Fred Allen,
and Fibber McGee. Those were

1/15/21 2:48 PM
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National Cash Register ad published in a summer 1918 issue of
Furniture World. More recent technological advances were touted
in an S.A. Levitz ad from a 1983 edition. The 2,000 year-old man's
claim that it was his suggestion to color pencils yellow could not be
independently verified for this article. According to Ticonderoga, the
classic #2 Ticonderoga pencil was their idea—introduced in 1913.

Technological Advances

shows people didn’t miss. When
television came around, I canceled
my radio contract and paid extra to
be on Milton Berle, Your Show of
Shows, and Ed Sullivan. The price
was twice as much as other shows,
but three times as many people
watched them!
It’s no different today. Even with
the internet, spend the money to
bring the people in! You can’t have
a be-back without having a “be.”
Gordon Hecht: What advice would
you give to people in our business
during these unprecedented changing times.
2000-Year-Old Man: In the last
150 years I’ve seen a lot. Two
World Wars, multiple economic
depressions and recessions, dust
bowls, great presidents, and some
lousy presidents, and even Polio, the
Spanish Flu, and AIDS.
I didn’t get to be 2,000 years old
by running scared at every bump
in the road. Sure, things may seem
crummy right now, but people in
134

our business are survivors. It’s time
to get creative and plan for the
future. Never stop reading (especially Furniture World) and never
stop learning.
About Gordon Hecht: Gordon is a
Senior Manager for Serta Simmons
Bedding’s Strategic Retail Group
comprising over 400 locally owned
and operated bedding stores selling Serta Simmons branded and
America’s Mattress branded mat-

tresses. He has been a store manager, multi-unit manager and national
director of sales and 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.

“I've learned never go cheap on
advertising. It’s no different today.
Even with the internet, spend
the money to bring the
people in! You can’t have
a be-back without
having a ‘be.‘“
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rockyy.ca@foagroup.com
117
Furniture Training Co
866-755-5996
mikep@furnituretrainingcompany.com
124
Furniture Wizard
619-869-7200
evan@furniturewizard.com
136-137
Genesis Software
509-536-4739
info@genesisadvantage.com
128
Heartland Mattress
260-768-7875
www.heartlandmattress.net
NIWA Insert 14
Heritage Wood Designs 574-825-4700
574-825-4740		
NIWA Insert 28
HFA 		
myhfa.org/join 		
126-127
Hilltop Hickory Furniture 260-593-2421
hilltophickoryfurniture@PCFreemail.com NIWA 19
Home Trends & Design
901-355-1411
hank@htddirect.com
8-9
Honeybee Furniture
260-593-0567
260-593-0568 		
NIWA Insert 10
Hoosier Poly Products
260-894-3168
260-894-3167		
NIWA Insert 5
Huntington House
336-880-0990
christyg@huntingtonhouse.com
114
IndianTrail Furniture
260-562-3518
260-562-2317		
NIWA Insert 18
Interior Hardwoods
260-768-7048
interiorhardwoods@gmail.com
NIWA Insert 3
Isuzu
866-441-9638
www.isuzucv.com
Cover 3
iVantage360
703-471-3964
amitesh@iconnectgroup.com
101
J&R Woodworking
260-463-4257
260-463-8197
NIWA Insert 18
JB Hunt
877-288-8341
finalmile@jbhunt.com
65
Kaleen
888-452-5336
Brian.brigham@kaleen.com
37
Katapult 		
https://hubs.ly/H0D8z8P0
13
Klaussner
888-732-5948
lburke@klaussner.com
41
L&M Woodworking
574-534-9177
574-533-7163
NIWA Insert 30
LA Patio Furniture
260-593-0250
260-593-0556 		
NIWA Insert 20
La-Z-Boy 		
www.La-Z-Boy.com
39
138
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Lamb Woodworking
260-768-7992
lambwoodworking@gmail.com
NIWA Insert 30
Lambright Country Chimes 260 -768-9138
260-768-9183 		
NIWA Insert 14
Lancaster County Showcase 717-687-8150
lancastercountyshowcase.com
110-111
Las Vegas Market 		
www.lasvegasmarket.com
135
Legends Furniture
623-931-6500
cs@buylegends.info
30-31
Lehman’s Lawn Furniture 260-499-3281 			
NIWA Insert 24
LN Woodworking
260-768-7008
260-768-7011 		
NIWA Insert 27
Maple Lane Woodshop
260-593-2634
260-593-0355
NIWA Insert 30
Mattress Sales Book 		
http://www.bedsellersmanual.com
123
MIFF Furniture Fair
+603-2176-8788 info@miff.com.my
104-105
Moe’s Home Collection 604-688-0633
info@moeshomecollection.com Front Cover 6-7
Myriad Software
800-676-4243
sales@myriadsoftware.com
48-49
Northern Woodcraft
260-768-7726
NWoodTables@gmail.com
NIWA Insert 29
Norwalk
419-744-3285
sbuckingham@norwalkfurniture.com
20-21
Nourison
201-368-6900
Giovanni.Marra@nourison.com
19
Ohio Hardwood Furn. Mkt. 877-643-8824
ohiohardwoodfurnituremarket.com
61
Omnia Leather
909-393-4400
Katherine@omnialeather.com
3
OW Lee
909-947-3771
leisa@owlee.com
13
PerformNow 		
david@performnow.net
123
PFP
800-472-5242
tom@PFPnow.com
45
PROFITsystems
866-325-0015
info@profitsystems.com
119
RH Yoder
574-825-6183
rhyoder.com 		
NIWA Insert 23
River Woodworking
260-593-3005
260-593-3007 		
NIWA Insert 22
Rock Country Furniture
260-768-7244
260-768-7656
NIWA Insert 20
Schrock’s Furniture
574-642-5079
schrocksfurniture@ibyfax.com
NIWA Insert 4
Schwartz Creations
260-768-7478
260-768-7361 		
NIWA Insert 27
Schwartz Woodworking 260-593-3193
260-593-0166 		
NIWA Insert 9
Service Lamp
800-222-5267
jeana@servicelamp.com
103
Simply Amish
217-268-4504
kkauffman@simplyamish.com
5, 63
Sonshine baskets
574-642-0599
574-642-0577
NIWA Insert 23
South Bay
800-723-0316
tkonetzny@southbayinternational.com Back Cover
Star Line Design
574-825-7994
starlinedesign@emypeople.net
NIWA Insert 25
STORIS
888-478-6747
sales@storis.com
17
Sunrise Cabinets
260-463-2023
260-463-2034 		
NIWA Insert 12
TD Complete 		
TD Complete.com		
133
TD Retail Card Services
866-729-7072 ext 3603 TDRCS.com/furnitureworld
43
The Country Woodshop
574-642-3681
sales@countrywoodshopllc.com
NIWA Insert 19
The Silver Rocket
260-463-4026
260-463-4027
NIWA Insert 9
Townline Furniture
260-499-4875
sales@townlinefurniture.com
NIWA Insert 13
Twin Star Home
561-665-8105
lcody@twinstarhome.com
23
West Point Woodworking 260-768-4750
sales@westpointwoodworking.com NIWA Insert 8
Woodside Woodworks
260-499-3220
sales@woodsidewoodworks.com NIWA Insert 10
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