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EDITOR’S CORNER

Not Everyone
Loves Cookies

I

recently stumbled upon a website that features lists of things
that “changed the world.” Included are books that changed the
world, quotes that changed the world and women who changed
the world. Also, 10 events that changed the world such as World
War I, the attack on Pearl Harbor, the1929 stock market crash,
and yes, the COVID-19 pandemic.
Time will tell if COVID will remain on their top-10 list, but one
thing is for sure. This list site dropped a cookie on my computer!
It might have been a first-party cookie, but more likely it was the
third-party variety. First-party cookies facilitate website functions
such as navigation, remembering user preferences or recalling
shopping cart activity on subsequent visits to a merchant site.
It’s third-party cookies, sometimes called tracking cookies, that
are controversial. These little files are used by companies like
Facebook to identify and track web browsing behaviors. Marketers
use this data to serve highly targeted ads.
Although privacy groups and the European Union are working
to control third-party cookies, Facebook and online advertising
firms say that they can benefit consumers. If a person is searching
for information about quality sleep, isn’t it better for them to see
ads for mattresses instead of hair removal services?
Now, Apple (Safari browser) has declared war on third-party
cookies and the apps that use them. Consumers will need to be
prompted to opt in. Foxfire blocks them by default and Google
(Chrome) is taking a more nuanced approach.
There’s a war of words going on between Apple’s Tim Cook
and Facebook’s Mark Zuckerberg. The conflict has all the makings
for a riveting Netflix or HBO mini-series.
There are, of course, implications for furniture retailers. The
“Ad Targeting” article in this Furniture World edition quotes Eric
Grindley of Esquire Advertising who warns that “The ecommerce
industry is about to be rocked like it’s never been rocked before.”
Grindley believes that the demise of third-party cookies will actually be a very good thing for brick and mortar furniture retailers
who have better tools at their disposal to reach out to prospective
customers.
Perhaps when future “top-10 events that changed the world”
lists are written, third-party cookies will take up two spots; one
for when support for the first cookie was integrated into Internet
Explorer in 1995—and the second when Apple decided to withdraw its unconditional support.
Good Retailing,

Russell Bienenstock
Editorial Director/CEO
russ@furninfo.com
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STORE DESIGN

FUTURE STORES
What will home furnishings stores look like?
by Jennifer Magee

A

we look forward to resuming
fundamental ourAslives
post-COVID, the furniture
shopping experience has already
shift has
shifted and furniture store design
along with it.
occurred
Our retail design firm, Retail in
the City, is based New York City. On
in the way the first warm day after a hard winter, the bustle and renewed energy
forward thinking on the streets was palpable. It felt
like pre-COVID times, except for
home furnishings the obvious fact that people were
wearing masks. At that moment, it
seemed like most folks were done
retailers are
with the pandemic—ready to enjoy
the city had to offer, virus-beapproaching store all
damned. So, as conditions improve
further, will life simply return to a
design.
new normal or has a fundamental
shift already occurred in the way
people shop? What does that mean
for furniture store owners as they
adapt their stores’ experiences to
the way people will want to shop for
home furnishings?
This article includes insights to
help answer that question using
examples from some of our retail furniture store clients including Mathis
Brothers, Miller Waldrop, Furniture
Mall of Texas and Boulevard Home.
8

Online Shopping
In the post-COVID shopping
world, retailers must continually
improve their online experience to
better reflect what is going on in
their physical store environments
(and vice versa). Both online and
offline experiences should be seamless, working together to reinforce
each other. For example, the furniture that shoppers see online
should also be showcased on your
store floor if you want them to find
items easily.
3D Virtual Tours at Mathis
Brothers: Mathis Brothers has
introduced 3D virtual tours on its

“Both online and offline
experiences should
be seamless, working
together to reinforce
each other.”
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Seamless virtual
and in-store
experiences.

At Mathis Brothers, 3D virtual tours on their website (above)
allow customers to browse the entire store and measure
furniture pieces, making the virtual store / physical store
experience seamless.
Bob’s Discount Furniture has introduced “digital concept” spaces
where customers can search for products online, providing more
style and customization options than in-store.

website for each of its major stores,
some as large as 180,000 square
feet. They’ve hired Matterport to
scan each with a 3D camera and
use a sophisticated AI platform to
turn scans into interactive 3D models. The stores are rescanned every
three months to make sure that
products on display are also the
latest offered online. Customers can
immersively walk through each store
without ever leaving their homes.
They can also take rough measurements of furniture items. Then, if
they come into the physical store,
they will know exactly how to navigate to an item.
Furniture retailers should expect
that their customers will continue to
shop online before ever walking into
their stores. They will bring with them
a short list of items being considered
10

and will be ready and motivated to
buy. It is a retailer’s job to use tools
at hand to provide an exceptional
guest service experience. One of
these tools is innovative store design
to make the purchase experience as
easy and as seamless as possible.

Rethink In-Store Shopping
Allow for increased side-by-side
selling: Imagine replacing your
long customer service counter with
a series of small sit-down areas
equipped with digital devices. This
would facilitate one-on-one, sideby-side meetings at the start of the
sales process. Also, instead of having private sales rooms or an impersonal checkout area, have customers fill out their credit information or
pay on an iPad while sitting comfort-

ably anywhere in the store.
The benefits of moving to a virtual sales system: iPads can also
be used by salespeople to answer
questions that come up or provide
other information as needed by
scanning any item on the sales floor.
Using mobile devices can also help
you to reclaim retail display space
from square footage typically allocated to offices and checkout counters. Fundamentally, this will shift the
way you sell furniture and how you
treat customers the moment they
walk through the door.
Think about adding a pre-shopping presentation area: A
pre-shopping area at the front of
your store can help pre-shoppers
quickly find where the furniture they
liked online is located physically in
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FUTURE FURNITURE STORES
your store.
Bob’s Discount Furniture is running with this idea. They’ve installed
new digital concept spaces upfront
in their stores. At a simple level,
the digital concept spaces are just
a series of interactive screens and
digital devices that allow customers
to search for products. But they
do more than that: they strategically communicate to customers
that Bob’s is offering a seamless
shopping experience—whether the
customer shops in-store or online.
And, it reminds them that if they
don’t find what they are looking for
in-store, there are even more styles
and customization options available
online. So, it’s practically impossible

to not find what they want. That’s a
strong message.
Consider smaller footprints for
some stores: Ultimately, if you provide completely seamless online and
offline experiences—with products
presented online in a captivating
way using strong visualizations and
customization options—you can
profit by reducing the footprints of
some of your stores. Your large, destination mega-stores can still feature
everything you have to offer. But
smaller stores can be added as satellite locations, perhaps in markets
you have not considered previously.
These satellite stores will be able to
more effectively rely on interactive
online experiences to show addi-

tional customization or style options.

Personalization Within
the Store Environment
To get customers to visit physical
stores, retailers need to offer an
experience that is wholly unique and
can’t be achieved online. Deprived
of human interaction for a prolonged period during the pandemic,
customers instinctively want someone to give them the personalized
shopping experience they’ve missed.
If you don’t have one, you should
consider adding a beverage station
or counter where guests can be
offered water, coffee, even some

Retailers create rewarding
in-store experiences.
Furniture Mall of Texas takes customer bonding to the max. Live musicians
play in an entertainment area while customers listen in recliners. They also
provide cool three-wheel bikes that shoppers can use to ride around the
store. Pictured below is Mathis Brothers’ Bar & Bistro concept.
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Multiple, comfortable, interactive customer experiences.

Pictured above is a rendering of Boulevard
Home’s Design Center. At left, Miller
Waldrop Furniture has incorporated
multiple Design Centers with refreshments
and interactive displays in its Lubbock,
Texas store. It’s a comfortable and tactile
experience for customers.

snacks. This helps to bring a sense
of fun back into the shopping experience.
Furniture Mall of Texas creates a
unique shopping experience: The
new Furniture Mall of Texas store,
for example, makes it easy for customers to bond with the brand and
enjoy the experience of furnishing
their homes. They offer small threewheel bikes that customers use to
ride around while shopping. The
store has a live entertainment area
where musicians perform while customers relax and try out recliners.
There is also a 2,000-square-foot
indoor/outdoor Howdy Cafe serving
coffee, beverages, food and more.
Expectations are that the cafe will
draw more than just furniture shoppers. It will also serve as a co-working space for those in the neighborhood who want a change of venue
from their home office setup.
Mathis Brothers adds a high-end

Design Center experience: Mathis
Brothers emphasizes customer amenities within their high-end Design
Center. Featured is a luxury Bar &
Bistro where customers can take a
break, order a glass of wine and
have a bite to eat. And, customers
can take that wine with them as
they walk around the store with their
pre-booked decorator/Style Advisor.
Mathis encourages customers to
select and book appointments with
decorators in advance so the interaction is as personalized as possible.
It makes the experience of shopping
for furniture more like spending the
day at a spa or one’s favorite salon.
Part of that experience includes
sitting down with a pre-selected
Style Advisor in their Design Center,
which features large communal
tables and back-to-back digital
screens. Personalized presentations
are made using fabric samples that
are beautifully hung around the
inside perimeter of the space. The

Design Center serves as a hub
for customization ideas and will
become even more significant as the
ability to customize products online
gets fully integrated into the store
environment.
Boulevard Home’s new Design
Center: Boulevard Home has also
embraced this approach at their
new Mesquite, Nevada, store. Even
though their store is only 25,000
square feet, it has a generous Design
Center at the back of the guest services area located in the center of
the store. The Design Center can
display up to 150 linear feet of
fabrics, has a separate materials
sample room, features two sit-down
tables where customers and decorators can converse, and displays
large digital screens for looking up
products and showing customization
options.
Miller Waldrop Furniture’s new
Design Center: Miller Waldrop
May/June 2021
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FUTURE STORES
Mathis Brothers’ Design Center
features large communal tables with
oversized screens for collaboration.

Furniture is doing something similar
at their new Lubbock, Texas, location. Since the store has two floors,
they incorporated multiple Design
Center areas. The one upstairs is
close to 1,000 square feet, featuring 200 linear feet of fabrics along
with samples from Daniel’s Amish,
Canadel, and others. Large-scale
leather hides will hang from hooks
so customers can get a full sense of
the leather quality and finish. A builtin refrigerator will allow designers to
quickly offer customers a cool beverage. Since furniture products can
now be so easily customized using
3D visualizations, the impact of
Miller Waldrop’s Design Center on
sales will increase as shoppers create furniture pieces unique to them
and their sense of style.

Include Outdoor Spaces
As a society, we collectively
learned that enclosed interior spac14

es present more of a risk of spreading the COVID virus than outdoor
space. Therefore, some retailers are
seeing a benefit in offering outdoor
areas as an alternative to shopping
in-store. Retailers are using these
spaces for hosting and promoting
events that still serve to drive customers to stores but without the risk
associated with hosting an event
within a tight, enclosed space.
Miller Waldrop’s courtyard: Miller
Waldrop renovated an outdoor
courtyard as part of its new Lubbock
store so it can be used for a grand
opening party, plus other promotional events, wine tastings, and
more. It will feature patio dining
and living sets and have an outdoor
kitchen along with a covered patio
area to offer protection from inclement weather. The courtyard will be
fully landscaped with trees, grass,
plants, outdoor lighting and more. It
even has a separate entrance from
the parking lot to accommodate

customers who want to meet with
a salesperson outside to do their
shopping.

Add Privacy
& Personal Space
While some customers may have
no concerns about resuming faceto-face interactions right away, for
others it will be a slow adjustment.
Some may choose to forego faceto-face interaction altogether. Stores
that provide varying ways to interact
with customers will do well.
Multiple pathways: For customers
who want to navigate your store on
their own, wayfinding should be simple. Circulation routes should take
customers around the entire store,
and be fluid and easy to follow.
Multiple pathways allow people to
space themselves out to avoid other
shoppers. Open plans with high
ceilings make stores feel expansive,
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FUTURE STORES
helping customers feel that they are
not going to get trapped in a back
corner or an enclosed space with
others. Stores with open ceilings
give the impression that air has
plenty of space to circulate.

“Mathis Brothers...
is planning for a 4-lane
covered pick-up area
at the front of their store
to show customers how
easy their pick-up
process is.”

Browse without assist: Shoppers
should be able to easily learn about
the furniture displayed in your store
without the need for salesperson
assistance. Interactive kiosks, digital
screens and product tags with easyto-scan QR codes allow them to
navigate on their own.
Saatva’s brick & mortar solution:
Saatva, the online, high-end mattress
brand, includes digital stands next to
each mattress at their New York City
showroom location. Customers can
quickly scroll through and understand the difference between each
mattress on the floor. The digital
interface mimics the shopping experience on Saatva’s website, where
each mattress’s special features are
summarized in an easy-to-digest
way. The company wants customers
to roam the store on their own and
have all the information they need
to make an informed purchasing
decision. Their showroom has less

product on display than in a typical
mattress store. Each model has privacy from the next, so that personal
space is always observed. Going
forward, stores will be well advised
to stop jamming as much merchandise as possible into a space so that
customers can shop more comfortably-distanced from one another.
Comfortable pick-up & delivery
areas: For some customers, this
means never having to set foot in
an actual store. The option to order
furniture online and have it easily
delivered or picked-up is an important benefit for many customers.
Furniture retailers are discovering
that having clear, designated pickup areas helps minimize in-person
contact. Working parents, who may
have kids in tow, appreciate not
having to leave their cars while their
goods are loaded. Mathis Brothers’
Ontario, California, distribution
center and retail store will include a

In-store,
non-salesperson
sales options.
Saatva’s New York City showroom
has digital stands next to each mattress.
Customers can quickly scroll through
and understand the difference between
each mattress being presented. It’s
similar to the Saatva website experience.
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“Open store plans with high ceilings help customers feel that
they won’t get trapped with others in a back corner or an enclosed space.”
re-imagined four-lane covered pickup area at the front of their store.
Instead of being hidden away in
the back it will show customers how
easy their pick-up process is.

Cleanliness
The importance of maintaining a
clean and sanitized store environment is more important than ever
before. When people walk into your
store they should get an immediate
perception that cleanliness is important to you. If a store feels clean and
safe, they will feel comfortable lingering and touching the furniture
and textures. This will increase the
likelihood of a purchase.
Mattress testing: Mattress departments need to create a number of
positive touchpoints. Best practices
include providing every guest with
their own pillowcase to put on the
sample pillow they will use to mat-

tress test. Laying down fresh paper
sheets on each test bed is appreciated as well. This kind of attention to
detail, plus providing customers with
multiple sanitation options, will go a
long way toward creating a positive
perception of your brand.
Store air quality: For interior spaces, air quality and air filtration systems will be an ongoing concern.
Since airplanes and trains, along
with some offices and restaurants,
have upgraded air systems to reassure visitors, this same expectation
may extend to furniture and bedding
operations. Local municipalities may
increase their standards, requiring
a certain amount of airflow and
filtration by building code for different types of businesses. For this
reason, you may need to upgrade
your heating and cooling systems.
However, cheaper and easier methods for filtering air may soon be
available.

The CLean AIR UVGI Light System,
for example, manufactured by Code
Lumen, is a simple ultraviolet light
that can be easily installed to inactivate 99 percent of viruses and
bacteria, including COVID-19.
Supplied by Visual Graphic Systems,
Inc., the fixture retails for around
$1,000. VGS, Inc., also provides a
UVGI (Germicidal UV Imager) mapping of your physical space to determine how many units you need and
where they should be placed. For
many stores, one fan every 1,000
square feet is enough.

Conclusion
Before the pandemic, many furniture retailers were already taking
steps to provide better in-store customer service, cleaner store environments, multiple pick-up and delivery
options, improved websites, additional store amenities and seam-
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“The furniture shopping experience
has shifted. To be competitive in this fast evolving retail landscape
it’s important to consider how your physical stores need to adapt.”

less online/in-store buying experiences. COVID has pushed them
to embrace these concepts more
quickly. Just about everyone is thinking about new and creative ways to
engage with customers. Let’s face
it: retailers need to make sure that
their customers have exciting and
worthwhile reasons to visit and they
need to feel comfortable in stores.
To be competitive in this fast evolving retail landscape it’s important to
consider how your physical stores
need to adapt.
About Jennifer Magee: Jennifer
Magee is an architect and designer

who has over 15 years of experience
in the home furnishings industry.
She has designed over three million
square feet of retail space. Working
almost exclusively with furniture and
mattress retailers, Magee has an
in-depth knowledge of how to layout
stores to create better customer flow,
improve the way merchandise is presented, and increase sales.
She is the founder and owner of
Retail in the City, a boutique design
firm offering a full range of retail
design services from
storefront design
to interior design,

branding, space planning, visual
merchandising, signage, new store
concepts and more. Her talented
team of architects, interior designers
and renderers creates exterior and
interior design packages so retailers
can become more competitive in
their home market or expand into
new markets.
For additional information, visit
www.retailinthecity.com or contact
Jennifer directly at 917-533-4372 or
jennifer@retailinthecity.com.

Pictured above is Miller Waldrop’s outdoor
courtyard, part of its new Lubbock store.
It can be used for promotional events,
wine tastings, and more. At left, Furniture
Mall of Texas is focused on connecting with
their customers and creating a unique
shopping experience that cannot be
achieved online.
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DESIGN & DESIGNER SERIES

Furnishings Trends
INTERVIEW WITH DESIGNERS

G

ary Inman
and Zach
Hodgin
anticipate
a post-pandemic
flood of designs
focusing on new
materials and
colors. Get ready
for less beige
and boring and a
number of hard-toreconcile, diverse
design trends.
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GARY INMAN & ZACH HODGIN

Back in 2016, Furniture World
interviewed Gary Inman for a
wide-ranging article on interior and
product design. Inman’s advanced
studies in fashion, textile and costume history, as well as art history
and architectural history, inform his
work as a furniture and interior
designer, author, educator and lecturer. He is sought out for his expertise in commercial, residential and
product design.
After recently leaving his position as Vice President of Hospitality
with the iconic commercial design
firm Baskervill, Inman decided to
move from Richmond, Virginia, to
High Point. There he will pursue
teaching as well as the practice
of interior design at the company
he founded in 1998, Gary Inman
Home Couture. Inman, along with
his associates Dani Blake and Zach
Hodgin brainstormed a new interior
design business model.
“I had worked with designer Dani
Blake for a number of years at
Baskervill imagining luxury projects,” Inman told Furniture World.
“After we left Baskervill, an idea
emerged for a business model to
bring together a group of like-minded synergistic firms in creative alliances.”
Zach Hodgin who was also inter-

viewed for this article is an interior designer who grew up styling
wholesale showrooms in High Point,
before earning his Interior design
degree at UNCG. After college he
took a job in home staging and then
moved on to working on the retail
side of interior design. Said Inman,
“One of the reasons I wanted Zach
on my team is that he has experienced the manufacturing side as a
visual merchandiser, most recently
joining the team that created the

“There’s been a lot of talk
about healthy lighting,
vegan leather products,
fragrances and the
type of fibers used in
bedding. We’re seeing
a lot more interest in
organic materials such
as linen, bamboo, cork
and wool.”
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INMAN & HODGIN
Gary Inman, founder,
Gary Inman Home Couture

buzzworthy Gabby Home showroom
In High Point. He’s also experienced
on the retail side, and now on the
full-service interior design side as
well.
“Zach and I became friends due
to our shared interests in historical
period styles and new traditionalism. He’s an excellent renderer,”
added Inman, noting the upcoming
exhibit, “The Eye and The Hand”
at the Bienenstock Furniture Library
during the fall High Point market
that will feature Hodgin’s renderings.
“Although he’s 30 years my junior
we developed a surprising camaraderie.”

Design in the Age of COVID
“During the pandemic,” Hodgin
observed, “people are making their
homes better and cozier. It’s crazy to
see the number of people who are
buying furniture right now. They are
looking for adaptable spaces suitable for living and working. Everyone
in our industry has seen a spike in
home office and outdoor furniture
sales.”
“There has also been a huge paradigm shift during the pandemic,”
noted Inman. “A change in the way
people want to live their lives has
affected how they purchase home
furnishings. COVID has been the
elephant in the room, so to speak. A
new zeitgeist has emerged, much like
there was during the art deco period,
the jazz age, or the machine age.
24

New Focus on Materials
Hodgin has noticed that consumers have developed a heightened
interest in how things are made and
what they’re made of. “They are
asking what chemicals are in home
furnishings products and what types
of VOC emissions they produce.”
“We’ve seen shifts in materials
usage associated with this,” added
Inman. There’s been a big uptick in
copper and zinc being used by manufacturers for their anti-microbial and
anti-viral properties. The outdoor furniture company Vondom is using an
extruded shaped resin that is anti-microbial and anti-viral, as well. We will
see more introductions incorporating
these kinds of materials at upcoming
High Point shows.
“There’s been a lot of talk about
healthy lighting, vegan leather prod-

“As we move into a
period characterized by
a renewal of hope and
energy, the color green
will be favored, including
earthy sage, pistachio and
leafy greens.”
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Trend:
INDIGENOUS
There are lots of Moroccan, Peruvian,
native American and Anasazi-inspired
geometric textiles, rugs and lamps on the market
that have a global indigenous feel.

ucts, fragrances and the type of
fibers used in bedding. We’re seeing
a lot more interest in organic materials such as linen, bamboo, cork and
wool. People are looking for ways
to heal themselves, to be healthier,
and build a sense of serenity in a
period that’s been disrupted by the
pandemic and politics.
“Younger industrial and product
designers are working to nudge the
furniture industry to be more responsible. They have a desire to do the
right thing and are finding ways
to do that through better design.
This addresses an increasing agitation among consumers regarding
the degradation of the planet. Their
concern is generating a longer-term
shift away from a mindset of purchasing lower quality furniture that’s
available immediately and is likely to
end up in a landfill. Consumers are
increasingly educated and empowered regarding sustainability principles. They are demanding beautiful
and responsible design options from
manufacturers and designers in both
the residential and commercial sectors.”

Juno and Tattoo
table lamps,
Currey & Company

the pipeline for the spring High Point
show in 2020 didn’t get shown,”
noted Inman. “The entire cycle of
introducing products got shut down
so we aren’t going to see much
that’s new until October at the earliest.”
When introductions start flowing
once again he predicts a torrent.
“We’re going to see lots of innovative design introductions in both
residential as well as on the hospitality side. My colleagues who haven’t
been that busy this past year have
a lot of bottled-up design passion
for creating healthy spaces. Part of
that will be a fundamental shift in
the way that we think about lighting.
It isn’t going to be just about illuminating a room. Lighting design will
be approached increasingly from the
perspective of neuroscience, taking
into account how the human brain
works and how lighting impacts our
sleep, productivity, emotions and
overall health.”

Trend: Less Boring & Beige

After the privations that came along
with the First World War and the
A Clogged Product Pipeline pandemic of 1918-1919, a desire
for better, brighter and more color“Furnishings products that were in ful lifestyles emerged. Likewise said

26

Inman, “Coco Chanel said that after
having lived through the austerity of
World War II, people had a desire to
embrace decadence. I feel like we
are having that kind of moment now.
They have been bottled up, held
down and isolated. And when the
door opens, it’s going to blast open.
People are going to travel; hotels will

“Coco Chanel said
that after having lived
through the austerity
of World War II,
people had a desire to
embrace decadence.
I feel like we are
having that kind of
moment now.”
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Zach Hodgin,
Gary Inman Home Couture

renovate and freshen up.”
Hodgin agreed, and as evidence
pointed out an art deco design revival. “That includes organic materials,
bold patterns, colors and metal
geometrics. The design has been
updated with the bold purples and
greens, ochre and mustard colors
people are wild about right now.”
“It’s a different kind of aesthetic,” added Inman. “What we’re
seeing with art deco is an energy

shift that ties into a current
design environment that
emphasizes bold patterns,
bigger scaled textiles and
prints. People are looking
for excitement. They want
their spaces to be more
dramatic and have grown
tired of looking at mid-century furnishings. Mid-century won’t totally
disappear, but taking its place will
be art deco design. The work of
my friend, the Australian designer
Greg Natale (www.gregnatale.com)
comes to mind. He’s an incredible
designer whose work channels the
energy of Paris in 1920 or a chic
London boutique hotel circa 1918.
“The design community is aching

to get away from so much boring
beige and grey. It will be replaced
in part by a strong trend toward
using simple deco-inspired geometric forms, but also curves. Home
furnishings product designers are
incorporating radius curves everywhere. Historically it was called
streamlining. Curvaceous sitting
pieces are a big part of art deco.
It’s a trend that Style Spotters have
seen building over the past two High
Point markets.”

The Luxury Mindset
“On the fashion front, energy
and passion are emerging. It has a
celebratory feel, like there’s a party
going on. And right now,” Hodgin
said, “in fashion, we are seeing,
linens and flowing women’s dresses
that are free and floral. Whenever
people have been cooped up and

Century Furniture

Caracole
Tamarian Rugs
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“The design community is aching to get away from so much boring beige and grey.
It will be replaced in part by a strong trend toward using simple deco-inspired
geometric forms, but also curves.”
feel deprived they want to experience extravagance, decadence and
deliciousness.
“There’s also a new trend that
has been embraced by younger
home furnishing customers called
Grandmillennial or Granny Chic.
It’s associated with nostalgic chintzy
upholstery, updated needlepoint
cushions, tassels, florals and elements of classic design from a previous generation.
“They’re buying on Esty,” he said,
“as well as finding items at consignment shops or antiques malls.
Beautifully ornamented and period
styles are used to create a fresh,
new, personalized and eclectic style
that’s luxurious in its own way. They
might take a chest found in their

grandmother’s home, and place a
modern lamp on top.”
“Then maybe put a fun shade on
the lamp,” added Inman, “They’re
mixing good craftsmanship with
decadent ornamentation to create a
kind of luxury that’s become cool.”

Earth Colors Rising
“There has been a lot less clarity in
color trends due to pandemic-related fashion and design show cancellations over the past year,” observed
Inman. “There’s a lot of guessing
going on right now. I speculate that
black and white will stay with us and
we will move away from salmon,
pinky colors. Blue is a color furnishings retailers can always count on

to be important. It appears in cycle
after cycle in different shades. For
those who missed the last High Point
Market, autumnal colors including
cognac, orange tones, cinnabar,
plus purple and a lot of green were
a fresh surprise. I believe this natural
color pallet is going to stick with us.
As we move into a period characterized by a renewal of hope and energy the color green will be favored,
including earthy sage, pistachio and
leafy greens.”

Throwaway Culture’s End?
An appreciation of how furniture
is made with craftsmanship and
joinery details has become more
explicit. This is a trend mentioned by

Trend: ART DECO
Art Deco inspired designs, said Gary Inman, signal a shift “that emphasizes
bold patterns, bigger scaled textiles and prints. People are looking for excitement. They want their spaces to be more dramatic.”

Bernhardt Furniture Co.
Bernhardt Furniture Co.
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Trend: COLORS
Inman remarked that, “For those who missed
the last High Point Market, autumnal colors
including cognac, orange tones, cinnabar, plus
purple and a lot of green were a fresh surprise.
I believe this natural color pallet is going to
stick with us.”
Nourison

Zach Hodgin during this interview
and was explored by SCAD professor Sheila Edwards in the March/
April 2021 issue of Furniture World.
“This trend also ties into the world

“Grandmillennial, also
called Granny Chic, is
associated with nostalgic
chintzy upholstery,
updated needlepoint
cushions, tassels, florals
and elements of classic
design from a previous
generation.”
30

of fashion,” Inman told Furniture
World. “Sales of custom-made
shoes, shirts by Ledbury, and Frye
boots went through the roof as millennial customers pivoted to investing in fewer, better-quality goods.
Trends often start in fashion and
then move over to more substantial
investment items in the furniture and
accessories space. We are seeing
a 180degree shift away from a
throwaway culture in favor of purchasing items that are well made.
Artisans who belong to the High
Point-based Mill Collective exemplify this trend, creating organic,
individually handcrafted furniture.
Also, Mecox Gardens, a high-end
company that’s the darling of New
York designers, gets a huge amount
of press about this. Mecox creates
home furnishings that have an artisan feel. The company also creates
engaging stories about the people

Nourison

who design their products.”

Design Schizophrenia
Inman mentioned that “There’s
a strong trend towards art deco
design and at the same time a
huge interest in organic and crafted
furnishings. The market is also full
of wonderful Moroccan, Peruvian,
native American and Anasaziinspired geometric textiles, rugs and
lamps. These designs have a global
indigenous feel that’s inclusive and
multicultural.
“It’s hard to reconcile these
diverse trends. Makers are creating
organic furniture using Japanese
joinery techniques that emanate a
Zen quality that’s healing, soothing
and tranquil. People are looking to
connect with nature through indigenous design but yet there’s demand
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Kamiya for Mill Collective

Trend: CRAFTED
Inman and Hodgin see a huge shift away from a
culture of throwaway furniture. “Artisans who belong
to the High Point-based Mill Collective exemplify this
trend, creating organic, individually handcrafted
furniture,” noted Inman.

for luxurious, glamorous environments. This speaks to the diversity of
our customers and what they want
as individuals.”

“My suggestion is that
they should work harder
to create a context in
their stores to better
resonate with their
shoppers’ personalities.
That’s much more
powerful than just mixing
and displaying products
in a pleasing way.”

furnworld May-June 2021 -6 Four Less.indd 32

Selling to People’s Passions
“It’s interesting to note that
although we study and enjoy following trends in architecture, fashion and home furnishings design,”
Inman observed, “the design work
we do, ironically, isn’t about trends
at all. It’s all about passion and
storytelling. We believe that retailers, interior and product designers
should help to create spaces filled
with things people can be passionate about. These may include a mix
of heirlooms, antiques and items
they’ve collected on their travels.
Our industry is coming off of a long
period of monotonous beige. It’s
exciting for us to see that the trend
back toward neo-traditional design
seems to be gathering momentum.
“There is a resurgence of interest
in understanding the past, in traditional design methodology and
aesthetics.” Inman sees an opportunity for young designers and people
throughout the industry to bring

depth to their design and sales
presentations by becoming more
familiar with the work of the great
practitioners of design. People like
Mark Hampton, William Haines,
Billy Baldwin, Parrsh-Hadley, Mario
Buatta, Dan Carithers, Dorothy
Draper, Elsie de Wolfe, David
Hicks—all visionary designers.

Retailing Post-COVID
Will there be a resurgence of traditional designs at brick-and-mortar
retail? “If retailers don’t get more
innovative,” predicted Hodgin, ”they
will lose market share to alternative
channels of distribution.”
Right now, retailers are focused
on satisfying demand and managing their supply chains. But what will
happen after that? What takeaways
should retailers remember to consider post-pandemic?
Inman suggested, “It doesn’t matter if a retailer sells furnishings that
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Kara Cox Interiors’ Sunset project

Trend: GRANDMILLENNIAL
Grandmillennial design, sometimes called Granny Chic, can be characterized
by “nostalgic chintzy upholstery, updated needlepoint cushions, tassels, florals
and elements of classic design,” said Hodgin. The photo above “is an elevated
version that’s similar to what I might call ‘New Traditional’ added Inman.

Kara Cox Interiors’ Adamsleigh project

embody bold decorative patterns
and colors, has an indigenous feel
or the hallmarks of maker culture.
My suggestion is that they should
work harder to create a context in
their stores to better resonate with
their shoppers’ personalities. That’s
much more powerful than just mixing and displaying products in a
pleasing way. So, if a couple walks
into a store, a subset of displays they
see should ideally match their per-

sonalities and lifestyles. If retailers
can create that moment for them,
those shoppers won’t have to visualize how an item, seen in isolation,
will fit into their homes. Lots of people struggle with that. Not everyone
can visualize. And this is one of the
biggest opportunities for retailers
and designers to collaborate.
“Finally, I would like to suggest
that a source of inspiration for retailers could be Currey and Company’s

High Point showroom that brings
products alive through visual storytelling. Some companies have been
able to do this by adding splashes
of color and sometimes pattern to
align product displays with compelling stories. It’s hard to translate the
power of the trends we described
earlier unless the furniture, accessories, lighting and rugs are all pulled
together in little mini-stories that get
customers excited.”
May/June 2021
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CXM

CUSTOMER EXPERIENCE MANAGEMENT

S

ee how
retailers can
use CXM to
automate
sales and service
processes. It
uses automation
triggers to save
time and produce
meaningful results
quicker.
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Part 2: Workﬂows

by David McMahon

In the March/April 2021 issue
of Furniture World, the concept of
Customer eXperience Management
(CXM) was introduced. CXM can
help retail furniture stores better
manage leads, and improve systems and processes to increase
employee productivity, as well as
boost metrics such as close rates
and average sales. In that article,
an example was given of how a
typical non-physical lead journey
can work to produce increased
sales and happier customers and
salespeople. This installment will
continue with examples of how
CXM works by focusing on lead
management workflows that benefit
your retail operation.

CXM Workflow: Appointments
Lead Managers working in formal
business development centers, or
BDCs, are tasked with supplying
salespeople with a steady stream of
warmed-up and qualified customers. One goal for lead managers is
to schedule customer appointments
with sales and design associates.
The purpose is to get both customers and salespeople to commit to
providing a valuable resource—
their time. Commitment to appoint-

ments sets hot leads apart from
semi-serious leads. Here is a possible workflow process:
Step #1. Booking: Book the
appointment on a digital calendar. You cannot count on customers or salespeople to write
down and remember all their
appointments.
Step #2. Automated message:
Send an automated thank you
message (text and email) with
the time and date agreed upon.
In the message, let each customer know how to prepare for
the best in-store experience. For
example, pictures of their room,
existing furniture and accessories, measurements, and samples of styles they like. Perhaps
even include a short survey. This
pre-work can really move the
process along.
You might be thinking that this is
a lot of time-consuming preparation. Also, you may not be confident
that your employees will do this in
an efficient manner and say the
right things. My answer is that you
are right! That is why you need to
rely on good CXM systems and processes. Start by preparing message
templates for salespeople to use.
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Possible CXM Process: After Appointment is Made
APPOINTMENT MADE
A hot opportunity

Thank you/
appointment time
& expectations

Salesperson
assigned the
opportunity

Reminder call

Physical lead:
follow in-person
selling system

SALE MADE

follow previous workﬂow

FOLLOW UP
agreed upon

These professional communications
can be automatically triggered.
CXM moves customers along their
journey and relies less on salespeople and sales support performing
every small task along the way. It
helps them to consistently do their
work exceptionally well. So, once
steps #1 and #2 above are completed, here’s what’s next.
Step #3. Reminder Call: After
a salesperson is assigned the
lead, a reminder call can be triggered so everyone can be better
prepared for a successful conclusion of a face-to-face or virtual
appointment.
Step #4. Pre-work for
the salesperson/designer:
Salespeople should review all
information received from the
lead manager and customer,,
so that they can better understand the situation and focus
in on appropriate options. For
example, a welcome gift might
be appropriate. Knowing in
advance if a shopper would like
to be served coffee, beer or wine
can provide an unexpected and
welcome surprise.
Step #5. In-store visit: If
36

you’ve prepared properly, your
salespeople will be miles ahead
already. You will find that as they
progress through your regular
selling system, the process will
progress smoother with these
warmed up and committed customers.
Step #6. The outcome: most
of the time, leads handled this
way will turn into sales. But
sometimes they will require additional follow-up, like house calls
that achieve high close rates.
Either way, good CXM processes
branch off from here.
Step #7. New order: When
a sale is made, a new order
follow-up workflow should be
initiated.
Step #8. Other follow up:
If a house call appointment is
made or some other follow-up is
agreed upon, a similar process
of scheduling on the calendar
continues.

CXM Workflow: Sale Made

No deal
and no
follow up
requested

dise needs a PO sent to the vendor
or the inventory required is in stock.
Either way, if you want to deliver the
best customer experience you need
to keep in touch with customers
through the entire fulfillment process. This is especially true with special order items. Customers deserve
to be contacted frequently even if
there is nothing new to report. Think
of good reasons to keep in touch via
text, email or with a call.
The first contact should be a thank
you and perhaps a review. This can
be followed up with either a delivery

“To be efficient,
communications need
to be simple and
frequent—an automatic
process that does not hold
the organization back in
terms of workload.”

Two types of workflows occur after
a sale is made. Either the merchan-
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Possible CXM Process: Pre-Sale Follow Up
PRE-SALE FOLLOW UP
opportunity

Thank you/
follow up
agreed upon

Salesperson
assigned the
opportunity

Follow up with
information and
book appointment

APPOINTMENT
made

SALE MADE

follow previous workﬂow

“Your goal should be

NO SALE

pre-sale follow up required

to keep the conversation going until an
appointment or in-store visit is made, leading
to the scenario of a likely sale.”

or pick-up reminder, or in the case
of special order, a message that the
vendor received the order, for example. Put yourself in your customer’s
shoes: if you spent several thousand
dollars and received only a promise,
would you rather be contacted more
often or not at all? Retailers receive
a significant number of order status
requests from customers who are,
especially now, waiting a long time
for delivery.
This volume of status requests
tends to interrupt employees, who
may feel overburdened and less
able to perform other important
job duties. To avoid this situation,
retailers need to follow-up routinely and often. Look to automation.
CXM involves setting triggers that
automate follow up and reminders
to follow-up.
Other examples of special order
follow-up messages that can be sent
to customers are:
• Merchandise is scheduled for
production
• Merchandise is in production
• Near completion
• Factory to schedule shipping
38

Physical lead:
follow in person
selling system

• Factory shipped
• Merchandise received at our
warehouse and delivery or pickup date suggested
Once delivery is complete, postdelivery calls or messaging is important. And CXM does not stop there—
it continues on, hopefully guiding
the customer into future purchases.

No deal
and no
follow up
requested

tion to move the prospect along in
their purchase journey. You do not
want them to shop at another store
that has better follow-up, right? Of
course not. Your goal should be to
keep the conversation going until
an appointment or an in-store visit
is made, leading to the scenario of
a likely sale.

Customer Service Issue
No Sale, Follow-Up Required
This third workflow example
occurs when neither an appointment
or sale is made. If a salesperson or
lead manager collects a customer’s
information, a foolproof system to
ensure follow-up needs to be put in
place. When retailers do this properly, virtual or physical leads will
build up.
A retailer who wants to maximize sales volume and its reputation
in the community can’t drop the
ball on qualified leads. Automate
a thank you message immediately
after the interaction allowing for
these messages to be customized to
include any necessary details such
as a request for additional informa-

There are countless ways CXM
can improve an organization. I will
present one more in this article.
Customer eXperience Management
can be used to streamline customer
service issue resolution.
A request for customer service often starts with a call from
a customer who has a problem.
Unfortunately, the employee on the
receiving end of the call is rarely
prepared to resolve the issue and
needs to get back to the customer
later. This is inefficient and a time
waster.
These service complaints can pile
up. Do not expect your employees
to develop their own perfectly organized systems, software, and pro-
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cesses. It is management’s responsibility to continually improve business
processes so employees have clear
paths to follow.
A great way to do this and provide
a better experience for your customers is to create a service form on
your website. This form can be filled
out by either customers or employees. Why a form? Because in nice
little boxes it records the necessary
information needed to diagnose a
problem and find the best solution
as quickly as possible. With good

“Service complaints can
pile up. Do not expect
your employees to
develop their own
perfectly organized
systems, software, and
processes.”

CXM, the form will automatically
create a ticket and email it to the
people who are tasked with managing and resolving the issue.
This ticket acts in a way that’s similar to how customer leads are sent
to salespeople. With service though,
the desired outcome is a satisfied
customer and productive employees. At the same time a virtual ticket
is created, the service manager is
notified and the customer gets a
message letting them know about
the next steps. Based on the information received, the service manager can respond fast. This response
could be an immediate resolution,
sending a tech or ordering a part,
referring to the accident protection company, or getting additional
information. In any case, the customer is in the loop and in most
cases their issue is managed better.

Other CXM Workflows
There are many other ways to
organize a CXM to improve customer experiences. Here is a short list:
• Accident protection
purchase reminder

• Next purchase ideas
• Related item follow-up
• Anniversary of last purchase
• Birthday gift
• Social media lead generation
for lead forms
• Chat lead generation
• In-store digital ‘register to
win’ forms
• Quote follow-up
• Past purchase follow-up
• Vendor communication tracking
• Internal education and
learning management

Unlimited CXM Possibilities
To sum things up, Customer eXperience Management helps organizations by improving processes, which
always equals better outcomes for
both businesses and customers.
CXM helps customers move more
effectively and efficiently through
their shopping journey.
This includes selling processes
for both non-physical and physical
operations such as managing sales

Possible CXM Process: After Sale is Made
SALE MADE

physical or digital

Special Order:
thank you
and next steps

Follow up #1:
factory acknowledged order

Follow up #2:
scheduled for
production

Follow up #3:
in production

Insert scheduled personal SMS and Voice Follow up
Stock Sale:
thank you
and next steps

Delivery date
reminder
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Follow up #7:
received at
our warehouse/
schedule delivery

Delivery competed
survey/thank you

Follow up #6:
factory shipped

After
delivery call

Follow up #5:
Factory to
schedule shipping

2-3 month
follow up

Follow up #4:
near completion

Next purchase
marketing funnel
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CXM PROCESSES
before merchandise delivery, purchase follow-up and delivery scheduling. CXM can also be used to
enhance the journey with respect to
service issue resolution or marketing
to attract new customers. Not only
does it create better word-of-mouth

“Finally, the added benefit
of well designed CXM
systems and processes
is that you can integrate
and add more horsepower to your POS
systems, Podium,
Dispatch Track and
website partners.”

(WOM) marketing through your
customers’ networks, it allows you
to create automated, relevant and
customized touchpoints for another
purchase down the road.
The automation is released by
triggers to save employee time and
produce meaningful results quicker.
Finally, the added benefit of well
designed CXM systems and processes is that you can integrate and
add more horsepower to your other
systems such as your POS system,
Podium, Dispatch Track, in-store
traffic counters and website partners. Tying this all together provides
a powerful customer facing solution
for your business.

Next Steps
If you are intrigued by the possibilities of CXM I recommend that
you:
• Review your current processes
with regards to just one area of

your business to start, for example, lead management.
• Next, follow the chain of events
and then ask, “Are we delivering
the best customer experience
in our market or are we trying to make people happy?”
Furthermore, ask, “Are we efficient with our time?”
• Then finally, seek out the best
processes, systems, and people
to continually develop Customer
eXperience Management.
About David McMahon: David
is the founder of PerformNOW
Inc. PerformNOW has three main
products that help home furnishings businesses improve and innovate: Performance Groups (Owners,
Sales managers, Operations),
PerformNOW CXM (Customer
eXperience Management systems
and processes), Furniture business
consulting. You can reach David at
david@performnow.com.

Possible CXM Process: After Service Request
Workﬂows:

desired direction

SERVICE REQUEST
telephone, web survey,
chat, SMS, email

IMMEDIATE
RESOLUTION
Service ticket
stated and
assigned

The Abyss:
Upset
Customer

40

Make a connection
and understand
the situation:
webform/survey

Thank you
and next steps

desired dire

ction

NEXT STEP

send tech or order part

ADDITIONAL
INFO REQUIRED
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RETAIL SUCCESS

The Fernish Rental Model

O

nline
furniture
retailer
Fernish
targets a young
mobile audience
that sees traditional
furniture retail
as clunky, costly
inefficient, timeconsuming and
hassle intensive.

44

by Russell Bienenstock

Online furniture retailer Fernish
got its start just four years ago
when Michael Barlow, CEO of
Fernish, and his business partner
Lucas Dickey, chief product officer,
started thinking about the furniture
business.
“The idea of furnishing a temporary home with permanent furniture seemed to us to be clunky,
costly, inefficient, time-consuming
and hassle intensive,” said Barlow.
“Creating a home environment in a
new city should be effortless. Lucas
and I observed how we and other
young, mobile consumers were having difficulty setting up and furnishing homes. The problem had to
do with moving to rented spaces—
apartments or houses—along with
roommates, short-term relationships
and job situations.
“So, we came up with an idea
for a service economy product that
would solve all the challenges associated with buying, owning, moving,
selling, storing and disposing of
furniture. The Fernish rental model
came out of our personal experiences, pain points and mobility
challenges.”
In 2017, the partners didn’t know
much about traditional lease-to-

own companies. “Other players in
the furniture rental business,” Barlow
said, “had developed financing
alternatives, but nearly 100 percent
of the people in the demographic
we targeted had never considered
or even heard of furniture rental as an option. Fernish doesn’t
try to compete with legacy furniture rental companies, but we’ve
seen a huge opportunity to take
share from brick-and-mortar retail
companies that haven’t evolved
a service economy experience.

“An important part of
our core purpose is
to keep furniture out of
landfills via our
refurbishment and
recycling process.”
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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

SEAMLESS SERVICE

NETWORK CAPABILITIES

PROFESSIONAL

• Minimize exchanges & returns
• Increase proﬁt margins
• Pre and post-sale expert repairs
• Minimize chargeback eﬀorts
• Improve your customer experience
• Complete turnkey service solutions

KNOWLEDGEABLE

Extend Your Brand with
a Service Provider You Can Trust

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.

Contact Jason, Melanie or Christine
to discuss FSN business solutions
jason.baumgartner@fsnpro.com
melanie.gallagher@fsnpro.com
christine.diercks@fsnpro.com
http://www.fsnpro.com
4035 Premier Dr. Suite 203, High Point, NC 27265

FSN MARKETPLACE IS OPEN

For all your parts and product needs, visit www.fsnmarketplace.com
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Michael Barlow, CEO (near left) with Lucas Dickey, chief
product officer. Fernish’s Los Angeles headquarters team is
pictured above.

Target Customers
“Our customers often consider buying from flatpack, assemble-it-yourself retailers like Ikea,
or from more aspirational lifestyle
stores such as West Elm. They are
often unsure about how long they

“I understand the value of
green certifications, but
if the final product isn’t
usable beyond a handful
of years, it will end up in
a landfill anyway.”
46

will be living in a location or how
roommates will share costs. Many
don’t feel comfortable committing
to pay all that money upfront, then
figuring out how to dispose of it
should a roommate move out early
or at the end of a lease.”
Furniture World asked Barlow to
give additional reasons why his millennial customers might forgo purchasing a promotionally-priced sofa
or something of higher quality from
a local store.
“People choose us for the convenience and flexibility we provide,”
he replied. “Convenience from
Fernish means that shoppers can
get everything from one place. We
don’t have 70,000 sofas or 15,000
desks to choose from. The selection
is curated to about a dozen. They
can choose to buy one item or complete rooms that can be delivered

and assembled free with white glove
delivery within a week. It’s a big
draw for an Amazon Prime, wantit-now, audience. Fernish’s customers who are not satisfied with their
choices within three days of delivery
can exchange them for something
else. There’s no extra cost.”
They are attracted to the flexibility
of monthly payment options. These
include rental terms from two to 12
months. “The majority of our customers tie the lease of their furniture
to the term of their apartment lease.
If they like the furniture and decide
to stay in Dallas, Los Angeles or
Seattle, there is a purchase option.
They just pay off the difference
between what was already paid and
the retail value. But if they are moving to another city, they can avoid
the hassle, moving costs and uncertainty. We just pick up the furniture.”
At the end of the lease period
there are three choices described on
the fernish.com website: extend the
lease for another two-to12-month
term, swap items or keep them. For
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The Most Comfortable Dining Chairs
Chromcraft - The Leader in Casual Dining Since 1937!

Chromcraft Dining Collection Featuring Our Exclusive Tilt Theater Seating

Chromcraft

Breuer Seating

The Chromcraft Brands Offer
• Choice of Finishes
• Over 100 Custom Fabrics
• Deep Seating Comfort with Memory Foam

Metalcraft

Chromcraft Built in the USA
CHROMCRAFT
REVINGTON
DOUGLAS
COCHRANE

HIGH POINT | IHFC H1147 • www.chromcraft-revington.com • www.comfortnmotion.com

1011 S Grove Ave., Ontario, CA 91761 • 1457 Industrial Park Dr., Sardis, MS 38666 • 662-562-8203
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Starting at

$499

Zero Gravity PLUS® Recliner with Yoga Flexx® Massage &
Lift 4-motors. Also available in leather at $599
Starting at

$399

Wall Hugger 3-motors Recliner

The Most
Comfortable
Recliners
in the House

Quality motion that's
priced right!
Starting at

Starting at

$349

Zero Gravity 1-motor Recliner

$249

Swivel Recliner Glider (manual)

8 best-selling ZIP SHIP models feature
industry-leading technology and options including...
• Infinite Reclining Positions
• Zero Gravity
• Zero Gravity PLUS®(patented)
• YOGA FLEXX® Massage (patented)
• Models available with LIFT
• State-of-the-Art LCD
Hand Controllers
• Custom Fabric & Leather Options
• Power Headrest

Scan and learn more
about Comfort in Motion

the most comfortable seats in the house

HIGH POINT | IHFC H1147 • www.chromcraft-revington.com • www.comfortnmotion.com

1011 S Grove Ave., Ontario, CA 91761 • 1457 Industrial Park Dr., Sardis, MS 38666 • 662-562-8203
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“Our customers often consider

buying from flatpack, assemble-it-yourself retailers like Ikea,
or from more aspirational lifestyle stores such as West Elm.”

customers who move somewhere
else in the same area, Fernish picks
up and moves their leased furniture
at no charge.

Aiding The Circular Economy
Regarding product quality, Barlow
adds, “Fernish provides quality products that are aspirational. We don’t
believe in putting $400 sofas into
circulation because they’re going
to end up in a landfill within a year.
Our customers understand that they
get what they pay for. They are ready
to “hashtag adulting”—move on up
from budget intro-level product that
will need to be given away, thrown
on the curb or sold on Craigslist.
“Bite-size monthly payments are

certainly helpful. It’s part of our service. We are not a lender that offers
lease-to-own financing to customers who have poor credit. Pricing
is comparable to brick and mortar
retailers, and we can make a good
margin because we refurbish and
restore product, then sell it more
than once. But from a consumer’s
perspective, it’s all like-new because
we don’t offer white linen covers on
low-density foam sofas. Everything
that comes back is cleaned and
tested. Damaged cushions are
replaced.
“We can strip down metal frame
sofas, dry clean or dry soap components and replace covers. We’ve
built our entire team around providing this kind of operations and logistics.” Barlow said that Fernish has

a circular economy perspective as
compared to a traditional furniture
retailer that operates on a forward
deployment model.
“We have a cool trademark and
a process associated with it called
Circular Ready™. Our warehouses are set up like circles. Ingress,
egress, quarantine, refurb, stocking
and staging. The product flows all
the way through, managed by our
in-house ERP asset management
system. We understand the game of
furniture Tetris that manages products coming in from suppliers and
customers, then going back out for
delivery. We’re able to match those
flows quickly to dynamic advertising
and get product out the door in
terms of warehouse throughput and
logistics.

“Fernish has successfully used
language such as commitment-free
and commitment-optional.”
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“One item or
complete rooms can
be delivered and
assembled free with
white glove delivery
within a week.
It’s a big draw for
an Amazon Prime,
want-it-now, audience.”

“The challenge we face is to shift
mindshare away from purchasing
at retail to a flexible rental economy solution. The customers we
target are primarily 22- to 34-yearolds who are attracted to Crate &
Barrel and CB2 style products and
have moved at least once. They
understand the pain associated with
ownership but would rather not
use hand-me-downs, secondhand
items or build-it-yourself products.
In many ways, we are advancing a
new category of consumer behavior
for these customers who have never
considered furniture rental.”

Social Responsibility
“An important part of our core
purpose is to keep furniture out of
landfills via our refurbishment and
recycling process, but there is a
deeper opportunity to go back into

our supply chain. Ikea has done a
really good job at this—gone back
in their supply chain and bought
forests.
“I understand the value of green
certifications, but if the final product isn’t usable beyond a handful
of years, it will end up in a landfill
anyway. Currently, 10 million tons
end up in landfills in North America
alone every year. Fernish’s model
tackles that issue on the front end by
changing consumer behavior and
then working our way back. We
give our products a second life,
saving 250 tons from landfills last
year—tens of thousands of pieces
of furniture. It’s still a small number, but not bad for a two-year-old
company operating in a handful of
metro areas.
“We have strong relationships
with about a dozen suppliers who fit
our price point, including the manufacturing arm of Crate and Barrel.

We’ve done a couple of projects
with them and later this year we’ll
have some exciting announcements
on that front. They’ve been a great
partner and the only retailer we’ve
worked with to date.”

Marketing Focus
On the messaging side, Barlow
explained that Fernish has successfully used language such as commitment-free and commitment-optional. “We keep robust conversation
logs with customers, to collect information about why they purchase
from us, what they are telling their
friends about us and what they think
about the experience we provide.
All this information is critical as we
grow into a large business.
“Fernish does digital marketing/
influencer marketing in the local
markets we serve in the Pacific
May/June 2021
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Fernish recently
released its 2020
sustainability stats,
compiled in the
infographic at right,
which resonates
especially well
with their target
customers.

Northwest, Southern California and
Central North Texas. In addition
to digital display ads, we’ve done
some fun billboard campaigns. The
messaging playbook has a next-generation DTC kind of vibe.”

A Growing Lifestyle Service
“Our company provides a lifestyle
service. So, if a Fernish customer
moves from Los Angeles to Denver
to Chicago to D.C. then ends up in
Phoenix eight years after finishing
school in Seattle, we need to be
there to facilitate that lifestyle. We
52

aim to make moving as easy as
packing up three suitcases and a
toothbrush.
“Sure, our customers have to find
an apartment when they move—
but boom—it’s furnished to spec
without moving costs. When they
are ready to settle down and buy
a home with a partner, dog, and a
white picket fence, Fernish may be
there to help them. But right now, we
target the millennials, and upcoming Gen-Zers to provide a solution
during a period in their lives when
no other furniture buying option fits
their lifestyle.

“Our company provides
a lifestyle service. So,
if a Fernish customer
moves from LA to Denver
to Chicago to D.C. then
ends up in Phoenix eight
years after finishing school
in Seattle, we need to be
there to facilitate that
lifestyle.”
“Fernish is progressing with a
regional roll-out strategy. We think
that’s the right way to build a business like ours that requires a change
in buying behavior to connect with
a community around our offerings.
Our goal is to expand into the top
20 markets in the U.S. in the next
two years.”

FURNITURE WORLD May/June 2021

furnworld May-June 2021 -6 Four Less.indd 52

5/7/21 1:37 PM

furnworld May-June 2021 -6 Four Less.indd 53

5/7/21 1:37 PM

RETAIL ADVERTISING

AD TARGETING

What’s Next For Furniture Retailers

C

hanges
coming
from Apple
and Google
promise to rock
the ecommerce
industry, creating
opportunities and
challenges for
home furnishings
retailers.

by Russell Bienenstock

This installment in Furniture
World’s 2021 series on retail advertising features information and
advice from Eric Grindley, Founder
and CEO of North Carolina-based
Esquire Advertising. His agency
recently partnered with Furniture
First, the cooperative national
home furnishings and mattress buying group serving full-line independent retailers.
After leaving a job in the music
industry to pursue a law degree,
Grindley was hired as general
counsel for an internet marketing
company to work on legal and
compliance issues. “On the compliance side,” he recalled, “I became
aware of the huge problem with
fraud that exists in online advertising.”
He then moved on to start and
grow a series of companies focused
on email marketing, Facebook
marketing and, finally, affiliate marketing. Then, in 2015 he founded North Carolina-based Esquire
Advertising.

Fraud Free Digital

fraud-free advertising. In fact, there
are only a few main ways to get
there. The best is to target the
individual devices households use
after confirming that those devices
belong to specific households and
are not a fake account, a bot or a
click farm.”
Grindley says that the worst day
a marketer can have is to “get
stuck in a stream of fraudulent
traffic. Once you get caught in that
stream, because of the way the
algorithms work, you tend to keep
optimizing yourself back into that
same bad traffic.

“The ecommerce
industry is about to be
rocked like it’s never
been rocked before.
That’s because Apple
and Google have plans
to eliminate cookies.”

“From the start, our focus was
on the question of how to achieve
54
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“Our tracking data shows

that big-box retailers are gobbling up market share in a lot of markets.
And they are holding onto over 80 percent of consumers who visit.”

“The way to get better results is to
target people in a customized way,
both from an engagement and a
conversion standpoint.”

normally see a reduction in movers. The numbers also increased in
February. They are trending correctly
now that we are getting into the traditional moving season.

New Mover Marketplace

“The mover marketplace spends
nine times more than average customers. These households need lots
of furnishings, especially if they’re
moving from an apartment in a
big city like New York to a three-or
four-bedroom house in the suburbs.
Any furniture retailer who can reach
out to these households and provide them with the right offers will
do well.

“Our tracking data shows that bigbox retailers are gobbling up market share in a lot of markets. And,
they are holding up to, and in some
cases, over 80 percent of consumers who visit. That’s a big problem
for independent retailers who need
to find ways to fight back.”
There is a massive amount of
moving going on. Marketing to
movers he says, “is what these independent retailers should do going
forward. Normally, we see a peak
in household movement during the
summer months. In 2020, it started
in October and November when we

“Sales data shows that after an
initial purchase, movers often purchase again within 12 to 18 months
from the same retailer. Building
brand loyalty when someone is new
to an area has a long-term value
that’s hard to obtain otherwise.

That’s another reason retailers need
to be talking to everybody new to
their markets.”

Unexpected Mover Patterns
“The mover data is interesting in
other ways,” Grindley explained.
“The data shows mass mover populations in areas we wouldn’t normally see. For example, I recently
spoke with a retailer who saw about
25,000 new households coming
into their trading area—Mobile and
Pensacola. Even smaller cities in this
trading area had substantial mover
populations. That’s perhaps 2,000
movers per month in some smaller markets that have been up for
grabs. With those kinds of numbers,
one advertising campaign focused
on the highest quality new households can allow a store to grow. It

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

291 pages of sales-boosting power.
Get It At.... http://www.bedsellersmanual.com
56

FURNITURE WORLD May/June 2021

furnworld May-June 2021 -6 Four Less.indd 56

5/7/21 1:37 PM

furnworld May-June 2021 -6 Four Less.indd 57

5/7/21 1:37 PM

Targeting Neighbors
Retailers can target new movers within 24 hours of
a move into a new home. They can also look at the
physical characteristics of their physical neighbors
using customer sales data to target a lookalike audience.

all starts with identifying where the
mover population is.”

Data Collection
Grindley suggests that retailers
in markets where there isn’t a big
influx of movers should perform a
full sales data analysis to understand where their best customers are
coming from, and to find out what
makes them tick.
“Without that data,” he observed,
“there’s no alternative but to target
everybody. Targeting everyone in a
DMA with a big TV buy sounds good
in theory, but costs a ton of money
and reaches lots of irrelevant people. Reaching out to highly targeted
audiences—the 2,000, 3,000, or
4,000 people needed for a retail
furniture business to grow—is a
much better strategy. Some furniture
retailers waste $40,000 or $50,000
a month on ineffective ad campaigns. Often, they are stuck in traditional approaches including direct
mail, newspaper ads, google listings
and circulars.”
58

Finer Targeting Is Key
“Most retailers don’t know if their
advertising choices are working.
Another problem arises when they
rely on cookie-based demographics. I’ve yet to find anyone who has
done an analysis of their cookies
and found the information to be
accurate. Most retailers guess and
hope that their creative will get
results. They may look at furniture
shopping behavior to identify people. It’s better than just picking a zip
code, but still isn’t targeted enough.
“Retailers should be looking at
OTT (over-the-top) as an alternative
to traditional television. At least with
OTT, individuals can’t fast-forward
through it.”

Top 100 Strategies
“Top-100 retailers that are going
after new movers in their marketplaces with digital advertising can
target them within 24 hours of
a move into a new home. These
retailers can also look at the physi-

cal neighbors of movers using past
customer sales data to target a
lookalike audience.
“Instead of trying to do this with
cookie-based data, it’s better to use
a real-world scenario to find movers
who are likely to be solid customers. That’s possible because movers
generally look like their neighbors,
have similar incomes, houses, cars,
kids who go to the same schools
and shop at the same stores.

“Most retailers don’t
know that online ads
can be optimized for
in-store sales. It’s one
of the most powerful
tools used today in
marketing.”
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Consumer devices are observed
while shopping in store.

“This analytics-based approach
has proven to be quite successful.
It minimizes the problems with digital advertising I mentioned at the
beginning of this interview because
instead of optimizing to clicks, clickthrough rates or foot traffic, these
retailers are optimizing to shoppers’
characteristics that ring the register.
“Most retailers don’t know that
online ads can be optimized for
in-store sales. It’s one of the most
powerful tools used today in marketing, a technique that was previously reserved for use by the biggest
stores and ecommerce giants.”

Optimizing Ads to Sales
Grindley said that any sized brickand-mortar store can now do this.
“The process starts with an analysis of a retailer’s sales data—demographics and household information—to create customer profiles for
individual store locations. Even if
you have five stores, I can guarantee
you that each store will have customers who have a different overall
profile. Addressing those differences
can be the distinction between a
really good campaign and a really
bad one. The next step is to develop
campaign recommendations based
60

Devices are traced back to a home
where ads can be served on all social
and display platforms.

on the economy, the market, the
competition in that market, and an
analysis of the sales data to determine where the store performs the
best from an audience standpoint.
“Armed with this information it’s
possible to select the best audiences—for example—new movers, digital neighbors, in-market shoppers
or past customers. Custom targeted
campaigns can also be created to
sell individualized products.
“Retailers have also been successful at turning recent purchasers
into influencers. The idea is to identify people that recent customers
interact with—including friends and
family—then serve ads to this inner
circle to get them to come in and
buy.
“The final step is to build out the
campaign assets, create an ad campaign, and match up in-store sales
data to delivered online ads.”

Targeting Devices & People
“It is possible to identify and target
all internet-connected devices within
a home, plus monitor those devices
to track where people in a specific
household shop. For example, an
Ashley Furniture retailer might see
that 10 percent of its customers

Ads may appear on any of
the devices connected to the
in-store shopper.

are also shopping at Conn’s Home
and 20 percent are going to World
Market.”
Grindley says that knowing how
competitors are doing is vitally
important in today’s marketplace.
“If a retailer is having a down weekend, week or month,” he said, “you
don’t have to guess whether or not
it’s due to poor performance at
your store alone or if everybody’s
sales are down. It’s also possible to
see exactly what’s going on inside
competitive stores—where they’re
getting their foot traffic from and
what the people in those zip codes
look like. If that same Ashley store,
mentioned above knows that a competitor is getting 70 percent of its
business from particular zip codes,
they can target additional marketing
dollars to those zip codes. That has
the effect of disrupting the competitor’s business and growing their
own. Tools like this applied daily
give smart retailers a significant
advantage,” he added.
“Having this kind of information
also results in cost savings. If that
same Ashley retailer knows that 70
percent of its business comes from
one zip code, there are two ways
to look at it. That zip code could
be targeted heavily to further build
market share or a decision could
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DIGITAL ADVERTISING
be made to focus marketing dollars
on their second, third, fourth or fifth
best zip code.
“The alternative to gaining insight
from this kind of information is to
advertise on TV, billboards, radio or
direct mail to reach zip codes that
account for less than one percent
of the foot traffic in an entire marketplace.”

Brand Messaging
Is there no place for broadbased brand messaging? Grindley
said that depends on the brand.
“Consumers engage with retailers
in different ways. It’s a decision to
be more product-focused or brand
and lifestyle-focused. The majority

“Sales data shows that
after an initial purchase,
movers often purchase
again within 12 to 18
months from the same
retailer.”
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of buyers in the market for furniture
watch HGTV. They see amazing
designs, but they don’t know how to
replicate those looks in their homes.
Therefore, some of the best messaging today is focused on selling
the dream. That message can be
delivered with digital and traditional
media. But, if a retailer knows that
a potential customer has just moved
into their area, just got married,
divorced or experienced other big
life-changing moments, there are
opportunities to communicate digitally in a way that will better engage
with them.”

Other Opportunities
Online Shopping Formats:
“There’s an opportunity,” he said,
for furniture retailers and manufacturers to invent an online shopping

format. “I envision a live home
shopping network-type streaming
format. In this scenario, consumers
could tour stores, hear about specific products and how those products fit into rooms to create dream
homes. This format is getting traction online, especially in the retail
clothing space. It’s only a matter of
time before someone in the furniture industry figures out how to do
it well, perhaps targeting consumers
with an interesting 30- to 60-minute
format and the right spokesperson.”
Ecommerce: “One problem with
the furniture industry is that very few
furnishings retailers have original
website designs. Substantial modifications of the code are difficult.
Even modifying the SEO on those
sites can be limited. For the majority of retailers though, it’s enough
because, quite honestly, most retail-
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“If an Ashley store

for example, knows that a competitor is getting 70 percent of its business from
particular zip codes, they can target additional marketing dollars to those zip codes.”

ers are not going to compete effectively in the ecommerce space.
“Not every retailer can start an
ecommerce site and be successful.
Most know how to run a brickand-mortar company, but those who
try to compete directly with Amazon,
Wayfair and Overstock are fighting
a losing battle. The answer for brickand-mortar stores is to find the right
consumers from their market who
want to try out that $2,000 couch
before they buy it. Many more people are buying online but there’s
still a large population who, when
exposed to the right message, want
to shop locally.”
Cooperative Advertising: “Another

challenge for furniture retailers is to
get control of their cooperative marketing programs with manufacturers.
Most manufacturers have no visibility into where their co-op money is
going, how it is being spent, if it is
being spent, or the effectiveness of
dollars invested.
“We work with retailers who are
having difficulty getting reimbursed
for co-op advertising. Manufacturers
make them jump through hoops to
get reimbursed. And, when these
expenses are denied, retailers often
don’t know the reason why.
“Manufacturers want retailers to
use the dollars effectively for obvious reasons.” Grindley went on to
explain that there is a real benefit

to getting co-op advertising under
control for both furnishings retailers
and manufacturers. And that this is
especially true for companies that
don’t have the marketing staff to
keep track. “Those retailers need to
be able to see in black and white
how many co-op dollars they’re
accruing, what they have to spend,
and get control of the payments.
I think we are going to see more
manufacturers sign on to consolidated co-op marketing programs to
create visibility for both retailers and
manufacturers.”

Important Changes
“Market and consumer analytics

Market Analysis
Pictured at left is an example of a
14-week analysis report showing the
kind of information retailers can use to
compare individual store performance
and prepare for market volatility.
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TARGETED ADVERTISING
that monitor consumer shopping
behavior—follows where they go
and what they do—is going to keep
getting better. But all the data in the
world does nothing for a retailer
unless they know what it means
and how to use it. The ones that
understand and can act upon it, will
prosper; the ones that can’t figure it

“It is possible to
identify and target all
internet-connected
devices within a home,
plus monitor those
devices to track where
people in a specific
household shop.”

64

out, won’t.
“Most retailers think they know
who their consumers are. Lots of
assumptions are made. But typically, when we dive into the data and
look at the customers who visit a
retailer’s store and purchase, it’s a
different story.
“It’s the same situation with competitive stores. More often than not,
furniture retailers have at least three
or four retailers in their market that
they don’t consider competitors. But
looking at the data, the opposite is
often true. This is a missed opportunity to address sales that are going
to a direct competitor or one that
sells a single product category.
“This type of information is valuable to the sales staff as well. If your
sales associates know that half of the
customers have either visited or will
visit a competitor down the street,
they can adjust their sales presentations to point out your advantages
such as better pricing and in-stock
availability. But to do that they have
to understand your marketplace,
where people are going and how

they’re shopping. Only then can
they close more deals while they
have their consumers in the store.
“The ecommerce industry is about
to be rocked like it’s never been
rocked before,” warns Grindley.
“That’s because Apple and Google
have plans to eliminate cookies.
They’ve indicated that they will take
away everything that ecommerce
retailers use to figure out who to target, how to optimize, and how much
to spend on advertising. When these
changes take place, online retailers
won’t spend the same amount of
money online, because they won’t
know if it’s converting or not.”
He believes that there will be a
mass exodus of small ecommerce
retailers, which will open a window
for local retailers that don’t rely on
Facebook or Google’s data to find
the right people.
“This will create an opportunity for
brick-and-mortar retailers to shine
because fewer consumers will be
targeted with ecommerce advertisements and there will be more advertising inventory on the market. Local
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Targeting Friends and Family

Consumer’s purchase

Product delivered/installed

Friends & family
members now in
market

Devices of
friends &
family that
visit their
home for 30
days after
delivery are
extracted

Ads will be served for ~ 45 days

retailers will be able to come in with
a message about local support,
delivery, service and responsiveness.
It will be an opportunity to communicate with customers better than
huge national companies.”
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Conclusion
“Now is the time to start exploring
new opportunities. Retail owners
and managers should ask their marketing and agency people how they

plan to adapt. Most retailers have
been living in a cookie-dependent
world, and when they are eliminated
in the next six months, retailers need
to have a plan to do something
about it.”
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Accent

on

DESIGN

Muniz
The Aurora Dining Table showcases a thick beveled
polished acrylic faceted column mounted on
polished acrylic stair-stepping discs. It’s topped with a
beveled round glass top.
Contact information on page 84.

Moe's
The Takashi chair mixes solid Elm and natural rattan. Its meticulous
detailing and craftsmanship merge to create Takashi’s signature appeal,
which is its simplicity and balance.
Contact information on page 84.

Klaussner
The Alhambra with wide track arms and
sharp clean lines give this low-profile
collection an updated modern look.
It features deep seating comfort and is
shown in 100 percent leather to retail at
$1499.
Contact information on page 84.
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Himolla
The Aura, luxury 360° swivel armchair
is comfortable and functional. Features
include an adjustable backrest and a concealed headrest that can be folded
as required.
Contact information on page 84.

Whittier Wood
The McKenzie Bedroom
Collection includes a queen
petite storage bed, small
three drawer nightstand,
eight drawer dresser and a
rectangular mirror. The
Fieldstone finish subtly
reveals the solid American
Alder hardwood. Also
available in Glazed Antique
Cherry and Caffe finishes.
Contact information on page 84.

Simply Amish
Tall sleek legs and unexpected curves
give this bed from the Haley Collection a
restrained sophistication. Inspired by a love
of Audrey Hepburn, this subtle nod to the
past has resulted in a collection that is
timeless without being formal.
Contact information on page 84.
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Accent

on

DESIGN
Nourison

Arason
The Bridgeport Creden-ZzZ cabinet
bed is inspired by midcentury modern
design. It features clean lines and a
fresh two-tone finish.
Contact information on page 84.

Creative weaving scatters imaginative
blooms across this luxurious Parisa
Collection area rug. Its richly woven
border surrounds a traditional Persian
garden design presented in vivid
shades of denim blue, brick red,
lavender and gold. Crafted from
100 percent New Zealand wool.
Contact information on page 84.

Craftmaster
Transitional styling allows this
leather sofa to feel at home in
traditional or modern settings.
Shown in a rich navy blue
leather with pewter nailhead
trim that frames the sofa and
accents the dramatic shape of
the arms. This piece features
full top-grain leather throughout, attached back pillows and
blend-down coil seat cushions.
Contact information on page 84.
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OW Lee
The Monterra collection has simple curves
and a touch of sophistication. Its artisan style
craftsmanship can be seen and felt in the
hand-hammered details. Back and arm cushions
curve and embrace for a comfortable indoor feel.
Contact information on page 84.

Legends
This Farmhouse 85" console includes rustic rolling barn-style
doors and metal accents that are a staple in many homes
across America. This console holds up to a 95" TV.
Contact information on page 84.

Furniture of America
With a warm ivory and gray two-tone finish, the
Jamestown trestle table is decidedly country with a bit
of a contemporary flair. The retracting, extendable top
ensures that extra seating is never out of reach.
Contact information on page 84.
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DESIGN
Chromcraft
Comfort in Motion introduces Enterprise, a four-motor recliner
featuring, Infinite Recline, Power Headrest, Zero-Gravity Plus®, Yoga
Flexx Massage®, and Lift. Shown in the exclusive Ultrafabrics Reef
Pro® fabric Saltwater.
Contact information on page 84.

Omnia
The Manzoni Sofa combines
Italian styling with American hand
craftsmanship. It is available in
a wide array of configurations
and over 200 leathers or fabrics
in three-seat widths with power
recline and headrests.
Contact information on page 84.

Country View Woodworking
The Westwood Wood Panel Bed in Brown Maple features curved
side rails and is shown with a white dresser. Thirteen bed styles are
available as well as countless dressers and chests are available.
Contact information on page 84.
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Kaleen Rugs
This rug from Kaleen’s Helena Collection
features simple floral shapes and patterns
mixed with vibrant colors. It is hand-tufted,
hand serged and finished from hand-dyed
100 percent imported wool spun into a
premium textured yarn.
Contact information on page 84.

Home Trends & Design
Crafted from solid Acacia wood and reclaimed iron,
the Aspen Platform Bed is shown in a deep walnut finish.
It is crafted with heirloom-quality techniques to ensure
durability for years to come.
Contact information on page 84.

Estro Milano
The Diablo, a unique high-end quality crafted Italian sofa
includes optional dual-power recliner functionality. Available as
two-tone in over 200 leather and fabric coverings.
Contact information on page 84.
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HFA REPORTS

Looking Forward
Mark Schumacher, CEO, Home Furnishings Association

W

orking to make sure that government policy influencers
know the value of a healthy furniture industry.

Sometimes I feel like the ground
we, as an industry, are standing on
is more like jello than hard-packed
turf. Consider the results of the
recent election. I’m not sure we
have ever seen such a dramatic
change from one administration to
another. So much can happen with
the stroke of a presidential pen.
As an association, we have to
navigate the political environment
regardless of who’s in power or
who we’re addressing. The issues
important to our industry can’t be
made secondary in any conversation. They must be primary, and we
have to push forward to address
those issues that matter most.

Shifting Challenges
To be candid, it has not been easy
and still isn’t. The challenges our
industry faces have shifted throughout the pandemic. In the early days,
as furniture retail businesses were
broadly shut down, we engaged
directly with congressional leaders
and Trump Administration officials
72
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during CARES Act negotiations to
highlight the importance of the
Paycheck Protection Program (PPP)
funds, which allowed many members to survive. When Congress
considered additional COVID-19
relief in late 2020, HFA supported
the expansion of PPP funds for businesses that already received a loan
and those that may need one for
the first time.
Here’s a perfect example of how
our focus has changed, and our
advocacy team has had to be agile.
Even with all the benefits of the
PPP loans, there were significant
concerns about business taxes and
the deductibility of those loans. Our
GRAT pivoted and made a case for
allowing businesses to deduct eligible expenses from their taxes (like
payroll) when the costs were paid
with PPP funds.
Early on, retailers had to choose
whether to take advantage of a PPP
loan or the Employee Retention and
Rehiring Tax Credit. Our focus then
was to use HFA’s voice to push for
a provision in the December 2020

relief legislation to allow for a more
generous credit and to allow businesses to take advantage of both
the tax credit and a PPP loan.

Local Government Issues
While the Capitol Hill stimulus
package was being debated, HFA
members were having issues with
state and local governments. As
many retailers started to re-open
safely in mid-2020, HFA had several meetings with the National

“HFA has elevated the
retail backlog issue to
the Biden Administration
and congressional
leaders to explore
remedies.”
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“HFA’s Government
Relations Action Team is
working to make
sure that every policy
influencer knows how
decisions that negatively
impact HFA members,
also negatively impact
the U.S. economy.”
Governors Association to advise
their leaders, using HFA data, about
our industry’s impact on the economy and the policies/procedures
needed to protect employees and
customers.

More To Do
While other sectors have dealt
with disastrous shutdowns and experienced restricted business, HFA
members have seen steady demand
for home furnishings products. That
good news has been complicated
by supply chain disruptions due
to COVID-19 and other economic
factors, leading to growing backlogs
for many retailers. HFA has elevated
the retail backlog issue to the Biden
Administration and congressional
leaders to explore remedies moving
forward.
It’s a fact that the success of
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the furniture industry has considerable impact on the overall economic recovery. HFA’s Government
Relations Action Team is working to
make sure that every policy influencer knows how decisions that
negatively impact HFA members,
also negatively impact the U.S.
economy. The message that our
industry is important translates into

T

attention-getting clout that helps our
industry’s issues to be heard.
No matter how jiggly the landscape might get or how challenges
may change, HFA’s team will continue to engage with key stakeholders
to ensure that the U.S. economy
recovers sustainably and furniture
retailers can make positive contributions to the post-pandemic world.

he incredible story
of Wayne’s Home

As stories go, this one is pretty
incredible. It’s about three close
friends, HFA members Huseyin
Seslikaya, Bulent Ergul and
Serkan Polat, all Turkish immigrants. Following a life-changing
event, the three found themselves in the U.S., along with
their families and without jobs.
The year was 2017. With survival as a catalyst, their entrepreneurial spirit kicked in.
Seslikaya, Ergul and Polat
decided to get into the liquidation business after hearing about

extra furniture stock and damaged items many retailers make
available at low cost.
As they learned more about
the furniture business, small purchases were made directly from
manufacturers. Next, they leased
space for a small storefront for
liquidated items. The store was
named Wayne’s Home after a
friend who was instrumental in
helping them to get the business
started.
There was still a steep hill to
climb, so they booked flights
continued on next page
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WAYNE’S HOME
and attended the October 2018
High Point Furniture Market. Their
first mistake was wearing dress
shoes. They were quickly replaced
with more comfortable versions.
Wandering into the HFA Resource
Center in the Plaza Suites building was where Huseyin Seslikaya,
Bulent Ergul and, Serkan Polat say
that everything came together for
them.

Pure Luck
“It was pure luck,” recalled Serkan
Polat. “As we were going from one
building to another, looking for
manufacturers, we stumbled into

the HFA Resource Center.”
Like kids in a candy store, the
three men wanted to learn whatever
they could.
“We hooked up with HFA’s financing partners, and learned about
HFA Buying Source, a way to get
discounts that have really helped
us,” Serkan explained.
He, Bulent, and Huseyin walked
out of the Resource Center as HFA
members with programs in hand
to help Wayne’s Home to grow
and reach it’s full potential. Soon,
they started utilizing additional HFA
Solution Partners.
“Since that time, we picked up
a website vendor, digital market-

ing firm, and started using HFA’s
concierge services,” added Serkan.
“We are also regular participants
in HFA webinars featuring industry leaders.” Now they have two
stores, in Norfolk and Chesapeake,
Virginia, and credit the association
with providing the benefits they
need to succeed. In my view, that’s
precisely what membership in HFA
should be and what our team strives
to provide every day. However,
please don’t take my word for it.
Just ask them at Wayne’s Home
when you are up in the Norfolk
area. Serkan, Bulent, and Huseyin
tell the story of HFA better than I do.
For more information on what
HFA is doing to empower furniture
retailers for continued success, join
the community at myhfa.org.

“We hooked up with
HFA’s financing
partners, and learned
about HFA Buying
Source, a way to get
discounts that have
really helped us.”
74
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The Front Door
David Gunn, president/owner of Knight Furniture
President, Home Furnishings Association

O

h my God, I can’t believe
it’s you! It’s really you!

Many years ago, while participating in a class during an industry
event, the presenter asked us to
stand and walk over and greet
another participant we didn’t know.
I don’t enjoy awkward forced interactions, so my eyes immediately
rolled and a wave of discomfort
swept over my body. The presenter
added a caveat: To behave as if the
person was NOT important to us.
Once completed, we were asked
to greet a second person we didn’t
know, but this time to do it in a professional manner—like we would
expect in a bank.
Much to my dismay, we were
asked to do it a third time, but
this time as if we were greeting
our long-lost best friend from high
school. Just then, from the corner
of my eye, I see someone moving
toward me. I look over to find a
woman every bit of my size (I’m a
large man) running down the row
of seats in my direction. Her arms
were waving up in the air as she
very loudly proclaimed, “Oh my
God, I can’t believe it’s you! It’s
really you!” Hoping that she had
her sights on someone else, I quickly glanced around the area only to
76

find everyone else is watching her—
and me. I knew it was too late.
Her arms fully enveloped me,
and I’m pretty sure my feet left the
ground. All the while, she carried on
about how long it had been since
we had seen each other. When
she released me, she grabbed my
shoulders, looked me over head to
toe, and squealed, “Oh my God,
I’m SO glad to see you!”
Once I caught my breath, the
presenter’s point became crystal
clear. Although my new companion’s approach was super-sized
(and too touchy-feely), the simple
act of delivering a warm, genuine,
human-to-human interaction, free
of unnecessary formality, set the
stage for a more dynamic and productive relationship. You could feel
the difference. Whether I originally
wanted to be engaged with her
or not, now the ice was broken. I
welcomed a dialogue with my new
friend.
We all know that we must deliver a first-class in-store experience
for our brick-and-mortar stores to
remain successful. The new reality
doesn’t necessarily require museum
displays, movies, or wildlife roam-

ing through stores. People just want
to go to places that make them feel
good. Think about your favorite
restaurant. I’m willing to bet there is
no entertainment there, just a dedicated staff, a nice ambiance, and
good food or beverages.
Retail furniture stores are no different. The product must be good,
but just as important are how we
make our customers feel welcome,
how we demonstrate our dedication
to their wants and needs, how we
deliver on our promises, and that
we do it all hassle-free.
It all starts with that greeting
at the front door. Your people
should be genuinely thrilled to see
each customer that enters the door.
So, they should show some emotion. Be professional but not too
formal, almost like saying hello to
a long-lost friend.

“The new reality
doesn’t necessarily mean
museum displays,
movies, or wildlife
roaming through stores.”
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RETAIL OBSERVER

THE PAY RAISE
You Didn’t Know You Wanted!

R

inging the
register with
incrementally
higher sales
tickets results in
pay raises all the
way around.

78

by Gordon Hecht

Whether your economic theory
preference leans toward Keynesian
or Dickensian policies you can’t
help noticing that prices have been
going up for the last eight to twelve
months. Before that, over the last
decade or so, they’ve remained
stable and even decreased for technology and energy.
Most of the economics training I received at my alma mater,
Sagebrush State University, consisted of discussing the pros and
cons of splitting eights at the blackjack table. I don’t pretend to be
an expert, but I can give some
perspective on the value of rising
prices.
My home furnishing career started in 1973 as a delivery helper at Jay’s Furniture, Carpet, and
Appliances. On a clear day you
can see the (former) location from
the 16th floor of Las Vegas Furniture
Market Building B. The owner promoted a $99 King Size Mattress
almost every week. He could do
that because gas was 39.9 cents a
gallon and I was earning two dollars an hour.
It was an ideal situation for the
time. I could eat lunch at Mickey
D’s and get change back from my

dollar. Entertainment was priced at
89 cents for a six-pack of Schlitz,
and $2,200 bought you a decent
brand-new car.
Then things changed. Gas doubled in price, a Big Mac shot up
to $1.19 and it took about three
grand to buy some wheels. That
$99 mattress became the $159
special. My boss was generous and
boosted starting pay to $2.50 an
hour.
Flip forward to 1980. I already
earned my sheepskin after attending Tumbleweed Tech for a couple
of years and scored a job making
about $15,000. My new sports car
set me back $8,100 and a brand
new three-bedroom home required
a 30-year note to pay off $65,900.

"Price increases are a
hassle and a disruption
in your day. You have
to re-tag your store and
reprice your website."
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Retail Performance Tip #6
From David McMahon at PerformNOW

“Pay attention to the correlation between the digital and
physical worlds. We all know that shoppers review your
website and check your reputation before they visit stores
in person. To generate trafﬁc and sales growth, it’s not only
important to create a powerful website presence and manage
your reviews, but also to stay on top of current web trafﬁc,
incoming sales, call metrics and booked appointments.”
• Financial Performance Consulting:
Remote, onsite, and offsite options
• Performance Groups:
For owners, sales managers & operations
• Business reviews and performance coaching
• Customer eXperience Management
systems and processes for the furniture industry

We are here to help. Contact
David & Wayne McMahon

For retailers focused on continuous improvement

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

furnworld May-June 2021 -6 Four Less.indd 79

5/7/21 1:38 PM

RETAIL OBSERVER

“We, who used to curse at

one dollar per gallon gas, now cheer when it’s $1.99. Ride out the adjustments,
change your tags, and remember to review compensation for employees.”

I could afford all of that because
selling King mattresses generated
$499. The invisible hand of Adam
Smith (see, I did learn a little about
economics)! had guided wages and
profits higher, trailing every price
increase.

True Then & True Now
Those of us who worked in the
very late 1970s and early 1980s
should remember very large increases in prices, often 10 percent every
four to six months. As a salesperson
it became harder to justify value
to cost. Luckily my very sage store
manager, Louis Landro, explained
it all in one sentence. “Every price
increase is a pay increase for the
salespeople.”
It was true then and true now.
Price increases are not limited to

“Increasing that $99
King mattress to $159
then to $499 and now
$1,599 didn’t cause
fewer units to be sold.”

80

the products in your store. Costs are
increasing for every manufacturer—
so the guys and gals in the store
down the street or across the country
are experiencing the same price jolt
as furniture and bedding retailers.
And it’s not just our industry. Costs
for food, fuel, technology, housing
(big time), building materials and
more are rising. You know it and
your shopper knows it too.

Yes, You Need to Re-tag
Price increases are a hassle and a
disruption in your day. You have to
re-tag your store and reprice your
website. So does everyone else. But
that change in tag means another
$25-$100 at the register with every
sale. You can’t even argue that
price increases mean fewer sales.
Increasing that $99 King mattress
to $159 then to $499 and now
$1,599 didn’t cause fewer units
to be sold, because our bedding
products always remain good marketplace values.

What it Really Means
Price increases mean that your
sales team can sell the same number
of units and get paid more money.
Price increases also mean that the
percent of sales dollars devoted to
covering occupancy and operation-

al costs will most likely decrease,
generating better net profits.
Nobody likes to pay more for the
same thing. It’s one of those facts of
life that are in our sphere of concern
and outside our sphere of control.
It’s up to you whether to look on
the darker side (the world that’s in
turmoil) or the lighter side.
Costs and prices will stabilize.
They always do. We, who used to
curse at $1 per gallon gas, now
cheer when it’s $1.99. Ride out the
adjustments, change your tags, and
remember to review compensation
for your hourly and salary employees to keep them level too.
About Gordon Hecht: Gordon
Hecht is a Senior Manager for
Serta Simmons Bedding’s Strategic
Retail Group comprising over
400 locally owned and operated
bedding stores across the country selling Serta Simmons branded
and America’s Mattress branded
mattresses. He has been a store
manager, multi-unit Manager and
National Director of Sales and has
been recognized for outstanding
achievement with Ashley Furniture
HomeStores, Drexel-Heritage, RB
Furniture, Reliable Stores, and Sofa
Express. See all of Gordon's articles at www.furninfo.com/Authors/
List. Questions and comments can
be directed to Gordon Hecht at
ghecht@serta.com.
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Advertiser & Design
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ACA
800-882-8588
Alderman
336.889.6121
Arason Enterprises
443-249-3105
Bienenstock Furn Library 336-883-4011
Chromcraft
909-930-9891
Country View
330-674-1390
Craftmaster
828-632-9786
Estro Milano
336-803-2602
FSN Solutions
877-844-1813
Furniture Of America
866-923-8500
Furniture Wizard
619-869-7200
Genesis Software
509-536-4739
Himolla
www.himolla.com
Home Trends & Design
901-355-1411
IMC Centers
336-884-1884
Isuzu
866-441-9638
iVantage360
703-471-3964
JB Hunt
877-288-8341
Kaleen
888-452-5336
Katapult 		

EMAIL OR FAX
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74
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62
jarason@comcast.net
65
info@furniturelibrary.com
9
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37
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27
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45
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19
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75
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81
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63
finalmile@jbhunt.com
47
Brian.brigham@kaleen.com
71
https://go.katapult.com/reach_more_customers 11
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Klaussner
888-732-5948
Lancaster County Showcase 717-687-8150
Legends Furniture
623-931-6500
Moe’s Home Collection
604-688-0633
Muniz
800-525-1580
Myriad Software
800-676-4243
NIWA 		
Norwalk
419-744-3285
Nourison
201-368-6900
Omnia Leather
909-393-4400
OW Lee
909-947-3771
PerformNow 		
Remedy Sleep
623-931-6500
Service Lamp
800-222-5267
Simply Amish
217-268-4504
South Bay
800-723-0316
TD Complete 		
TD Partnership Programs 866-729-7072 ext 3603
Tools2win
214-882-0226
Whittier Wood Furniture 800-653-3336

EMAIL OR FAX

$5

BEST
PRICING
EVER!

.00

14 Watt LEDs Each (By The Case)
PAR38 Perfect for Furniture Showrooms.

40 degree floods

2700 Kelvin | 6 per case
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lburke@klaussner.com
35
lancastercountyshowcase.com
53
cs@buylegends.info
21
info@moeshomecollection.com
4-5
munizplastics@yahoo.com
66
sales@myriadsoftware.com
42-43
Furniture Expo www.indianawoodcrafters.com 57
sbuckingham@norwalkfurniture.com
22-23
Giovanni.Marra@nourison.com
25
Katherine@omnialeather.com
1
leisa@owlee.com
96
david@performnow.net
79
cs@buylegends.info
41
jeana@servicelamp.com
84
kkauffman@simplyamish.com
69
tkonetzny@southbayinternational.com Back Cover
TD Complete.com		
55
TDPartnershipPrograms.com
31
bdodge@toos2winretail.com
59
barofskc@whittierwood.com
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Service Lamp Corp.
Helps You Keep The Lights On
With Energy Saving New LEDs
ONLY

|

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, 4000 Kelvin, 5000 Kelvin: 10 per case

First Quality Philips Products | Great For Furniture Store Display Lighting!
800-222-LAMP (5267) • www.servicelamp.com • Your Complete Lighting Source
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