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EDITOR’S CORNER

“Don’t kill that fly!
Look—it’s wringing it’s hands,
wringing its feet.”
-Haiku by Kobayashi Issa (1763-1827)

Are we stuck in the furniture industry’s version of flypaper—sticky,
pandemic-created—where the end to the inconvenience and
uncertainty is endless? Sometimes it feels that way. As I write this
column, the news cycle has taken a negative turn with regard to the
pandemic.
Everything contains its opposite. Booms set the stage for busts.
Inconvenient times allow prepared businesses to take advantage
of opportunities. Putting negativity bias aside can reveal flip side
opportunities to the supply chain issues, hiring problems and cash
flow concerns that occupy the current collective industry psyche. A
number of these opportunities are revealed in this edition of Furniture
World. For example:
•Roughly 1.5 billion square feet of retail space will become available this year. High real estate vacancy rates have made it a
buyers’ market for home furnishings retailers who are looking to
expand in innovative ways. Check out Jennifer Magee’s article
to find out how to negotiate your best deal no matter what size
space you are shopping for.
•A structural change in how consumers shop for mattresses during
the height of the pandemic has settled back to a constant 51
percent of consumers saying they are willing to buy a mattress
without visiting a brick-and-mortar store. Goodbed.com founder
Michael Magnuson explains in this issue and advises how retailers can compensate.
•As incredible as it may seem, one exceptional salesperson wrote
over $3 million in furniture and mattress sales in 2020. With the
right conditions, policies, expectations, and marketing, contributing editor Gordon Hecht suggests, retailers can recreate conditions that encourage this type of highly productive salesperson.
•Many retailers are finding it difficult to find and retain excellent
employees. Industry consultant David McMahon sees this as an
opportunity for retailers to apply the same processes they use to
attract and retain external customers to supercharge how they
find, interview, on-board and retain employees.
So, are we stuck in the furniture industry’s version of flypaper?
Should we, like common house flies, wring our hands in apparent
agitation? I hope that, instead, you will be able to implement a
number of the ideas found in this issue to your advantage.
Good Retailing,

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

RETAIL
SPACE
RACE
How to find the right space & negotiate your best deal

L

eases on roughly
1.5 billion square
feet of retail
space will expire
this year. That,
combined with a
high vacancy rate,
make it a buyers’
market for home
furnishings retailers.

10

by Jennifer Magee

As a furniture store design firm, we
have experienced a significant uptick
in calls from retailers negotiating new
store leases over the past three months.
What is driving this sudden explosion of
new projects? As shoppers are ready
to enjoy their freedoms again post-pandemic, retailers are seeing new market
opportunities and finding unbelievable
real estate deals.
Leases on roughly 1.5 billion square
feet of retail space will expire this year,
about 14 percent of the retail market
(source: CoStar Group). Retail vacancies are also predicted to increase to
a high of 5.6 percent (source: Colliers
International) due to continued COVID19 fallout and ecommerce competition.
Landlords have lowered rents and
provided incentives for existing tenants to stay in place. In fact, retail
rents are predicted to decline another
three percent this year (source: Colliers
International). Landlords are providing
more incentives as well to attract new
tenants. These include longer rent-free
periods, covering more tenant improvement costs, a willingness to grant shorter
leases, subdivide spaces, and more.
The strain of the pandemic led nearly
16,000 retail stores to close their doors
in 2020 (source: Colliers International).
Yet the furniture industry has been large-

ly immune to this. Furniture retailers are
some of the only stores performing well
enough right now to take these spaces.
For example, a furniture client of ours
negotiated a great deal to combine
two vacant stores in a strip mall into
three separate storefront destinations one for furniture, one for mattresses, and
a third for an outlet. Another furniture
client was offered free space in a shopping mall if they agreed to pay for the
build-out and operating costs. A third
client is taking over an anchor tenant’s

“A third client is taking over
an anchor tenant’s space in
an outdoor shopping mall.
The landlord had been
paying the anchor tenant
not to vacate, so they were
highly motivated to secure
a new deal with a furniture
retailer.”
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Slumberland Furniture took
over a JCPenney store to
become the anchor tenant for
Quincy Mall in Illinois.

space in an outdoor shopping mall. The
landlord had been paying the anchor
tenant not to vacate, and so was highly
motivated to secure a new deal.
Available space ranges from large
department stores to small mall stores
and everything in-between. We will take
a look at the various store types up-forgrabs, along with the pros and cons of
each.

Large Format Stores
These include department stores, home

“Some spaces are large
enough that they can be
repurposed as distribution
centers. With the cost of
warehousing going up,
this can be a costeffective solution.”
12

improvement stores, typically 100,000
to 200,000 square feet. Macy’s is closing about 45 stores a year, JCPenney
has closed over 150 stores to date, and
Sears will have less than 50 stores left by
the end of 2021. These closures deeply
affect malls where they are anchor tenants.
Landlords have tried to lure furniture
retailers to take these spaces, but many
of these stores are too big for furniture
retailers. Mall owners have rented these
spaces out to Amazon and other ecommerce retailers as distribution centers.
They’ve also subdivided and turned them
into professional and medical offices.
None of these solutions, however, help
the other retailers who occupy adjacent
spaces. That’s why a retail tenant is still
the best possible solution.
Pro: Visibility and Traffic. Large department stores tend to be located just off
of major highways and thoroughfares,
providing excellent visibility from multiple vantage points. They feature large
signage on every major face of the
building. The mall is a destination in
itself and even though traffic overall has
decreased, adjacent stores and restaurants help draw people in.

Furniture retailers that consider mall
space need to evaluate whether adjacent tenants will attract complementary
customers who are likely to shop at their
stores. The more aligned they are with
these adjacent businesses, the better
they will fare.
Pro: Easy to Convert. Anchor tenant
spaces—typically square boxes that
allow an easy flow of merchandise and
circulation—can easily be converted into
furniture stores with minimal construction.
Dressing rooms, cosmetic cases and
perimeter storage areas will need to be
demolished, but walkways and dropped
ceilings can often be reused.
Some spaces are large enough to be
re-purposed as distribution centers. With
the cost of warehousing going up, large
format store spaces can offer cost-effective solutions. Owners may offer large
incentives to attract the right anchor
tenants. They may allow new retail tenants to take over leases, or spaces to be
bought outright.
Con: Multiple Entrances/Levels. Most
department stores operate on two levels
with escalators positioned in the center.
They usually have an entrance from the
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STORE DESIGN

SPACE RACE
interior mall and at least one exterior
entrance for each floor. A furniture retailer that re-purposes one of these spaces
may need to block off an entrance,
for example, to maintain better control
of traffic flow, or else set up teams of
salespeople on each floor to monitor

“With five entrances on two
levels, it was necessary to
rethink the entire shopping
experience. FMOK
duplicated their mattress
department on both floors
so they wouldn’t miss out
on critical sales.”

entrances.
However, furniture retailers can use
multiple entrances to their advantage by
branding them as, for example, mattress
or outlet stores. Exteriors can be challenging. Macy’s stores, for example,
have a signature exterior look that may
require a large investment to convert.
Example: Furniture Mall of Kansas.
FMOK was one of the first to convert an
empty Macy’s store into a furniture store.
With five entrances on two levels, it was
necessary to rethink the entire shopping
experience. FMOK duplicated their mattress department on both floors so they
wouldn’t miss out on critical sales.
One entrance was converted into
a pick-up center and the warehouse
area reworked to service it. Another
entrance was branded as “Mattress
Headquarters.” FMOK negotiated to
get permission to add additional signage on the exterior, and use flags to
advertise product categories.

Example: Mathis Brothers—Irvine. The
category of large-format stores also
includes home improvement stores like
Lowe’s and Home Depot. These businesses fared well during the pandemic,
so fewer of these spaces have become
available. They are, however, generally
in busy locations with well-supported
retail stores nearby.
This was the case with a 160,000
square-foot Lowe’s space that Mathis
Brothers took over in Irvine, California.
The rectangular shape provided an ideal
storefront presence. Multiple entrances
allowed for good merchandise flow,
and the Lowe’s Garden Center area
was an ideal space to create an outdoor patio presentation.

Medium Format Stores
These are normally electronic stores,
grocery stores and toy stores, typically 35,000 to 100,000 square feet.

Mathis Brothers had to retain the
architectural style of The Market Place
outdoor shopping complex in Irvine,
California, instead of using their typical
branded store exterior.
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Ashley (above) took a second-level space at the
Green Acres Mall in Valley Stream, New York,
just to be adjacent to Homegoods and Five Below.
Kloss Furniture re-branded a grocery store in Highland,
Illinois, by creating a dramatic new entrance portal.

Electronic stores like Best Buy and Fry’s
have been on the decline for years.
These stores are typically in prime locations where landlords take a big hit
when they sit empty. Grocery stores have
performed well during the pandemic,
but badly-managed stores that have not
stayed competitive with new concept
operations such as Whole Foods, Aldi,
and Trader Joe’s are still going out of
business.
Pro: Size & Configuration. Electronics
and grocery stores have the right square
footage for the majority of furniture retailers located in major markets. They tend
to be square or rectangular, allowing
for simple and easy-to-navigate floor
layouts. They have good loading dock
setups, well-defined single front entrances and open interiors. Most have ample
store frontage that provides providing
high visibility and branding impact.

Pro: Location. Electronics stores may be
located in destination shopping centers
that have other anchor tenants such as
Target or Walmart. Conversely, grocery
stores tend to be in shopping centers
that serve as neighborhood hubs surrounded by local service businesses
such as beauty salons, dry cleaning
and restaurants. They are rarely located
next to main highways but are still highly
visible from main roads. Whether in a
neighborhood or destination shopping
center, a space becomes more valuable
if it is located near other home goods,
hardware, or related stores.
Con: Condition. Grocery store spaces
tend to be more run-down. They often
require complete interior demolition to
remove built-out storage rooms, offices, walk-in coolers, service counters,
and kitchen areas. Floor tile that runs
throughout is labor-intensive and costly

“Grocery store spaces
tend to be more run-down.
They often require complete
interior demolition to remove
built-out storage rooms,
offices, walk-in coolers,
service counters, and
kitchen areas.”
to remove. Dropped ceiling tile systems
must be removed as well. Ductwork may
need to be replaced, and the structures
and roof deck above completely painted out.
July/August 2021
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SPACE RACE

Johnny Janosik (above left) easily converted a Best Buy Outlet in Christiana, Delaware, into a furniture store. The Furniture
Mall of Kansas (right) converted a Macy’s store to benefit from the visibility and traffic from the West Ridge Mall in Topeka.

Example: Kloss Furniture. Kloss
Furniture negotiated a great deal for
a vacant 35,000-square-foot grocery

“Strip mall stores are
narrower across the
storefront, so retailers do
not get as much credit
for the stores’ actual size.
When the space runs deep,
customers are also less
likely to shop the back of
the store.“
16

store space. The interior was in poor condition, so a complete gut was required.
After taking out the dropped ceilings,
Kloss left the space open, repainted
the structure above, suspended track
lighting throughout, and put down new
LVT flooring. This transformed the entire
interior space. Kloss gave the exterior a
completely new look by converting the
main entry into a signature tower and
repainting all the existing brick.
Example: Johnny Janosik. A freestanding Best Buy store was easily converted since its interior was already clean
and open. Johnny Janosik upgraded
it with new track lighting and flooring.
The square box shape lent itself to an
easy merchandise layout and flow. The
exterior posed the biggest challenge,
requiring the elimination of the signature
Best Buy look. It was converted into a

squared-off version at minimal cost.

Small Format Stores
Fashion stores, drug stores and gyms—
often 10,000 to 35,000 square feet—
were hit hard by the pandemic. There
are plenty of these small format spaces available. A surprising number are
standalone stores, such as CVS and
Gold’s Gym, that provide good independent locations for furniture retailers.
Pro: Condition & Renovation. Stores
of this size are suitable for local retailers
or for larger operations looking for a
smaller footprints in certain markets. They
tend to be renovated and in good condition with open ceilings and exposed
structure. The store exteriors are often
traditionally styled with simple materials
and finishes. It makes these stores easy to
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re-brand, often only requiring repainting
and signage updates.
Con: Location & Configuration. Smaller
stores may not be highly visible or located in prime traffic areas. Gym locations,
in particular, tend to be in strip malls next
to grocery stores. More demolition work
is required in gyms, which may have
specialty workout rooms, locker rooms,
and showers. Strip mall stores are nar-

“Right now, some landlords
are agreeing to revenue
share arrangements for
smaller stores in lieu of rent,
and are willing to cover
most build-out costs.”

rower across the storefront, so perceived
to be smaller than their actual size. Also,
when the space runs deep, customers
are less likely to shop at the back of the
store.
Example: Boulevard Home. Boulevard
Home converted a 25,000-square-foot
standalone Stage store. They removed
dressing rooms and dropped ceilings.
The structure and ductwork above was
clean, only requiring repainting. The
store is set back further from the main
street than their other store locations,
so there is less visibility. However, the
exterior was in great shape so very little
investment was needed to upgrade it.
They simply added the Boulevard Home
signature dark metal paneling to the
face along with a new sign.
Example: Urner’s. Urner’s is converting
a Body Xchange gym located next to a
grocery store into a furniture and appliance destination. The exterior requires
only a few upgrades and a new sign.

The interior space needs a good amount
of demolition work, but it is otherwise in
excellent condition. The deep, rectangular footprint is harder to work with,
but 40 percent of Urner’s products are
appliances that they plan to locate as a
destination at the back of the store.

Specialty Stores
Specialty stores include mall stores and
shopping center stores, usually 1,000 to
10,000 square feet. Also known as inline
stores, these are rarely large enough to
be used as full-line furniture stores. They
can, however, be adapted for a number
of different purposes, such as:
•Outposts to introduce furniture
brands to new markets.
•Single product category stores for
mattresses, recliners, outdoor furniture or rugs.
•Outlet locations.

Boulevard Home took over a bankrupt Stage
fashion store. They are turning it into an exciting
shopping experience.
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Urner’s is converting a vacant
BodyXchange gym in Bakersfield,
California, into a destination for
appliances and furniture.

rent or revenue-share opportunities.
•Scaled-up signage and exterior
branding that exceeds what is often
allowed for “anchor tenant” retail
spaces.
•A place to test new or different markets at minimal cost.
•A place that features selections of
“best sellers” for customers to touch
and feel—while leveraging in-store
access to a website that shows a full
range of products.
•Pop-up spaces that rotate seasonal
presentations.
•Small footprint stores opened in multiple locations to maximize visibility
and drive traffic to larger stores.
Right now, some landlords will agree
to revenue-share arrangements for
smaller stores in lieu of rent, and are willing to cover most build-out costs. They
may be flexible regarding short-term
leases. These spaces, although not often
sought out by furniture retailers, provide
an interesting business opportunity.
Example: Mathis Sleep Center. Mathis
Brothers was offered a prime 3,50020

square-foot space within a well-known
mall in Oklahoma City at an attractive
price. The landlord wanted to attract a
high-profile tenant. To sweeten the deal
Mathis was allowed to alter the exterior of the mall to display Mathis Sleep
Center branding.
Mathis will use this location to focus
on mattresses. Their typical Sleep Center
stores run from 7,000 to 12,000 square
feet, so this is a substantial downsize.
There will be a limited selection of 22
beds; enough for most customers to find
one they like. If not, they can visit one of
Mathis Brothers’ larger stores.

What to Ask For
As a home furnishings retailer in the
market for new showroom space right
now, you have lots of negotiating power,
right now, so request:
• Significantly reduced rent, deferred

•To raise the height of the store’s
parapet to get more visibility and a
more imposing physical presence.
•An extended rent-free period for
longer build-out schedules.
•More significant upgrades to the
existing structure. For example, ask
the landlord to pay for items such as
a new entrance, demolition work,
restroom upgrades, removal of
dropped ceilings, exterior repairs,
and more.

What to Look For
With so many retail spaces opening
up, furniture retailers can afford to be
picky about their next locations.
•Make sure the store is visible from
main roads, simple to find, and easy
to access.
•Check out adjacent tenants to deter-
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“Make sure that the floor

is level and review what the structure and ductwork looks like above any dropped ceilings.”

mine if their target customers are
complementary to your store.

What to Keep in Mind

•Look for anchor tenant spaces that
landlords are highly motivated to fill.

With the current supply chain issues,
make sure you can source enough product to fill a new store. Be aware that
construction costs right now are high. The
current shortage of workers coupled with
pent-up demand for new build-outs has
driven up labor costs.
Material and product shortages are
also affecting the construction industry.
Flooring, lighting and building materials
all require longer lead times, so factor
this into your timing and budgeting.
Otherwise, it’s the perfect time to find that
red hot deal you have been waiting for.

•Pay attention to the building’s exterior condition to gauge how easily it
might be retrofitted to create a new
brand image. You do not want to
open a new store that reminds people of what was there before.
•Look for buildings with significant
signage opportunities.
•Seek out landlords who will let you
add home category signs to the
exterior or wayfinding signs to the
pick-up area.
•Check out interior conditions thoroughly. Make sure that the floor is
level and review what the structure
and ductwork looks like above any
dropped ceilings.

About Jennifer Magee: Magee is an
architect and designer who has over
15 years of experience in the home
furnishings industry. She has designed
over three million square feet of retail
space. Working almost exclusively with

furniture and mattress retailers, Magee
has an in-depth knowledge of how 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.
Questions about this article or other
store design topics can be directed
to Jennifer Magee at 917-533-4372
or jennifer@retailinthecity.com. Or visit
www.retailinthecity.com.

Mathis Brothers will open a new 3,500 SF
Sleep Center store at Penn Square Mall in
Oklahoma City.

22
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DESIGN & DESIGNER SERIES

I

Victoria at Home
INTERVIEW WITH INTERIOR DESIGNER & RETAILER VICTORIA SANCHEZ

nterior designer,
store owner
and style spotter
shares her thoughts
on selling, supporting
the interior design
community, High Point
Market and current
trends.

24

Interior Designer Victoria Sanchez
specializes in residential and commercial design, space planning and
construction. Working from locations in
Washington, DC, and Santa Fe, New
Mexico, her Victoria at Home shop
sells to consumers, her design clients
and other interior designers. She has
been a professor of interior design and
a High Point Style Spotter. Furniture
World asked Sanchez to share her ideas
on current design trends as well as
opportunities for collaboration between
furniture retailers and the interior design
community.

Early Years
“As a young girl growing up in
Virginia, instead of dressing Barbies, I
made houses and furnishings for them.
My father bought a lot of residential
real estate. We went to open houses
together and I commented on every
single one—’hate the carpet, love the
draperies!’—that was the environment I
grew up in.
“My goal was to go to study design
in New York. But, it was 1980 and
my mother decided that Marymount
College would be a safer idea. I earned
an undergraduate and a master’s degree
in interior design from Marymount then
taught interior design at the college level.
I am a member of ASID and earned the

Council for Interior Design Qualification
(CIDQ).
“Early in my career, I worked for
Hunter-Miller and Associates which at
the time was one of the best known
architectural interior firms in the country.
Also at a high-end residential design firm
that turned out to be great training.”

Design Philosophy
When asked about how she approaches her work, Sanchez explained, “My
interior design installations are all very
different because I believe in giving clients what they want. I do, however, insist
on comfort, and don’t settle for low-end
quality because I know that won’t make
them happy. I stick to the seven principles of interior design—rhythm, scale &
proportion, balance, emphasis, contrast,
harmony and unity.
“So, even if a client insists on a color

“When I walk into a
furniture store, I want to
be greeted, and I want
to be sold.”
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DESIGN & DESIGNER SERIES

Victoria Sanchez

Pictured are images from
Victoria at Home located in
Santa Fe, New Mexico.
The store serves consumers
who walk in, the local design
community and her own
interior design clients.

or an arm detail I wouldn’t want in my
home, as long as the work includes
those principles and makes sense, it will
still be a successful project for them. My
designs aren’t trendy, but they tend to be
very colorful.
“1987 was the first time I visited High
Point market. Last year I was a Style
Spotter which was challenging because
it was done virtually. The High Point
Market Authority fed us lots of information and my strong relationships with
vendors were useful. I was able to reach
out to them for additional information. It
was an interesting experience and also
lots of fun. Thousands of designers and
buyers look to Style Spotters to identify important new products, summarize
trends and call out what’s new.”

Victoria at Home Retail Store
“My previous Victoria at Home location was on King Street in the historic
28

section of Old Town Alexandria, Virginia.
When we moved the operation to New
Mexico I chose to locate in a business
park with other like-minded showrooms
including Hunter Douglas, a plumbing
supply showroom, Pella Windows and
others. Across the street is a gluten-free
organic restaurant that is well known
here in Santa Fe. Victoria at home is
located directly across from the restaurant. Local designers already know
where to find me, we get retail walk-ins
from the restaurant and the showroom is
used by my design clients as well.”

Secrets to Success
“Before doing this interview,” Sanchez
explained, “I reviewed a recent Furniture
World interview with Corey Damen
Jenkins. He mentioned how irritating it
is for a designer to visit a furniture store
and be ignored. I’m a busy businessperson, so when I walk into a furniture store,

I want to be greeted, and I want to be
sold. That’s something I keep in mind as
a store owner servicing both consumers
and interior designers.

“People who walk into
a decorating shop like
Victoria at Home come
in happy. They want to
be there, and they expect
to have an enjoyable
experience, surrounded
by beautiful things.”
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“Interior designers do a lot of online
purchasing which is a problem for retail
operations like Victoria at Home
and ultimately for designers who may
purchase items that look pretty but are
not the best choice for their customers.”

“One of the things that has made my
stores very successful is that when an
interior designer or a consumer walks in,
they are greeted as if they are walking
into my home. We welcome them, ask
them to sit down if they are there for a
meeting and offer them something to
drink. It’s a shame that a welcoming attitude is missing in many home furnishings
stores, design centers and showrooms at
furniture markets.”

“One of the things that
has made my stores very
successful is that when
an interior designer
or a consumer walks in,
they are greeted as if they
are walking into my home.”

30

There To Sell
Sanchez says that the element of selling is an important component that’s missing in the education of interior designers.
“In my days teaching interior design
professional practices, I always emphasized how important it is to be, and to feel
good about being, a salesperson that
sells interior design.
“That’s because whether you are a
salesperson in a retail store or a professional interior designer, if you aren’t fully
comfortable selling your products and
ideas, then you are in the wrong business.
We make money when we sell a sofa,
but a big part of our job is to sell the perfect sofa, the one that our customers will
love when they watch TV or entertain.”
That sofa, noted Sanchez, may come
with a hefty price tag. “So, it’s not useful
for people who make their living selling
furniture,” she said, “to be afraid to let
a client know it’s an $8,000 sofa just
because that price tag might scare them
[the salesperson] away. Never be afraid
of price tags.”

operations like Victoria at Home and
ultimately for the designers who may purchase items that look pretty but are not
the best choice for their customers.”
Sanchez says that it’s a mistake for
designers to purchase items from the
same online sources as their customers.
“We need to differentiate ourselves to
preserve the value we bring to our work.
A better understanding of the products
we specify can be gotten by going to furniture shows, frequenting design centers
and developing relationships with home
furnishings retailers including design-oriented operations like Victoria at Home.”

Getting Started in Retail

“Although I started my store as a portfolio for what I do and who I am as a
designer,” she noted, “Victoria at Home
has also been a way to support my fellow interior designers. Unlike New York,
LA, Miami and Las Vegas, here in Santa
Fe, we don’t have a large design centers
that offer discounts to interior designers.
One of the reasons I’m expanding my
store is to fill this void. A lot of retailers
give interior designers 10 percent off. I
An eCommerce Challenge
do 20 percent off on the floor. Designers
“Interior designers do a lot of online who purchase from me can choose to
purchasing which is a problem for retail pass on the 20 percent savings or they
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“Big brands like Anthropologie, Room & Board and Pottery Barn have developed their brand
stories down to a science. But I think that many independent retailers either try too hard to
have something for everyone or go too safe.”
can make a little money themselves. If it’s
just two pillows, they’ll probably pass on
the discount. If it’s a $5,000 sofa, they
might keep it. I also extend a portion
of my trade discounts to designers on
special orders.”

designers. It’s obvious that many retailers
don’t see it that way, but those who do
should develop a program and post it
online. If it’s simple and appealing, why
wouldn’t designers in your trading area
come to you first?”

Retail Point of View

A Retail Design Niche

“Big brands like Anthropologie, Room
& Board and Pottery Barn have developed their brand stories down to a
science. But I think that many independent retailers either try too hard to have
something for everyone or go too safe.
They either don’t create compelling stories or fail to effectively communicate
them to their customers. That’s a shame
since it’s one of the best ways to engage
and close sales. If a retailer is selling a
piece of artwork that will be the perfect
focal point for a customer’s living room
or, if a hot pink accent chair presented
to a shopper is the same color that was
trending at the recent High Point Market,
it can be the basis for a story to tell.”

Sanchez believes that there is an
opportunity for members of the design
community to follow her example at
Victoria at Home to serve designers
locally and fill a niche as a boutique
retailer serving consumers of higher-end
furnishings.

End of Brick & Mortar?
“Some people have predicted the
end of brick and mortar. I don’t agree.
People still want to do research in person, to see the colors, scale, comfort
and textures. Good in-person shopping
experiences will never go out of style.
“Furniture retailers need to remember
that their best potential repeat customers,
especially for higher-margin goods, are
34

“People who walk into a decorating
shop like Victoria at Home come in
happy,” she observed. “They want to be
there, and they expect to have an enjoyable experience surrounded by beautiful
things. It’s a lot different than a lot of
other retail experiences where people
expect the opposite.
“My previous store in Virginia was
small, only about 2,000 square feet.
We initially set aside just $75,000 to
purchase opening inventory. That may
not seem like much, but when an interior designer decides to go into retail,
$75,000 can feel like a big risk. As it
turned out, I spent about twice that much
to fill my shop. Designers I speak to at
High Point are fascinated by the idea of
getting into retail, but are fearful of diving
in and making the investment. There is a
need in our industry for a short course
in operating a retail store—perhaps

round-table discussions at High Point
Market or a formal mentoring program.
I don’t think there’s a lot out there to help
designers approach retail as an add-on
to their brand. Buying for a store is a lot
different than looking for a pretty table
for a one-off client. They need to take
a deep dive into furniture quality, retail
operations and finance.
“There is also a need to change the
way we educate interior designers. So,
instead of having one general curriculum
that tries to be everything to everybody,
we need to have three different curricula. One for residential, another for
commercial, and a third to teach presentation skills and techniques. Design
schools don’t typically teach topics such
as business law, marketing and finance
required to learn how to make money
in the field.”

Trends
Moving on to her trend expertise,
Furniture World asked Sanchez to provide insight into the trends she’s identified
in her business and as a High Point Style
Spotter.
Natural, Organic Materials. “The
usefulness of trends for retailers” she
explained, ”varies by region and target customer, but in general, natural
materials, fibers and finishes are huge.
This includes furniture, lighting, floor coverings and accessories incorporating
rattan, linen fabrics and wicker. We saw
lots of organic forms at the recent High
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Sanchez says she isn’t known for
producing trendy designs or working within a particular style period.
She gives her customers what they
want but she always builds in
comfort and product quality.

Point market. Even if a product is made
from resin instead of clay, if it has a natural look, people are attracted.”
Resurgence of Traditional. “Another
more traditional trend that’s perhaps
most appropriate for markets in the northern and eastern U.S. has emerged.
We’re seeing more brown furniture—

“At High Point, I noticed
that a lot of manufacturers
pulled away from nail
heads and blah greys
in favor of chintzes, patterns,
tailored fashion details
and color excitement.”
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not quite old-fashioned sideboards and
hutches—but traditional fabrics and colors, jewel tones, reds, greens, golds and
purples. Some people, especially older
consumers are finding comfort in traditional design. Younger consumers, on the
other hand, are looking for more natural
neutral tones, organic shapes and forms.
“I don’t think these trends are entirely
a reaction to people being homebound
during the pandemic. They started to
emerge about four years ago. Boho
Chic has become a little bit passe.
Neutral organic California sun hats and
old VW vans have become more the
look for the 20- and 30-somethings.”
Other Trends. “On one hand I’m seeing
a trend toward more modern, sinuous,
molded foam furniture. People love it
because it’s fun, novel, and can be found
at all price points. At the same time,
we’re seeing more traditional details,
comfort and style. At High Point, a lot
of manufacturers pulled away from nail
heads and blah greys in favor of chintzes, patterns, tailored fashion details and

color excitement. During the pandemic,
a lot of people focused on outdoor
spaces. This surge will continue.”
Private Spaces. “When people were
forced inside during COVID, a desire
to have more private spaces emerged.
The ability to achieve privacy is limited
by available square footage and the
part of the country people live in. Here
in New Mexico, we have so much land,
we tend to build out. A family that lives
in a small house or a historic townhouse
in the Georgetown area of Washington,
DC, won’t have the luxury of having a
workspace for each of their five children.
I’m hearing from customers that there has
been a shift in how they want to experience their living spaces. They aren’t as
happy with big open spaces and double-story family rooms where everyone
can hear everything. They don’t want to
have multi-functional rooms where the
whole family spends much of their time.
Right now, they are looking to design
spaces that allow for privacy and individual activities.”
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BETTER BEDDING & MATTRESS SALES

GoodBed Insights

How the pandemic permanently re-shaped mattress retail

R

by Mike Magnuson, Founder and CEO of GoodBed.com

ecent
proprietary
data from
the website
GoodBed.com
points to long-term
opportunities
as well as threats for
mattress retailers.

Editor’s Note: This article is based on
Episode three of the ‘Mike It Up’ podcast (www.mikeitup.com), which provides mattress retailers with critical strategic insights based on consumer data
and trends.
Long after our lives return to a sense
of normalcy, the impact of COVID-19
on the mattress shopping journey will
remain. Over the past year, the mattress
industry has witnessed an unexpected
boom in demand. Instead of the usual
postponing of large discretionary purchases that befall the mattress industry
in most recessions, house-bound consumers have increased their spending on
home-related goods including big-ticket
items like mattresses. But amidst this overall surge, which has certainly lifted most
boats in the industry, it can be easy to
miss the ways in which COVID has transformed the mattress shopping journey for
consumers. These changes are likely to
remain long after the quarantine-driven
nesting trend has passed—and will have
a critical impact on what mattress retailers need to do to succeed long term.

Tracking a Key Metric

nearly six years. In the ordinary course
of using GoodBed to shop for a mattress, thousands of readers each month
tell us whether they need to try their bed
in a store before they buy it. We first
started collecting this information in the
third quarter of 2015, a little over a year
after Casper launched. Had we started
before Casper’s launch, this percentage
would have certainly been in the single
digits. And by mid-2015, it had already
risen to nearly 20 percent.
Over the next three years, the portion
of people willing to buy without trying
continued to rise steadily. Fueled by this
rapidly expanding addressable market,
150 new online mattress brands flooded
the market—a rate of one new brand
per week. Meanwhile, brick-and-mortar retailers started to feel the impact

“Thousands of readers each
month tell us whether they
need to try their bed in a
store before they buy it.”

At GoodBed.com, we’ve been quietly tracking a key consumer metric for
36
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of changing consumer preferences.
Mattress shoppers were visiting fewer
stores as part of their journey—with some
visiting none at all—and the average
store’s foot traffic fell as a result.

43%—A Saturation Point
In early 2018, the music finally
stopped. The line that had been moving
up and to the right since the dawn of
the online mattress revolution suddenly
flatlined at 43 percent. At this exact
same time, the number of online mattress brands peaked. For the first time,
the number of brands going out of
business surpassed the number entering the market. Meanwhile, the largest
online brands were quick to notice (or
anticipate) this change, responding with
headline-generating brick-and-mortar

expansion plans that picked up vast
amounts of steam in 2018 and 2019.
Though our metric bounced around by
a percentage point or two from month
to month, the line remained stubbornly
flat at 43 percent, making it clear that
consumers’ willingness to buy a mattress
without trying it had reached a saturation
point.

percent. By May, fears had subsided a
little, and by summer and fall, the number
had settled back into a steady range
once again—only now, the portion of
consumers willing to buy without trying
had risen to over 50 percent—where it’s

“Our data suggests that
consumers are leaving
the store visit, if any,
to simply confirm that the
product they chose online
meets their expectations.”

The Impact of COVID
By early 2020, consumers’ willingness
to buy without trying had been locked at
the same level for over two years. Then
suddenly, as news of the pandemic’s first
wave swept across the country, this percentage skyrocketed. In March, when
the pandemic first hit home for most of
us, it hit a new high of 48 percent. In
April, it shattered that high, reaching 71

Percentage Willing To Buy Without Trying In-Store 2015-2021
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(April 2020)

80%
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“As more consumers want

and expect to do their mattress decision-making online, you need to provide
richer online information about your products and services.”

stayed ever since.
On top of this, we’ve also seen a
profound change in the portion of the
consumer journey that happens online.
Before the pandemic, we were already
seeing upwards of 90 percent of mattress shoppers doing online research.
But many of those people still relied on
store visits for a large part of their education, product discovery, comparison
and purchase decision. In the postCOVID world, all of these activities have
moved increasingly online. Our data
suggests that more consumers are using

the internet to identify and research the
products that interest them, leaving the
ultimate store visit, if any, to simply confirm that the product they chose online
meets their expectations. Likewise, many
retailers have reported to us that since
the pandemic began, consumer visits
have tended to be more perfunctory or
confirmatory in nature than before.

How Lasting Will
These Changes Be?
While the long-term impact of COVID
remains to be seen, there is good reason
to believe that many pandemic-induced
behavioral changes will have a lasting
effect. This tends to be particularly plausible in cases where:
• Such behavioral changes were
merely an acceleration of a pre-existing trend (e.g., increasing use of
online shopping or food delivery
services).
• Consumers discovered unexpected benefits of adopting alternative
shopping strategies during the pandemic.
The impact of COVID on mattress

shopping could arguably fit either or
both of these criteria. Although it had
plateaued, the increasing willingness
to buy without trying was nonetheless
a well-established trend that was well
underway before COVID. Likewise, as
shoppers were forced to do more of
their information gathering and decision-making online, they discovered
information sources and conveniences
that they had not previously anticipated.
Now that the public is more aware of
these advantages, expectations of being
able to shop this way are much more
likely to remain.

What this Means for Retailers
In mattress retail, driving store traffic has always been the name of the
game. Historically, physical location has
played a huge role. Stores with highly visible signage at high-traffic intersections or in busy shopping centers
have been very successful. This worked
because consumers were heavily reliant
on store visits to learn about their options
and make purchase decisions.
In a post-COVID world though, consumers are completing more of their
product discovery, research, and deci-

GoodBed.com is a personalized guide for mattress shopping. The website
makes it easier for readers to make the best choice by providing trustworthy
and dependable guidance based on expertise + data + technology.
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sion-making before (or without) ever
setting foot in a store. As their journey
moves increasingly online, high-traffic
locations in the physical world become
less important. What matters instead is
that stores are visible on the ‘virtual street’
that shoppers travel. Consumers use a
multitude of online resources to research
this purchase. That’s why, as a mattress
retailer, your stores need to be found in
as many of these places as possible—
especially the online resources where
consumers are likely to be making decisions about what to shop and buy. As a
retailer, you can’t deliver a great experience if the consumer never finds you.

Website Messaging Strategy
Beyond this change in advertising
strategy to direct traffic to your website,
it’s become increasingly important to
review the messaging on your website.
As more consumers want and expect to
do their mattress decision-making online,
you need to provide richer online information about your products and services. Take a step back and think about
all reasons shoppers make an in-store
purchase from you. Then, make sure that
they get as much of this information as
possible from your website. Likewise,
you’ll also want to focus on making your

website easy to use. In monitoring the
many reviews, questions, comments, and
inquiries received from consumers on
GoodBed.com during COVID, we’ve
noticed reports of challenges navigating
bedding retailers’ websites—especially
from older consumers who are newer to
online shopping. This means that ease of
use is more important, and more valuable than ever before.

Conclusion
While COVID’s daily impact on our
lives will eventually pass, its legacy on
shopping behavior will remain. With
more shoppers willing to buy without
trying, and the remaining people expecting to do more of their decision-making
online, retailers must adapt if they hope
to thrive and survive. Of these adaptations, by far the most important are
re-orienting your advertising to make
sure that active mattress shoppers find
your website and that you provide the
right kinds of information there to help
them feel confident in making a mattress
selection and purchase from you.
About Mike Magnuson and GoodBed.
com: Magnuson is the founder and
CEO of GoodBed.com, a leading
online research destination for mattress
shoppers. Michael graduated from the

“Since the pandemic began,
consumer visits have tended
to be more perfunctory
or confirmatory in nature
than before.”
University of Pennsylvania and received
his MBA from Stanford University.
GoodBed recently created a low-cost
Local Discovery Program specifically for
brick-and-mortar retailers, through which
participating stores can be found by
nearby shoppers who are seeking recommendations, wanting to try a given
product or looking for the right store to
visit.
Questions about this article or any
topic related to bedding sales and marketing can be directed to him at www.
goodbed.com/contact.
This article was adapted from episode
three of the ‘Mike It Up’ podcast (www.
mikeitup.com). Listen to Mike It Up wherever you get your favorite podcasts.
More details can be found at mikeitup.
com and goodbed.com.
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STRATEGIES FOR A POST-COVID WORLD

B

est retail
practices
using
consumer
financing options to
increase close rates
& average sale
through 2022.

42

by Russell Bienenstock

Furniture World asked executives at
consumer finance companies to comment on the best ways to alleviate current cash flow challenges and take
advantage of opportunities to meet consumer financing needs going forward.

Flexible Options
“Consumer financing continues to
be a key retail tool,” observed Mike
Rittler, general manager, Retail Card
Services, Personal Lending and Business
Development at TD Bank. “It’s essential
for retailers who want to effectively
convert sales and increase tickets. These
include deferred interest plans, equal
payment plans, low interest rate plans,
revolving products and installment loan
products.”
Synchrony’s Jim Seger, senior vice
president, general manager, agrees.
“In the big-ticket finance area, we see
an opportunity for furniture purchasers
to compartmentalize their spend and
leverage longer-term equal pay and
installment loan products. As the retail
space continues to open up, consumers
are likely to keep increasing their spend
on travel and entertainment, resulting
in less disposable income available to
purchase home furniture items. That will

enhance the need for retail furniture
stores to offer multiple financing choices
during the purchase process.”

Challenges For Retailers
Seger told Furniture World that the biggest challenge for many of Synchrony’s
retail partners in recent months has been
to close gaps in the ways they offer consumers financing online.
“For many furniture retailers,” he
explained, “big-ticket transactions can
represent more than half of all sales.
“It doesn’t matter whether a retailer
makes a furniture sale in-store or online,
the process of offering financing needs

“When the pandemic started,
many small and mid-sized
merchants just weren’t
prepared for the big shift
to e-commerce.”
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“Younger customers

choosing lease-to-own. Ten years ago, a larger
percentage of LTO customers purchased furniture
items at standalone brick and mortar lease-to-own
stores.

to be overt and seamless. It is common
for customers who have a general-purpose card to reserve it for normal everyday purchases only. They chose other
options, for example an equal pay promotion to spread the payments out over
an extended period. This not only gives
them time to pay, it helps them compartmentalize their larger infrequent purchases separate from their day to day. It’s the
retailer’s job to help customers choose
the best payment option.”
“There’s been a lot of buzz in the
marketplace about buy now, pay later,”
Mike Rittler added. “It can be a little
unclear what people mean when they
use that term. The buy now, pay later
language refers to short-term financing,
for example, splitting up payments into

“Millennials are fueling a lot
of consumption these days.
It’s a big turnaround from
two years ago when our
research showed millennials
lagging in consumption.”
44

four easy payments to handle chunks.
That’s similar to TD’s equal payment
revolving loans—a revolving product
offering deferred interest over 12 to 18
months. The purchaser pays minimum
payments for that period. Then there’s a
bulk payment to make before the end of
that expiration period. Another product
offered on the revolving side is equal
payment loans, for example, 24 months,
36 months, going up to 72 months. The
biggest difference between revolving
credit and installment loans is that equal
payment plans don’t have an open line
of credit that retailers can use to re-engage with customers, create loyalty and
repeat behavior.”

Online Movement
All of the executives interviewed noted
the importance of offering seamless consumer financing and repayment options.
Tony Cerino, Vice President of Sales
for Katapult, a company that provides
lease-to-own financing for ecommerce
and omnichannel retailers, recalled that
“When the pandemic started, many small
and mid-sized merchants just weren’t
prepared for the big shift to ecommerce.
They had to scramble to update their
websites and to make sure that pay over
time options were well-integrated on
their websites to support customers in

their checkout experiences.”
“The pandemic accelerated the digital payments and transactions,” agreed
Synchrony’s Jim Seger. “Those retailers
that skillfully integrated financing into
the customer’s digital purchase journey
are doing well.” He added that finance
options should ideally be positioned
right on product pages, rather than waiting until items are chosen and in the
shopping cart. “It’s critical, that product
and financing are closely connected
during online purchases because it can
accelerate close rates.”
“Retailers who are behind the curve,”
he added, “need to work with a partner
who can help them put the right digital
financing footprint in place. Large retailers may only need simple integration
solutions, while smaller operations that
don’t have big IT capabilities generally
need more assistance.”

LTO Growing
Traditionally, lease-to-own was used
by customers with poor credit, sometimes
precipitated by life changes such as job
loss, divorce or medical bills. Katapult’s
Tony Cerino explained that the lease-toown (LTO) landscape is changing.
“We are seeing younger customers
choosing our lease-to-own solution due
to its transparency, ease of use and
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flexibility. Ten years ago, a larger percentage of LTO customers purchased
furniture items at standalone brick and
mortar lease-to-own stores. These people often experienced difficult life and
credit situations. That has shifted as the
LTO option expanded more widely into
furniture retail, giving customers who
need payment flexibility, don’t have a
credit card, or have thin credit files, the
same experience offered to prime consumers.
“The difference between an installment loan or a revolving line of credit
and a lease-to-own solution like Katapult
is that the LTO company purchases products from the retailer and then leases
them directly to the consumer through
a lease-to-own agreement. The consumer agrees to make payments over
time, typically up to a maximum of 12
or 18 months, with many ways to save
along the way The customer’s repayment
schedule is conveniently set to be weekly, bi-weekly, semi-monthly or monthly, to
make the experience easy and convenient. Customers have options too. If they
elect to go the full term and they make
all of their payments, the customer then
owns the items just like they would if they

purchased the item any other way. Also,
at any point during the LTO agreement,
the customer can choose an early purchase option and save versus waiting for
the contract to go full-term, or to return
the item and no longer be obligated to
make additional payments.”

Cash Flow Issues
“Typically, when a sale is made, furniture retailers will take a down payment
payable in cash, check or some other
form,” said TD’s Mike Rittler. “The remainder, financed using store credit, usually
won’t be charged until delivery. For
customers, that’s a nice feature of using
credit. Unfortunately, long lead times for
sold products due to supply chain issues
are creating challenges. We’re authorizing transactions that won’t be posted
until two, three or more months down the
road. It’s the normal course of business
for us when working with retailers who
sell custom orders. But, longer lead times
increase the chance for consumers to
cancel orders and items are also coming
in piecemeal. That can be frustrating.”
Katapult’s Tony Cerino said that

“Customers almost always want delivery right away to take advantage of
pricing or fill an important need. Since
there’s not much in stock right now,
the delay between making the sale
and delivery has dramatically increased.
Fortunately, customers are willing to be
patient because there aren’t a lot of
other options.”
“Some retailers are doing okay and
others are struggling with delayed deliveries and payments,” adds Synchrony’s
Jim Seger. “Not much can be done
short term except to be transparent with
customers. Having good consumer relationships is critical for retailers’ long-term
success.”

Millennials’ Loan Preferences
Regarding changing consumer preferences for consumer loan products, Mike
Rittler believes that certain shoppers prefer the experience of an installment loan.
Equal payment loans drive sales growth,
especially for millennials and Gen Z.
“Millennials are fueling a lot of consumption these days. It’s a substantial
turnaround from two years ago when

“When it comes to payment, some
customers may not want to take
on another revolving line of credit
and will gravitate towards an
installment product. Others will want
to compartmentalize the spend.”
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our research showed millennials lagging
in consumption.
“In-store experiences, including
financed purchases need to be seamless
and easy. Many people still don’t want

“Certain shoppers prefer
the experience of an
installment loan.
Equal payment loans drive
sales growth, especially
for millennials and Gen Z.”

to touch terminals or kiosks, so retailers
are using contactless options.
“Even as people have re-engaged
with in-person shopping, the credit element of online transactions remains critical. Because there isn’t as much human
interaction with an online purchase,
retailers need to pay close attention
to make sure that their presentation of
financing online is well done to keep
sales on track.
“The best omnichannel furniture retailers improved their online purchase experiences, making them as good as the
best of the best online-only retailers.
People expect that the purchase experience should be as simple and easy as
buying from Amazon.
“They also made sure that transactions

can be performed on any device—looking at ways to present credit alternatives so that people understand what’s
available no matter how they choose
to purchase furniture, bedding, rugs and
accessory items.”

Other Best Practices
Communication. “The best retailers
have focused on communicating with
their customers, setting expectations and
making sure they understand the current
supply chain issues,” continued Rittler.
“Doing that well is key. Overall, we
haven’t seen an increase in complaints
or disputes regarding credit, so it seems
like retailers have done a really good

Six Powerful

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

Subscribe at

www.furninfo.com/subscriptions
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job in communicating and setting those
expectations.”
Waterfall Options. “We have seen
smaller retailers, even single store operations that weren’t offering credit before,
discover the power of waterfall credit
programs, seamless options that offer
primary financing loans, but also secondary and lease-to-own options from
other lenders as part of the platform.”
Education. “Retailers that offer financing
must make sure that customers clearly
understand finance offers and terms by
presenting this information in a way
that’s easy to understand and keep for
future reference. Typically, our retail
partners are not doing the waterfall
online. Sometimes the nuances such as
a deferred interest program versus an
equal payment program are easier to
relate verbally, but whether they’re on

“The best omnichannel
furniture retailers have
improved their online
purchase experiences,
making them as good
as the best of the best
online-only retailers.”
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their phone, a laptop or in the store, the
process of offering credit needs to be
easy and seamless.”

ECommerce Integration
“It’s important that retailers choose
finance, BNPL (buy now, pay later),
and LTO companies that make it easy
to integrate with popular website platforms including Shopify, Magento,
WooCommerce and others,” said
Cerino. “The experience of understanding repayment options should be easy
for consumers who choose to purchase
online, taking them from application
to checkout. In the case of LTO, our
approach walks them through lease features, benefits and terms in a fully transparent way to make sure they get all
the information they need to make an
informed decision. Ecommerce happens
24-7, so 24-hour support centers and
the ability to click a button and chat with
an agent at any point in the process is
a plus.”

Know What’s Happening
“Independent retailers need to look
for speed and simplicity in the financing solutions they choose,” advised Jim
Seger.
“They also need to know what’s
happening with their consumers—why
they’re buying and what they’re buying. Important areas to pay attention
to include digital website integration,

“Ecommerce happens
24-7, so 24-hour support
centers and the ability
to click a button
and chat with an agent
at any point in the
process is a plus.”
helping store associates understand how
to offer furniture items from a financing
perspective, business planning, analytics
resources, and cost management.”

Positive Signs
“There are lots of positive signs out
there including high demand for home
furnishings, plus the savings rate and
the level of debt paydown that’s taken
place,” concluded Mike Rittler. “All of
these indicators say that there’s money
to be spent. The question is are they
going to continue to spend it on items
for the home including furniture or is
consumption going to shift dramatically
to travel and entertainment. Time will tell,
but I think we will see dollars shift away
a bit from the furniture space. Even so,
spending on home furnishings will continue to be strong. I won’t be surprised if
a number of retailers have record years
this year and that momentum carries over
into a very strong 2022.”
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Furniture Stores Love These Lamps
at a Great Price Point!
Ask Service Lamp's lighting experts to explain how to
make your showroom shine with this 40 degree LED flood
at an exceptional price. Call 800-222-LAMP (5267)
ONLY

$4

.79

• 13 Watt LEDs. Price is per
lamp—sold in
cases of 24.
• Beautiful, welcoming,
natural light. PAR38 is
perfect for furniture
showrooms
• 40 degree floods
• 3000 Kelvin
• Freight not included

LED ﬂoods, spots & specialty lighting—since 1976
Ask About Great Deals on Office & Warehouse Lighting!

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

Our
service
difference
is caring!

Service Lamp Corp.
Your Complete Lighting Source

800-222-LAMP (5267) • www.servicelamp.com
See us at Las Vegas Market HFA Retail Resource Center B10
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EMPLOYEES
M
FOURTEEN WAYS TO FIND AND RETAIN THEM
by David McMahon

ost retail
businesses
have
systems in
place to attract
external customers.
Why should
processes to
attract and keep
internal customers
be much different?
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Home furnishings retailers are having more trouble finding and retaining
employees, also known as “internal customers,” now, more than ever before.
The reason I like to use the term “internal customers” instead of employees is
because it signifies that both employees
and customers are equally important.
Internal customers should, therefore, be
treated on par with external customers.
Most retail furniture operations have
systems to attract and keep external customers. It generally goes something like
this: marketing/advertising, welcoming,
understanding needs and aspirations,
suggesting options, closing, and follow
up.
My question is, Why should processes to attract and keep internal customers—finding, interviewing, on-boarding,
developing, and retaining—be any different?”
One reason is that retailers tend
to view employees as an expense of
doing business. Customers, on the other
hand are seen as revenue-generating. That’s a short-sighted view because
there’s a direct relationship between
those businesses that grow the number
of productive managers and employees
and growth in sales and profit.

Best Practices

So, what are best practices to attract
and retain internal customer talent?
Here is a list of thoughts and practices.

1.

Move some of your recruiting
budget to marketing. Human
Resources Departments are mostly
tasked with performing necessary compliance work and is not necessarily
best suited for recruiting. Consider either
moving some of your recruiting budget over to marketing or, better yet,
allocate a portion of your advertising
spend to ads geared towards attracting
talent that may be a good fit for your
team. As a business owner or manager,
you should always be on the lookout
for sales and service talent. On multiple occasions I’ve witnessed business
owners who, after getting exceptional
service from a server at a restaurant,
engage with that person and exchange
contact information. That, furniture people, is how to do it right! If you rely solely
on posting ads for resumes on recruiting
services such as Indeed, it may cost you
more than you can imagine.

2.

Build recruiting into your
CRM/CXM. Recent articles
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in this Furniture World series discussed
ways to enhance the Customer eXperience (CX). You can find them on the
furninfo.com website at www.furninfo.
com/Authors/David_McMahon/6.
These kinds of enhancements can be
adapted to Internal CX. Put all new
internal customer leads into your CRM/
CXM just as you would new external customer leads. Communicate with
your candidates as you would regular
customers. Organize your candidates
under criteria of your choosing. Digitally
catalog and rate resumes and any relevant information such as social media
links. Build a database of those in your
community who might be a good fit for
your business. Create a network of future
possible Internal Customers.

3.

Start with people you know.
Turn all of your employees
into recruiters. Everyone has their own
personal network—offline and online.
People usually associate with people
who share similar interests. So, if you
are happy with your current internal
customers, there is no better place to
start than close to home. Referral bonuses are common in all industries. These
can be cash payments for new hires, or
limited-time offers structured as referral
bonuses based on a new salesperson’s written sales or a delivery driver’s
delivered sales. Give all your people
business cards that include a QR code
on the backside that connects new prospects to your CRM/CXM system where
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they can fill out a short questionnaire and
schedule an interview. Ask your people
to share employment opportunities with
others in their social networks.

4.

Ask your external customers to
help. Happy, satisfied customers
are often glad to spread the word that
you are hiring. Some of them may even
be interested in joining your team. Most
retail operations have sizable customer
databases. It is unfortunate that many
of these lists are used to send the same
email blasts to everyone. Segmenting
your lists to communicate with targeted
personal messages will produce better
results. Here is one simple idea: Send
a thank you message to customers after
delivery and with it, a request to forward a message link to anyone they
know who might want to work in your
organization. Or, if you want to be more
aggressive, tell your customers that you
will give them a five percent discount
off of their next purchase if they give you
any referral. Think outside the box.

5.

Make a different kind of initial
recruiting appointment. When
candidates do not show up for scheduled interviews many business owners
take it as a sign that these candidates
are not serious about going to work in
retail. Another possibility is that they do
not feel that the opportunity is worthwhile. To separate serious candidates
from others, consider scheduling a first
appointment interview via Zoom. Use
an appointment calendar to confirm

and remind them of the time. Then, if you
both wish to continue, follow up with an
in-person meeting, perhaps on neutral
ground, at a coffee shop as opposed to
a stuffy office. Or do a walking interview
that includes a tour of your showroom
and/or warehouse. Think of interviews
as conversations. This is a buyers’ market.

6.

Create a pipeline. You encourage your salespeople to continuously develop, manage, and grow their
pipeline of customers, right? Businesses
should do the same with prospective
employees. How many times over the
years have you made an offer to a candidate who chose not to accept? How
many times have you received a perfect
resume from a candidate who was unre-

“Build a database of
those in your community
who might be a good
fit for your business.
Create a network of
future possible Internal
Customers.”
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“Often, the best people are working
somewhere else. People who are satisfied with their current employment
are not polishing up their resumes and browsing help wanted ads.
Right now, retailers must look in untraditional places.”
sponsive when you followed up? Have
you ever known someone who would
be a great addition to your team, but
the timing wasn’t right? Just like reaching
regularly to potential buyers, It’s hard to
know when a potential employee is in
the market for employment. You don’t
delete customers from your database
if they don’t buy right away, so why
would you do that with potential team
members?

7.

Often, the best people are working somewhere else. People who
are satisfied with their current employment are not polishing up their resumes
and browsing help wanted ads. Right
now, retailers must look in untraditional
places. Proactively search out people
through mutual social media contacts
and postings. Ask them if they know
someone who is interested, or if they
would like to hear about an opportunity
to join your team.

8.

Look for fit within your culture.
Most often, good attitude and
work ethic trumps experience. If you
can find people with all three of these
attributes, that is fantastic. In some cases
though you may need to compromise. If
your business has a decent onboarding
process, when filling many positions,
experience is the least important attribute. If you are looking for a manager
with leadership qualities, your own orga-
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nization is often the best place to start.

9.

Ensure you have solid onboarding systems and processes. A
solid approach to selling new customers
is essential for any retail organization.
Your onboarding process should be
well thought out and executed. With
new hires: Welcome them to the team.
Follow a defined training plan. Have
them work alongside a mentor. Make
sure they understand what success in
your organization looks like and how to
achieve it. Ensure that they understand
how they are paid with respect to bonuses. Training should be real-world and
provide respectful feedback.

10.

Do not tolerate territorial
behavior. Although many
businesses would not care to admit
it, sometimes current employees exhibit
clan-like behavior, making it difficult for
new people to fit in. Often, new hires
treated in this way will abruptly leave,
contributing to the high turnover rates that
plague retail.

11.

Lead people and manage
processes. A common theme
seen in companies that have high-performance metrics and few problems
finding and keeping good people is
that they make sure that their people
know what they must do and how to
do it. Instead of managing individual

employees’ personalities, they manage
business processes. Good leadership
elevates the way in which internal customers approach their work and the
satisfaction they get from working in the
organization.

12.

Pay at or more than the market
rate. Recognize and bonus
for exceptional performance. People
know what others are making for similar
employment. No matter how great you
believe your organization is, you will
only attract and keep top talent if you
compensate them appropriately for their
role. There should be incentives and
recognition as well, for those people
who exceed normal performance measures—prizes, money, and personal or
public recognition. Some business owners may ask how they can afford to do
this. My answer to this is that affordability
comes from internal customers enabling
their organizations to surpass business
objectives.

13.

Understand people’s “why”
and show them a path for
growth. Everyone who works in retail
has their own answer to the question
of “why” they come to work every day.
Retail leaders who take the time to
understand this on an individual level can
develop personalized career growth
paths for each of their employees. No
matter what your business size is, you
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do not want good people to get stuck in
a rut with nowhere to go. Help them to
grow whether it be by providing education, job growth or income opportunities.

“You don’t delete
customers from your
database if they don’t
buy immediately,
so why would you do
that with potential
team members.”

14.

Track turnover under each
manager. For an in-depth conversation of employee turnover metrics, check out “The Turnover Challenge”
article at www.furninfo.com/furniture-world-articles/3830 from the
November/December 2019 issue of
Furniture World. Note that employee
turnover can be calculated with the formula: employees who left or were let go
for any reason / [(Employee number, at
the start + Employee number, at the end)
/ 2)] x 100.
We know that often people leave a
business because they are not happy
with a company’s leadership. As with
anything worth improving, a first step is
measurement so that benchmarks can be
set and actions taken to make improvements. Sales managers measure close

rates and warehouse managers measure inventory accuracy and perfect
delivery percent. So too should retail
managers measure their internal customer turnover. Decreasing this percent
over time while keeping and growing
your team will translate to sales growth,
happier external customers and satisfied,
performing internal customers.
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.

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

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

A new social media platform for home furnishings
Interview with Leslie Carothers

S

ocial media
expert Leslie
Carothers
explains
why Clubhouse
is a valuable
addition to the
social media
toolkits of home
furnishings retailers
and brands.
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What is Clubhouse?

How to Use Clubhouse

Question: There is a new social media
platform that has the potential to be
useful to many segments of the home
furnishings industry. Can you describe
Clubhouse to Furniture World readers?

Question: What’s the difference
between this platform and a conference
call or what used to be known as a
party line?

Answer: Clubhouse is an invitation-only
social media platform that grew in four
months from about 900,000 users to 10
million late in April.
The app allows users—including furniture retailers and designers—to connect with, interview, promote and network with people via audio-only. Unlike
Twitter, there’s no written content, and
unlike Zoom, there’s no video or presentation sharing.
The platform creates a certain intimacy and allows users to make deeper
connections. For an interior designer or
retailer, it’s almost like a social media
app that’s also its own radio show. It
was introduced, invite-only, for iPhone
first, then more recently on Android.
The developers took a cautious
approach to work out any bugs and
to ensure the platform’s stability. But,
the platform grew much faster than the
developers expected, so they’ve been
busy hiring staff and scaling up.

Answer: Conference calls are closed
loops. Clubhouse is an open loop.
Zoom isn’t a social media app, but
Clubhouse is. That’s because users follow people on Clubhouse just like they
do on Twitter, Facebook and Instagram.
Anyone who downloads the
Clubhouse app and is invited by another user to join the platform can start a
“room.” There are three room options
available: open, closed and social.
Later this afternoon, for example, I
could start an open room that anyone
on the platform can join. Alternatively, I
could start a closed room by invitation
only, or a social room that anyone I
follow could join. As the moderator, I
wouldn’t know who would join me.
It’s the open room option that makes
Clubhouse valuable for home furnishings businesses. Anyone on Clubhouse
can pop into a room started by a retailer, a manufacturer, sales associate or
designer.
Rooms have topic-searchable titles.
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“It’s the open room option that
makes Clubhouse valuable for
home furnishings businesses.
Anyone on Clubhouse can
pop into a room started by a
retailer, a manufacturer, sales
associate or designer.“

So, if a Clubhouse user is looking for
open rooms where home furnishings
design is being discussed, they can just
tap to enter. Everyone in that room will
see their photo and be able to access a
full bio that builds credibility with anyone
listening. There are a million YouTube
videos right now that can help Furniture
World readers create their bios and see
some of the different, personal, cool and
fun things people are doing.
Clubhouse also allows users to form
their own club which is a bit like a
Facebook group. My club, for instance,
is #DesignCoffeeChat.
Let’s say that a furnishings retailer
wants to introduce a hot new line by
Libby Langdon that has already received
national publicity. An obvious format would be to interview Libby. The
Clubhouse interview could be promoted
via email, in-store signage, Facebook
and other social media tools by saying,
“join our Clubhouse room at 6:00 pm
ET, and meet celebrity interior designer
Libby Langdon, whose new collection
will be featured in our showroom starting
August 5th.”
If they’re on Clubhouse already, all
they need to do is go to that Clubhouse
room at that appointed time. Moderators’
and speakers’ images will be listed at the
60

top, with everyone else who is listening
listed just below.
Once people enter a room, if they
want to contribute to the conversation,
they must first “raise their hand” by clicking on the hand icon. The moderator
is notified and has the option to move
them to the top so everyone can hear
what that person has to say. Then, the
moderator can choose to move them
back down to the audience. Let’s say I’m
the moderator, but there are three other
people who have been contributing a
lot. I’ll leave them on top. But if someone
raises their hand to ask one specific
question, I will move them back down to
the audience.
An open room can have an unlimited number of people listening in. This
gives larger retailers the opportunity to
interview, for example, sports or media
celebrities to attract large audiences.

Control The Conversation
Question: Let’s say that a retailer schedules an open room to discuss the latest
design trends with a celebrity designer.
Someone raises their hand, gets moved
to the top and turns out to be an angry
customer who has been waiting for their

sofa for six long months. What would
you suggest the retailer moderator do?
Answer: This person could be moved
back to the audience or blocked, but
honestly, I think a smart retailer would
let everyone hear what they have to
say, and respond with something like,
“So sorry that you’ve had that experience with us. You may have read in
the New York Times, the Wall Street
Journal or your local newspaper that
the entire supply chain for all products
in the United States, not just furniture, is
experiencing delays. Many of us are
short-staffed due to COVID issues so I
certainly apologize for that. But you are
welcome to email my assistant Joe Smith
at this email address and I will be glad
to give you a call back later today when
we are offline.”

Customer Development
Question: Are there enough people
using this platform so that retailers should
take the time to investigate it?
Answer: I believe that the time is now
for retailers to grab their real estate and
develop their audience.
When doing this it’s important to get
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“An open room can have
an unlimited number of people listening in. This gives larger retailers the
opportunity to interview, for example, sports or media celebrities to attract large audiences.”
some practice, for example, by opening
up rooms to anyone in your trading area
or beyond who has questions about
home furnishings for half-hour sessions.
Or, do closed-room sessions with one
or more employees. Right now you will
attract young people and tech-savvy
creative people who are, or can be,
customers. Your efforts will be much
more effective if you have something
interesting to say, are well known and
liked in your community and active on
other social platforms.
Clubhouse can also help retailers
communicate with employees in closed
rooms about any number of topics of
interest when in-person meetings are
impractical. Retailers can set up multiple
consumer-facing or employee-facing
clubs.
A lot of designers are already on
Clubhouse, so retailers who sell to
designers can form a club and invite
every designer they do business with
to join. People listening in a room can
let other Clubhouse members know that
there’s a room worth listening to. That’s

another powerful option the platform
provides.
About Leslie Carothers: Leslie Carothers
is the CEO of Savour Partnership. Her
company provides a wide variety of
strategic positioning, digital marketing,
influencer marketing and copywriting
services to both manufacturers and luxury interior designers. She is a 40 year
veteran of the home furnishings and
interior design business and pioneered
the use of influencer marketing/social
media marketing within the home
furnishings and interior
design industries.

She is a 2021 Top 200 Influencer in the
design industry and has been profiled
on Forbes.com. She is a well regarded
speaker and has keynoted many tradeshows and events within both industry
segments. Questions about this interview
can be directed to her at leslie@savourpartnership.com.

“Let’s say that a retailer schedules an open
room to discuss the latest design trends...
Someone raises their hand, gets moved
to the top and turns out to be an angry
customer.”
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The Delivery Tool Quandary

H

by Peter Schlosser

ow to reduce frustration and extra
costs resulting from lost tools and
touch-up materials during delivery.

Age-old quandaries include: Why are
we here? How was the Earth created?
And, how do I get my drivers to maintain
a tool kit without everything getting lost?
Making sure your drivers are supplied
with all the tools and materials needed to service their routes should be of
paramount importance to furniture store
owners. It can, however, be frustrating
because of how quickly they tend to lose
them. It’s as if they unwittingly sacrifice
their tools to some otherworldly being,
hell-bent on siphoning off profits and
testing your mettle. And there is always
that blank stare of disbelief from drivers
who can’t fathom how it happened.
But despite all this, the most important
thing to remember is that without the right
tools and materials, a successful delivery
is nearly impossible. Can you remember
life before the 4mm and 5mm Allen
key? When “some assembly required”
didn’t mean virtually hewing the boards
yourself to make a table? Some vendors
such as La-Z-Boy and Ekornes require
specific tools for assembly, but there are
commonalities.
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The Solution
Standard operating procedures
(SOPs) are necessary for every retail
operation. People need clearly defined
parameters and instructions to accomplish most tasks. They also need to be
held accountable for executing these
SOPs that they’ve read, understood and
acknowledged with their signatures.
Let’s delve into how to create SOPs
that will keep drivers on-task with respect
to a tool inventory. Begin with a solid
assortment list such as:
Crescent wrench, 6”; SAE hex key set;
Metric hex key set; White one pound rubber
mallet; Philips head screwdriver No. 2; Claw
hammer; Cordless drill; Drill bit set up to
1/2”; Angle drill adapter; Pliers; Diagonal
cutters; Box wrench set; 2”, 6” screwdriver
bits: #2 Phillips, #2 Robertson; Multi-bit kit
with adapter for drill use; Flashlight; Hand
saw; Scissor; Hand vacuum, corded.

First, take inventory of each driver’s
existing tool bag. Have them lay everything out and check off the items.

What’s Next
Then, for each driver team do the
following:
•Purchase appropriate standardized
tool boxes. This lets drivers know
you’re serious about their tools.
Number the boxes, but do not
assign them. This lets them know that
they are basic, standardized kits.
Extraneous tools and materials they
want to supply must be carried in a
separate bag of their choosing.
•Set up a drill charging station in
a secure area, numbering drills to
correspond with the tool kit numbers.
Drills used by drivers should be
standardized so that batteries can
be swapped and replaced as they
expire.
•Before they hit the road, insist that
drivers check out a tool kit from a
responsible person in a secure area,
after taking inventory to make sure
no tools are missing. If the kit is complete, the driver takes the box along
with its corresponding drill and
signs it out. If the kit is incomplete,
responsibility for the loss needs to be
assigned to the previous driver who
used the kit.
•If there are missing tools, give the
driver who lost tools the opportunity
to find them by the end of his or her
shift. In the interim, have a couple
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The ﬁrst full-featured — Web Based

POS Solution — Artiﬁcial Intelligence-driven

Retail Software System

And there's more...

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

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

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

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

Connecting the Retail Enterprise

www.iconnect group.com | 703-471-3964
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sets of replacement tools handy,
under lock and key, to lend out.
Indicate this information in a column
marked “Lent Tools to:” on the checkout sheet. If replaced, draw a line
through the entry. If not, consider
debiting the driver’s pay as appropriate and allowable.
•At the close of the week, meet with
drivers to offer them a final chance
to replace or return missing tools. If
they fail to do so, forward the completed, manager-approved sheet to
the human resources department for
processing.

Who Should Supply Tools
Some owners say that drivers should
supply their own tools. I respectfully
disagree. If drivers insist on using their
own tools, fine. But I would argue that
they should do so at their own peril.
Whatever the arrangement, it should be
spelled out on paper in writing, signed
and filed in the employee’s records fold-

“Having rock-solid SOPs
and enforcing them will
go a long way toward
lowering costs and the
frustration that comes
along with lost tools
and touch-up supplies.”
66

er. Retailers shouldn’t need to replace
a broken or lost $500 Hilti drill that a
driver brought from home.

Touch-Up Materials
To set your drivers up for success,
touch-up materials are equally important. However, they are consumable and
perishable. Wax sticks can melt and
markers can dry out. I suggest that drivers
be given a basic kit of markers and a
wax stick or two in addition to a product
like Mohawk’s Wax Wash, for cleaning
delivered items. Here’s a basic list:
•Markers. Include at least dark,
medium and light color stain-type
markers. I like Extra Dark Walnut,
Old World Walnut, and Ash
Natural. Black and white pigmented
markers are also essential.
•Wax sticks. Pack clear and black
wax sticks. Drivers can add color
to clear rather than buying a huge
assortment.
•Cleaners. Pack leather/vinyl cleaner as well as a fingerprint remover,
like Mohawk’s Wax Wash that can
remove marker, grease, oil, etc., on
wood. I’m dubious about packing
a fabric cleaner. Not all fabrics are
colorfast, and trying to remove stains
can open up a can of worms. The
safest cleaner I’ve ever used is also,
in my opinion, the most efficient, and
that is Folex, available in most home
centers.
•Rags. Include clean, white rags.
Your color assortment may vary based
on the type of furniture you sell, but in a
pinch, these materials will correct most

superficial problems.
These items should be kept in a small
tackle box, separate from the tools. The
reason for this is that perishable materials
should be kept in the cab with the drivers
where it is cool, not in the van where
temperatures can soar. Aerosols should
not be allowed to exceed 122 degrees
Fahrenheit, according to the manufacturer, and wax sticks can melt at 100
degrees—easily possible in the summer
no matter where deliveries take place.
Pay attention to touch-up materials
usage. Some time ago I discovered that
a driver was selling markers on the side
to customers for $10 each. After that we
required that spent markers be turned in.

Conclusion
Having rock-solid SOPs and enforcing them goes a long way toward lowering the cost and frustration that comes
along with lost tools and supplies. The
process is similar to installing surveillance
cameras. Once people know that they
are being watched, they become more
mindful. If they lose a drill or hand tool,
it’s OK to call customers to ask if they’ve
seen it. Sometimes you’ll get it back,
sometimes not. It’s worth a try.
About Peter Schlosser: Peter Schlosser
is a back-end furniture consultant based
in Winston-Salem, North Carolina. His
focus is repair, quality control, exceptional customer service, and all things
operational. He is a contributing editor
to Furniture World. Questions on any
aspect of this article or furniture repair
can be directed to Peter Schlosser at
pschlosser@furninfo.com.
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DESIGN

Norwalk
Connie’s open design enhances the visual appeal of this
generously-sized, comfortable chair with back pillow and
loose T-cushion seat.
Contact information on page 90.

Moe's
The Dala marble and Oak coffee table features curved legs
detailed in solid Oak, with organic wild wood grains.
Contact information on page 90.

Klaussner
This sofa, part of a generously scaled, 12-piece
slipcover collection (at a starting price point), is
available with special-order options and slipcover
swivel chairs.
Contact information on page 90
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Label 180
Everyone deserves a workspace that is as individual as they are.
This new desk line encourages consumers to choose their style,
size, fabric or leather. Pictured is the Ascend Oasis desk (left) from
Label 180’s Classic Desk Collection and the Inca Mesa desk
(above) from the Bungalow Collection.
Contact information on page 90.

Whittier Wood
Inspired by the distinctive mantels
and wood paneled walls of
the 18th century, this bedroom
collection features an old-world
aesthetic. Spacious solid wood
drawers feature English dovetail
construction and whisper-quiet full
extension drawer slides with two
jewelry trays. It is made of solid,
certified sustainable American
Alder and Black Walnut veneered
hardwoods.
Contact information on page 90.

Omnia
The Pisa’s curved silhouette sits on
a handsome wood base and is
pictured in sea glass inspired leather.
Available in 100 percent top grain
leathers or fabrics and finish options.
Proudly made in America.
Contact information on page 90.
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DESIGN
Nourison
Arason
The Brussels style cabinet bed is shown in
a charcoal finish, accessorized with black
and white bed cap and matching pillow
shams. Dimensions closed are 64”W x
23”D x 43”H. It opens to 81 inches.
Contact information on page 90.

Abstract rug from the Prismatic Collection. Against
its black backdrop are multi-toned strokes of
beige, blue, purple, pink, and orange, carved to
stand out in dramatic fashion. This modern design
is handmade in a blend of wool and silky Luxcelle.
Contact information on page 90.

Pelican Reef
The Palm Island collection incorporates rattan, wicker
and leather bindings over commercial grade case
goods with full extension glides. It is offered in all bed
sizes.
Contact information on page 90.
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OW Lee
The Kensington collection is the perfect balance of modern appeal with neo-classical elements popular
in Victorian England. Inspired by the West London
Borough that is home to Kensington Palace,
this collection offers remarkable comfort and
exquisite design.
Contact information on page 90.

Craftmaster
This generously scaled leather cocktail ottoman features a
plush tufted top and a trio of removable trays. Available in
any finish and over 50 leathers. Made in America.
Contact information on page 90.

Furniture of America
The Leonidas dining set features a trestle base with
intricately carved designs that match the subtle curves of
the chairs. Features include a contoured back rest and a
natural tone finish that reveals the beautiful grain on the
plank style top.
Contact information on page 90.
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DESIGN

Muniz
The Twister Sculpture is being shown for the first time in new
colorways including Raspberry and Violet. It measures a
whopping 41 inches tall.
Contact information on page 90.

Skyline Design
Cube daybed offers a great place for your customers to
relax and enjoy the summer with friends and family.
It comes with a large, deep mattress-style cushion and
lots of scatter cushions to maximize comfort.
Contact information on page 90.

Country View
Woodworking
This “American Modern Bedroom Collection” has
been expanded to include side panels for a more sophisticated style. The “wings” that feature in the same
Brown Maple and upholstery, is offered on select
beds in this collection.
Contact information on page 90.
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Kaleen Rugs
Rugs in the Marble Collection have a main overall
color tone accented with contrasting swirls of complementary colors. These hand-tufted rugs are produced
using space-dyed, 100 percent imported wool.
Contact information on page 88.

Home Trends & Design
Inspired by true mid-century design, the Palm
Springs round dining table is crafted from
white marble supported by a tulip style cast
iron base.
Contact information on page 90.

SOUNDSTAGE
SOUNDSTAGE incorporates patented cutting-edge sound technology into beautiful designer seating to provide high definition concert
quality sound that connects wirelessly to any Bluetooth®-enabled device, including smart TVs, laptops, tablets, gaming systems, and
mobile phones for hands-free calling.
Contact information on page 90.
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HFA REPORTS

HFA Face to Face

Mark Schumacher, CEO, Home Furnishings Association

N

o longer trapped by COVID I learned
a valuable lesson at the Retail Resource Center

For months I felt trapped by COVID—
yearning for the human contact that only
furniture markets can bring. Finally, at the
June High Point Furniture Market I got to
see people’s faces! I mean whole faces
from the eyes down. It may not sound
like much, but it was a difference-maker
for me to see facial expressions. I had
been masked so long that the nuances
of face-to-face interaction had faded.
Then listening, which is something I struggle with, became easier. Seeing people
for the first time in more than a year
caused me to be more present.

Over the Market’s five days, I learned
a lot more about members who stopped
by the newly redesigned Resource
Center. And I’m not just talking about
new acquaintances, but also people I
had known for years.

Solution Partners
Let me give you an example. A single-store retailer from California, a
good friend, came in to say hello and
catch up. Before he left, he signed up

See this video and others at https://myhfa.org
Click on the “QCS” Videos link
74

with two more of our solution partner
programs after realizing that he would
save thousands of dollars every month
by making a few simple changes.
By asking about his business and then
listening to his challenges, we helped
him make significant changes to the way
he offers consumer financing. You see,
he already loved having Synchrony as
his primary financing option (which he
can access thanks to his HFA membership); however, he doesn’t offer a secondary option, only a no-credit option.
What concerned him was alienating

“By asking about his
business and then listening
to his challenges,
we helped him make
significant changes to
the way he offers
consumer financing.”
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customers who might get turned down
due to their credit score. He wasn’t
aware that HFA offers single-application solutions that provide a range of
financing options. A customer fills out
a short credit application. If they don’t
qualify for the primary, they are seamlessly reviewed by a secondary finance
provider, and if that doesn’t work, then
a no-credit-needed finance company. They don’t know if they have been
denied at any point. Instead, they are

furnworld July/August 2021 -FOR NIC.indd 73

given only options they qualify for.

Solutions to Challenges
He was also curious about credit
card processing. HFA offers the lowest
rates in the industry through our partners
at Trekstone, so he signed up for that
too! He walked out feeling valued and
heard. I am happy to say that was the
first of many similar interactions with

retailers that all started with a willing
ear and ended with HFA’s team finding
solutions to retail challenges.
That is the goal of the HFA team each
day—to listen and respond to retailer’s
needs so they can sustain and grow their
businesses.
What are your challenges? Come visit
the HFA Resource Center at Las Vegas
Market #B1050, we’re ready and we
are listening.

7/28/21 12:28 PM

HFA REPORTS

I

nviting company cultures attract quality employees
and enhance retention for independent furniture retailers.

Every home furnishings retailer knows
that it’s essential to hire competent, committed employees, maintain low turnover
and control retention costs. Recently,
however, it has become more difficult—
especially for smaller retailers—to realize these goals. That’s because independent retailers may not be able to
afford to lure potential employees with
large signing bonuses and substantial
financial and benefits packages.
So how can these businesses compete? One strategy that can be cultivated and used to attract and retain good
people is to develop an outstanding
company culture. It’s a factor that many
owners and managers overlook but can
be instrumental in attracting the best
people and guiding the fate of new
hires in retail organizations.
Changing company culture is not

something that happens overnight.
Typically, hundreds of hours of management time and attention must be poured
into an effort to make it the best it can
be. That effort is dictated by two main
factors:
•Internal factors that take place
within the business.
•External factors that have a direct
influence on the direction of the
company.

Internal factors

1.

The first step for any retailer is
to create an aspirational vision
with the goal of helping to make sure
employees feel comfortable working
for your business—comfortable enough

to convince staff members to seriously
consider remaining at your store selling
sectional sofas and kitchen tables even
if they are offered a bigger paycheck
by a larger retail organization.

2.

Part of any successful plan to
create an inviting corporate culture must include a belief in fostering
diversity within your organization. It is a
lesson no business has perfected better
than Netflix, which recently committed
over $100 million toward this effort.
Providing team members with a supportive environment that feels like a “home
away from home” will make your business harder to leave. To do this, managers need to implement and insist that
their company becomes a place where
everyone is accepted and appreciated.

3.

Create a company culture where
employees’ views are heard and
valued. An essential part of talent reten-

“Independent retailers may
not be able to afford to
lure potential employees
with large signing bonuses
and substantial financial
and benefit packages.”
76

FURNITURE WORLD July/August 2021

furnworld July/August 2021 -FOR NIC.indd 74

7/28/21 12:28 PM

furnworld July/August 2021 -FOR NIC.indd 75

7/28/21 12:28 PM

tion is the ability to allow workers to own
a stake in their positions. Show them
that their ideas are valued and useful.
Empower them. Apple’s Steve Jobs said
that it was illogical to hire intelligent people only to tell them what to do. Talented
people are at the forefront of any successful business operation. Frontline
workers who work directly with customers gain insights into what shoppers want
in terms of products and services. Such
information is vital to businesses that
want to stay ahead of the competition.
It should be sought out and rewarded.

4.

It’s not enough to develop a mission statement that incorporates
a wish list of company culture objectives.
Changing a business culture can be
difficult. Policies and procedures must be
put in place. Then everyone in an orga-

nization must buy into the new program
if they want to continue to be employed.

External Factors
Most businesses understand the
importance of social media and wordof-mouth advertising. Your store needs to
reach out aggressively using media tools
to let your customers and the broader
community you serve know that your
store is a desirable brand, committed
to its customers and employees. Send a
clear message that your company is successful because it invests in the success
of its people. Everyone wants to be affiliated with a winner. This will do more than
anything else to attract people with the
attitudes and skills you are looking for.
New hires want to feel that they are

Find authoritative
articles on any
retail furniture
store topic!
Visit www.furninfo.com
78

“New hires want to feel that
they are joining a furniture
store that will give them
a measure of job security,
where they will be
respected, listened to
and valued.”
joining a furniture store that will give
them a measure of job security where
they will be respected, listened to and
valued. Consideration of quality-of-life
issues is often as important, within limits,
as signing bonuses or benefit packages.
Keeping up with creative ways to
attract and keep talent in today’s climate
can be burdensome, but spreading the
word about what makes your operation
a great place to work can make all the
difference in a competitive hiring market.
Visit myhfa.org/webinar to access
on-demand webinars that provide more
information on hiring top talent.
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Retail Performance Tip #7
From David McMahon at PerformNOW

“Many of our clients are achieving high GM percentages.
I now say that 55 is the new 50, and 60 is the new 55!
Consumers pay for the perceived value they receive,
not for your cost markup. Perceived value comes when
you provide an exceptional CX (Customer eXperience)
throughout the entire customer journey and beyond.
Manage your CX and customer journey better to achieve
exceptional margins and high proﬁt. Contact us to ﬁnd
out how.”
• 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
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U

pdate on supply chain issues
and HFA’s push for federal action

The Home Furnishings Association
continues to engage policymakers
regarding severe supply chain disruptions currently impacting furniture retailers. President Biden recently
issued an Executive Order directing the
Departments of Commerce, Agriculture,
and Transportation to examine supply
chain delays and remedies to help
American businesses and consumers.
HFA is encouraging governmental supply chain action to address delays and
added fees being charged to home furnishings retailers that ultimately increase
costs for consumers.

“HFA has elevated the
retail backlog issue to
the Biden Administration
and congressional leaders
to explore remedies.”

80

Ocean Freight Action
Recently, the Biden Administration
engaged HFA and other stakeholders
to discuss unfair practices being used
by ocean carriers related to demurrage and detention fees that accumulated as ports backed up. Building on
an earlier meeting HFA had with the
Federal Maritime Commission (FMC),
the Executive Order will encourage the
FMC to take aggressive enforcement
measures against shippers that charge
excessive fees. Hopefully this action will
provide critical relief to furniture retailers
facing container fee increases of 500%.

Surface Transportation
In addition to ocean freight issues, the
Executive Order will direct the Surface
Transportation Board to examine the
consolidation of the railroad industry
and the impact that has on domestic
competition. HFA members report rail
and trucking delays that also contribute
to the significant backups at ports, slowing down the movement of goods from

“Hopefully this action will
provide critical relief
to furniture retailers.”
ships to modal transportation within the
U.S.
Furniture retailers have remained a
key indicator of the economic recovery,
but these supply chain issues threaten
to negatively impact that trend. HFA
appreciates the continued focus of the
Biden Administration, congressional
members and staff on policies and
initiatives to combat these problems.
We look forward to working with all
key stakeholders until the situation is
resolved.
HFA CEO Mark Schumacher recently drafted a letter to President Biden to
stress the urgent need for supply chain
relief and the need to help develop
solutions. To read the letter and keep up
with HFA’s legislative efforts, visit go.myhfa.org/advocacy.
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$3 Million Man

The impossible retail sales goal made possible!

T

here is at least
one retail
furniture store
salesperson
who wrote the
equivalent of
$10,000 every
day in 2020,
selling furniture
and mattresses.

82

by Gordon Hecht

People accomplish amazing things
when they take a professional approach
to opportunities and challenges.
It was just over 68 years ago that
athlete and future neurologist Roger
Bannister shocked the world by running
a 4-minute mile, formerly considered
an impossible achievement. His famous
run was precisely 3:59.4 and occurred
after he timed at 4:03, 4:10, and 4:13
runs in previous years.
Since that world record was set,
an amazing 584 people have run a
mile in under four minutes and that list
increased by 18 new members in the
last indoor season.
Records, especially from the disco
era, were made to be broken. It’s true
in our retail world too. There was a time
when $1million in annual retail sales
in furniture and bedding was deemed
impossible-and many people could sell
$300,000 to $500,000 and earn a
good living.
Check out business social media sites
like LinkedIn around early December
and you’ll start to see celebration, wellearned indeed, for RSAs crossing that
mark. You’ll even see a few $2 million
writers.
Just like Bannister’s record, the once
impossible has become routine. And
new records are being set. There is, at

least, one $3 million salesperson in our
nation, selling only furniture and mattresses. That’s no easy accomplishment:
it’s equal to writing $10,000 a day,
every working day of the year.
His name is Chris and he works in a
southern state not known as a retirement
mecca. I spoke with his manager and
the owner of the company Chris works
for. They told me how he reached this
lofty goal.

Product Knowledge Part 1
Chris is not a specification wonk, but

"There was a time when
$1 million in annual
retail sales in furniture
and bedding was deemed
impossible—and many
people could sell
$300,000 to $500,000
and earn a good living.”
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“With all these sales,

Chris will earn something north of $180,000 this year. He’ll earn more
than his store manager, general manager, or any of the VPs in his company.”

he has excellent knowledge of the product features that will benefit the specific
customer he is working with. The knowledge is internalized; he doesn’t have to
check a catalog or look online. And he
uses that knowledge like a chef uses salt:
just enough to give flavor, and not so
much as to overwhelm.

Product Knowledge Part 2
Today, the greatest competitive edge
is availability. Chris not only knows his
products, but also knows the stock status.
He knows what’s in the local distribution
center along with what’s on the road
heading to his company. He understands
how to utilize clearance merchandise,
and floor samples that may be ready

for retirement. Based on the shopper’s
requirements, he tailors his presentation
to their needs. He also checks with the
delivery team to know what slots are
open for the upcoming week.

Dance to the Music Played
His store manager told me that Chris
mirrors his speech pattern to match his
shoppers. He is soft-spoken with quieter shoppers and can joke, laugh, and
sing with the boisterous ones. He works
to make a friend first and a customer
second. Besides closing more sales, he
gets more referrals than anyone else on
the sales team. He has learned to sell
himself first.

No Prejudice

“Besides closing more
sales, he gets more
referrals than anyone else
on the sales team. He has
learned to sell himself first.”

84

It’s a fact, prejudice is still prevalent
on sales floors today. And it has nothing to do with your customer base.
Salespeople tend to sell the merchandise they like and stay away from items
and categories they don’t understand. In
typical retail furniture stores, many RSAs
stay away from the bedding department,
or don’t take time to enhance customer
selections with lamps, rugs, and artwork.
Chris sells a wide variety of products.
He’s not the store leader in any one of

them but sells a lot of all of them.

Put me in Coach
Athletes and musicians earning
multi-millions have coaches to help them
improve their performance. Even parttime duffers on the golf course or tennis
court spend hard-earned dough just to
take their game up a notch. But when it
comes to training, coaching, and using
new tools, our sales team scoffs and
belittles the value. Chris builds his business by graciously accepting coaching
and including it in his presentation in
the next opportunity. You’ll see him taking notes during training, and you may
even see him reading an article or blog
between ups.

Honesty
Salespeople, and even some retailers
and manufacturers, are infamous for
embellishing the value or performance
of their merchandise. Top performers
like Chris know that it’s hard enough to
sell someone the first time, it’s doubly
hard to try to re-sell on a reselect. In this
imperfect world we’ll never satisfy every
shopper, but Chris spends less valuable
selling time re-selling by finding the right
item for the shopper the first time. He
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also provides them with a reasonable
expectation on product performance
and delivery time.

The Loser’s Lounge
Retail sales floors are a source of
income and often become a social
setting. We spend more waking hours
at our store than our home. Some work
conversations are light-hearted, others
can turn dark. Chris is the guy who never
accepts the invitation to the Pity Party taking place in the breakroom. While everyone else is complaining about business,
he’s making a few hundred bucks.

It’s Where He Works
Don’t think that it’s an accident that
Chris works for a leading regional retailer. His company helps Chris by providing
opportunity. During the start of COVID in
April 2020, they had a state-mandated
shutdown for eight weeks. The owners knew business would return and
increased their stock orders by 150% for
the next three months. They’ve kept that
rate of ordering up and always have a
great supply of merchandise. They don’t
86

“Chris sells a wide variety of
products. He’s not the store
leader in any one of them
but sells a lot of all of them.”
have everything in stock every day, but
they keep the barn pretty darned full.
Their work week of four 10-hour days
helps Chris maintain a good work life
balance.

Drop the Ego
With all those sales, Chris will earn
something north of $180,000 this year.
He’ll earn more than his store manager,
general manager, or any of the VPs in his
company. They understand that they do
better when he does better. Egos about
earnings must be put aside when you
have a high performer.
They (didn’t) Break the Mold. There
are very few “born” salespeople. Chris
has natural talent and charisma, but he
needed training, coaching, encourage-

ment, and the environment to succeed
to sell $3 million. There may not be a
lot of retail salespeople like him, but
chances are good that there’s a potential multi-million-dollar performer on your
team. And if not, they’re on someone
else’s team, or may be playing at the
college level or on a completely different field.
Create the right conditions, policies,
expectations, and marketing, and you’ll
attract a Chris of your own.
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, DrexelHeritage, 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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Lancaster County Showcase
MAC Expos
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800-882-8588
336.889.6121
443-249-3105
954-547-1582
330-674-1390
828-632-9786
800-798-5753
877-844-1813
866-923-8500
619-869-7200
509-536-4739
901-355-1411
336-884-1884
866-441-9638
703-471-3964
877-288-8341
888-452-5336

EMAIL OR FAX
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bob@4aca.com
76
sales@aldermancompany.com
85
jarason@comcast.net
75
jcg@bestrestusa.com
37
rmiller@cvwltd.com
5
info@cmfurniture.com
17
hello@swanFRS.com
25
victoriah@unitersna.com
49
rockyy.ca@foagroup.com
123
evan@furniturewizard.com
88-89
info@genesisadvantage.com
83
hank@htddirect.com
8-9
imchighpointmarket.com
87
www.isuzucv.com
Cover 3
amitesh@iconnectgroup.com
65
finalmile@jbhunt.com
29
Brian.brigham@kaleen.com
19
https://go.katapult.com/reach_more_customers 47
lburke@klaussner.com
68
https://label180.com/pages/contact-us
69
lancastercountyshowcase.com
61
Kevin@mkmexpos.com
67

888-732-5948
888-388-5785
717-687-8150
732-449-4019
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Magnolia Upholstery Designs
Moe’s Home Collection
Muniz
Nationwide mktg group
Naturepedic
NIWA Furniture Expo
Norwalk
Nourison
Omnia Leather
OW Lee
Pelican Reef
PerformNow
PFP
Service Lamp
Skyline Design
SOUNDSTAGE
South Bay
Synchrony
TD Complete
TD Partnership Programs
Tools2win
Whittier Wood Furniture

|

845-826-0054
604-688-0633
800-525-1580
336-7224681
800-91PEDIC
419-744-3285
201-368-6900
909-393-4400
909-947-3771
888-820-4455
800-472-5242
800-222-5267
888-820-4455
888-578-8710
800-723-0316
844-228-1688
866-729-7072 ext 3603
214-882-0226
800-653-3336

EMAIL OR FAX

|

rcoop@gmail.com
info@moeshomecollection.com
munizplastics@yahoo.com
www.nationwidegroup.org
www.natrurepedic.com/certified
www.indianawoodcrafters.com
sbuckingham@norwalkfurniture.com
Giovanni.Marra@nourison.com
Katherine@omnialeather.com
leisa@owlee.com
allen@pelicanreef.com
david@performnow.net
tom@PFPnow.com
jeana@servicelamp.com
allen@pelicanreef.com
joes@SOUNDSTAGEUSA.com
tkonetzny@southbayinternational.com
synchronybusiness.com/furniture
TD Complete.com
TDPartnershipPrograms.com
bdodge@tools2winretail.com
barofskc@whittierwood.com
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Your New Hires Will Sell More
& Get Up To Speed Quicker!

SAVE
50%
Get started with our proven furniture online sales training/sales
management program and receive 50% off. Use promo code SPRING21.

www.furnituretrainingcompany.com • 866-755-5996
90
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