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TECE

HNOLOGIE

. to Break Out Your Business

hy is it thac technology runs virtually everything

in our daily lives, bur so many companies ignore

its impact when it comes to sclling furniture?

Think about that sentence. We get up, read the
news online, check our email, use GPS when we drive, read
reviews and buy stuff onling, spy on our kids witch social media,
post most of our daily life on Facebook, Tweet or Pin the rest,
but when it comes to our business of running a home furnish-
ings store, we don't use new technology to arcract, engage,
inspire and sell our products to the 210 million consumers who
usc technology the way they do to “buy stuff.”

I know many in our industry are scared to death of technol-
ogy. simply because they either don't understand it or chey refuse
to learn about it. That needs to change. There are many tech
companies (not as many as I'd like) chat actually innovate for our
industry, helping recailers show, tell, and sell more product.

Here are chree readily available technologies thar have proven
successful in increasing engagement and growing sales.

CIMAGINE

This technology is all about augmented reality that lets shoppers
place furniture/product anywhere in their homes so they can see
how it looks before they buy. Consumers can rotate it, see the
sides, back, fron, top, underside—every angle. Cimagine lets
shoppers look at fabrics up close and shows dimensions so they
know exactly how the sofa or table will look in the space where
they want to place it. Wich this technology, the consumer’s
home is now your showroom.

And it’s a free app. (It should be noted that it works on the
newer Android platforms; T tried it on my Samsung Galaxy
5 Android phone and it works amazinglv.) Imagine if your
salespeople were equipped with this tool. Shoppers come in with
pictures of cheir rooms saved on the app. They scan the label or
QR code of the furniture they're interested in and the app super-
imposes a 31D image of the item onto the photo of their room.
They can then move the piece of turniture around in the room,
anywhere they want. They can also switch between available
fabrics or finishes to get just the look they want. Once the shop-
per is happy with the placement of the furniture, a still photo—
Cimagine calls them “scenes”—can be taken and quickly shared
with friends via email or social media.
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Cimagine has clients like Coca Cola using this rechnology
show retailers how their vending machines would look if placed
in their stores. Coke officials say they are gerting a 20-percent
boost in sales of coolers and equipment, wich a 92-percent
success rate when using the technology to engage a customer.
Vending machines are no different than furniture, if you think
about it.

VIDEOENGAGER

)

MAKING CONNECTIONS
VideoEngager is an easy
software to add to your
website that allows you to
chat with consumers and
show them products from
your store,
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Change how you interace with your customers with video
chat. Wich VideoEngager, consumers can click a button on your
website, connect with a salesperson in your store {not India),
and ask questions abour specific products and more.

We are all familiar with video calls using tools like Skype,
FaceTime, or Hangouts. Those wols are great for video calls witch
vour friends and associates, but they make it very dithculr to walk
live to potential customers who are looking at merchandise on
our website right now.

Thar's where VideoEngager comes in.

With VideoEngager, a customer who is browsing merchandise
on vour site can instantly launch a live video call with your in-
store sales staff, The salesperson receives the video call on their
Smartphone or tablet. They can then answer all of the customer’s
guestions, build a face-to-face relationship, use their Smartphone
camera o show the customer actual merchandise in the store,
and ﬂlm sCroen .'i]'lar: WIth t]'l.: Customer o s.l'lm'ur tl'l:m utl‘u:r IJP-
tions and even a store/showroom tour, The consumer can do all
this right from their browser session without having o register,
log-in, or install an app.

What T really like about VideoEngager's video chat is that
it helps vou monopolize the consumer’s time and attention. A
consumer browsing your site is usually planning o visit your site
a_[ui three comnetitaors. When voi eoeaes thar congirmer in an

imimediate video visit, they end up spending more time talking
to your staff and looking at your furniture, That's less time for
browsing clsewhere. Your competitors staft is still waiting for that
customer to come into their store, but you've already sold them.

Imagine a consumer sitting at home getting a complete tour of
your showroom and the products in it, a virwal, customized tour.
It’s also another great way to up sell those tables, lamps and more
to increase yvour sales dicker. And for manufacturers, think how
your sales reps can do a showroom walk through with customers
who couldn’t make it to market.

Best of all, it’s simple. No technology upgrades, just a simple
line of code placed on your website that shows a floating icon
on cvery page of your website: “Live Video Chat Now With A
Salesperson.”

A recent study conducted by Forrester Research staced thar 44
percent of online consumers say having questions answered by a
live person while in the middle of an online search or purchase
is one of the most important features a websice can offer. You're
there for the customer in the store—why wouldnt you be there
for them on your website?

Forrester Research goes on to state 62 percent reported being
maore likely to purchase from the site again. Another 38 percent

of respondents said they had made their purchase due to the chat
spssinn irsell
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* Large product selection

* Next-day delivery, seven days a weck

* Incentive program for employees receiving supetior cuscomer service

reviews. This is a motivator, people!

These are stores that are doing it right, They're eliminating the consum-
ers’ needs or wants for taking their business online rather than shopping
locally.

Also, don't forgee your website needs a live chac, Make sure you pro-
mote your technology to you customers and that you want chem to use ic
because you have nothing o hide.

Don't forget Everlane, which bends over backwards co give its custom-
ers all the information they need o purchase from them. If you don’t
think this will happen to furnicure, you're wrong—ic will. It's nota
question of if, | believe ic's a question of when. There are a fot of furniwre
factories around the world that won't go down withouc a fight, Y&
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was inspired (o write this article after reading a column

recently on Business Insider by Mallory Schlossberg, In her

column she wrote about the transformation happening w

retailers everywhere, but one reference caused me to seep
back and chink, “WOW!"

It was about a company called Everlane, a new ecommerce
recailer that boasts: "Know your factories. Know your costs.
Always ask, "Why?™ This ccommerce start-up promotes total
transparency and here’s how.

It breaks down production costs, including labor, maceri-
als, transportadon, taxes—ijuse about everyching a consumer
needs 1o know o make an informed purchase, An example the
company uses is a dress that would typically cost $190 on mosc
reail websites can be bought chrough Everlane for $90. Same
material, same production processes, same factories as name
brand items chat are made in Asia and other countries around
the world. In ocher words, Everlane gives che consumer all the
information needed to make an educated decision.

OK, you're saying it's not furniture so why should 1 care? I'll
tell you a quick story. Back in che 90s | had a fairly successful
marketing company with offices in Minneapolis and Chicago.
My partner stared buying all her clothes and shoes online,
which T thought was nucs. I would always challenge her: "Don't
you have 1o ouch the fabrics, wry it on, and see if che product
is the same as che picture?” Does this sound familiar, furnicure
retailers?

Yep, no one will buy furniture online, that’s why Amazon
has more than five million indexed pages of furniture, Wayfair
more than seven million indexed pages and Houzz more 11.5
million. Are you starting to get my drifi? If nog, consider these

numbers from the 2015 holiday season,

According (o MascerCard SpendingPulse, ecommerce sales
between Black Friday and Christmas Eve rose roughly 20 perc
this year compared 10 2014, with furniture experiencing one of
the biggese jumps in growch. I'll bee more chan 85 percenc of
these orders consisted of “special orders” as we call them. Most
likely they were never uched, sacin, or shopped locally,

Thad’s righ, special orders, Acleast chad’s what we call it when
we only show on our websites whac we have on the floor or in-
stock—INSTEAD of showing everything we have open to buy—
like Wayfair, Houzz, Amazon, and the ocher online furniture
retailers do. [f you have it available or can order it and you're not
showing it, why would you let those guys steal your business?

If consumers search for a product and you don't have it on your
website, they assume it's not available locally—where studies have
shown they want to shop—so they go where they can find it
With this said, here are a few takeaways from the above:

You nced a website chat is eccommerce ready—that includes
pricing, o, More about the fear of showing prices online in a
minute. Show every product of every brand you have open to buy.
With a good website, you should be able to tag on che website
every item that’s in your store, available or can be special ordered.
Remember the special order analogy above, don't be afraid wo
promote special orders. This addresses che huge variery of siyles
today’s consumets are looking for.

But a website isn’t enough. Tt has to be mobile responsive be-
cause consumers have I-want moments. 1 want to: know, go, do,
and buy moments.
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I-want-to-know I-want-to-go
moments moments
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Remember a fow laces: Eighty-two percent of shoppers will
never know you exist without a rebust website, and 71 percent
ol all shoppers copect o view your in-store available products
;|_ru,1 w]1.;|: :H_I[.l ]1.;|w; 4_|1|]1'1|.|_-1 whi||; 1_E||,"l,r :.]u_lp in }-uur RLOFE,

The facts don't lie, On Fnla,rlic:.givihg.. 40 [HETCENL of all sales
were completed on maobile devices, another rise compared w
last year, when vne-third of sales were made on smariphones
and tablews, Black Friday saw 35.3 percent of sales on mobile,
according e TBM,

Dion'’t forget to post your produces, prices, promotions, and
more everywhere, especially o local search sites like Google
Business, ¥ Poom, "I:'L']p, and more, Consider a gl:u—markﬂing
aLI]_la.:.ripl.i:Jn thar will [HISE WOt information o moere than 50
||_r|;.u,| ,-,r;u,h;_h crlgill;‘s, I._".'{'i‘}' tirrl.l; _l,ruu hl.a_lu: a I._:I‘IH,IIEI._'.

I mot just about geadng your product eut in front of con-
surners. You need o ger your message fronc and center, oo,
Do you remember a few vears ago everyone was talking how
Best Buy was woast, irrelevane, and failing? How showroom-
ing was driving people 1o Amazon and other online recailers? 1
even wsed showrooming to negotiate the cost of my plasma TV
diwen 2300,

That’s not the case anymore. Wh}r.’ Ei-imph.'1 1|1L'}r hmughl in
a new CEO and be instantly focused on wining et indiffer-
enil consumers by oudng the chain’s expert service, price-
match guaraniee, and Tree shipping on orders over 35

The resulis: Best Buy has been able wo improve che revenue
generated per square foor of s reail space from 5780 in 2012
o $870 in 2014, So, what about the new stracegics employed
by Bese Buy would make you not want w visic cheir recail
store—cven after you've shopped everywhere online for stuff

[]‘IL‘}' sell?

I-want-to-do I-want-to-buy
moments moments

91%
af smartphane users turn

Lo Lheir phanes far ideas
while daifg a tagh®

100M+

hours of “hiow-to” content
have been watched on
YouTube so far this year.”

HFA member Ehurr}r SEm.']}r ufShl:c]}"s Furnipure & ."'.pp[lanr_'c
in Ohic fets where Best Buy is coming from.

Take alook at Sheely's Furninre and how it promodes is recail
brand online, Sherey has three videos you need to warch. The
“Abour Us”™ video and, more imporiantdy, the *We Service What
We Sell” and the “Quality Service” videos, People don’t read as
much anymaore. They do warch videos, and a lor of them,

Here's what vou learn about Sheely's

* Owner's promise speaking dircoily to prospeciive consumers

* Large product selection—los of in-swock items o shop and

spe:-;.'ial order iF}'uu don't fimd what youTe |uu|iing fiar

* F.\r-::r}'da}' low pricing

* Free local delivery

* Pre-inspects l.'w;t}'lhihg (You think Wayfair, Hourz, and Ama-

ron do thac? Thar's a big reason w buy logally.)

* Agsernbles product as needed

* Services what they sell

¢ Gl years ol service experience

Ment is Sherman’s Furniture & Appliance, with three swores in
linois. There's a video on its website thar no unl}' i‘p&!a.kj e the
rerailer’s business values, buc o the values consumers look for
everyday when they're looking wo buy from a recailer.

Here's whar you learn about Sherman's:

* Dwner’s message o consumers

* PYersonal service

* 3l-day puaraniee, That’s right—send i back, no questions

askeed,

* TPrice guarancee—against local and online ccommerce.
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THREETREE COMMERCE

CGI INTERIORS Three Tree Commerce takes home furnishings
products and creates inexpensive computer-generated interiors
for retailers doing ecommerce business

Now let’s rake your product photography to a new level. No
more expensive room shots or scenes that don't look real or,
worse, look unprofessional. Three Tree Commerce has more
than 5,000 designers and architects “in the cloud” who rake
vour single product and place it in room scenes that are on
file. The cost is $250 per room scene. That means for your
typical $1,200 room shor, you can now have five versions of
that producr, stylized in traditional, modern, contemporary,
apartment living, or other designs you desire. Now consumers
can see it their way. All you need is a producrt shor, with the
background knocked our (or shor against a white background)
plus some discussions on the type of audience you want o
engage and how your designer wants it to look. In a couple of
weeks, you'll have a beauriful high-res room scene.

Think of the cost savings, the shortened time from market
introductions to the field, the versarility, and more. Why do it
as it's always been done, when this type of technology is proven
to work in other aspects of today’s retail industry?

Technology doesn't have to be intimidating—just the op-
posite: It can make your life (and business) easier. I hope one
or more of these examples does just that for you. e

Bill Napier is managing partner of Napier
Marketing Group. He has been the CMO of Ashley
Furniture Industries and other companies. He can
§ bereached at billnapier@napiermkt.com.
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