Case goods companies are ‘adding value,” but what exactly does that mean?

For several market cycles now at USA's High Point, but perhaps
even more now, case goods companies, particularly those in the
lower-to-mid end, say they're focused on“adding value”to their
furniture and operations. But what exactly does that mean? Does
it mean features and construction quality? Does it just mean low
prices? Does it also apply to operations, such as shipping programs
and freight? Or can it also mean more general expertise? Furniture
Today asked several companies what exactly“adding value”means
for them. As expected, their answers covered a spectrum. But
one thing seems to be more-or-less universal: It has a lot to
do with price.

“The definition of value is something that looks like it should
costmore thanitdoes,” said Pat Watson, vice president of product
development for the low-to-mid-end Martin Svensson.”It’s good-
looking product for low prices.The other thing,to me, would be
unique product that isn't available anywhere else, or
at least not at this price.” Paul Comrie, CEO of the promotional
Elements International, agreed.”What is important is what you
get for the price tag,” he said.”The sale becomes easy after your
features and benefits surpass the price on the tag.There are certain
price points in retail that consumers gravitate to in each category.
Elements is focused on targeting these price points and then
focusing on loading up as many features as we can to create as

much value as we can.

Specific focuses are on function and technology,
Comrie said, with the goal being to have exclusivity.”The more
exclusivity we create the more freedom it gives our dealers to

use our product to generate margin or to drive door swings.”

Value also means quality standards, he said.“We use
200-pound cardboard for our packaging on even our opening
price point product, so even our $299 bedrooms don’t come
back. That's part of the value story at Elements.”At fellow
promotional supplier Lifestyle Enterprises, it’s about creating the

“details of expensive furniture at the fraction of the cost.”

“Having storage, special features, and technology
in both case goods and upholstery creates value when the
upcharge is controlled and held to a minimum,” said Michael

Hsieh, CEO."Adding features gives consumers a sense of value

when the price points don't move higher than the average price.”
It also means expertise. The company’s sourcing and
merchandising team in Asia works with and stays up-to-date on

which factories can produce the best items.

“Sometimes when necessary we move factories as we
continue to shop in Asia.”Hsieh continued.”Some factories are
just better equipped to produce certain products, so having
people on the ground full time enables us to search for what we
need and not settle. Finding the best resources enables us to
produce the best products with the greatest value.”So, bringing
value to products means having products that have a feel, look
and behave like expensive furniture. But offered at a price without

the sacrifice of quality.”

Both Elements and Lifestyle had a similar answer: Lots of
features and benefits without driving prices too high.lan Geltner,

vice president of sales for Steve Silver,gave a different take.

“Adding value is focusing on the benefits your organization
can add vs. just promoting merchandise,” he said.” Any semi-
successful manufacturer and distributor can source furniture to
hit a price point. Creating value means your company focus is
beyond the obvious. Our value is to be experts in our field. Do
the homework and share the knowledge. Study the market, walk
retail floors, stay on top of trends, then analyze why some

things work and others fail.

Geltner continued.”Passion is a value.Obviously,you need
great finishes, better construction, more bells and
whistles,and quicker deliveries.The bottom line is working with
your partners to make the most informed decision, then
supporting them with best-in-class customer service is the
greatest value any company can offer.” Christian Rohrbach,
president of solid wood importer A-America, had an even more
specific answer."Value is the absolute king right now,” he said.”If
customers ares feeling like their spending is worth it, they'll
spend.For us, that means the solid wood story,and items laden
with features and benefits. “It needs something that sets it apart
on theretail floor.For our dining, that’s expandability.For bedroom,
it's storage and lighting.Unique storage features go a long way,

too.” B Source:furnituretoday

e-CRAFTCIL ¢ Issue 108



Omnichannel 2.0: Shopping journey keeps adding touchpoints

The path from research to purchase to delivery is becoming
more complex,according to a new ShipStation, study,which finds
shoppers continue to blend their digital and physical worlds every

step along the way.

“For retailers, the pressure to be everywhere their customers
are has never been greater,” said Al Ko, CEO of Auctane, the
parent company of ShipStation, which conducted its survey in
conjunction with Retail Economics. “Consumers are more
selective about the brands they shop with and will settle for
nothing less than a unified experience across websites, physical

storefronts, marketplace channels and social media.”

The research found that how consumers discover products
and how they ultimately purchase them may differ, especially
depending upon the category. Electronics shoppers are most
likely to browse online and also purchase through that channel,

but that's not the case for furniture and home goods buyers.

While 61% of consumers looking to buy furniture and home-
related products began with online research, ultimately just 44%

purchased online.The predominant channel for the purchase

(56%) was in person.

The preferred channel for doing research was search engines,
such as Google, across both digital adopters (those 45 and older)
and digital natives (those younger than 45), although both groups
were also nearly equal users of online marketplaces such as
Amazon (45% and 41%, respectively) and brand websites (37%
and 35%).

Where their paths split, however, was on the use of social
media. Just 10% of older consumers said they used social media
for product discovery, while 37% of digital natives did so.The
younger-than-45 crowd also used chatbots or Almore often (7%
vs. 1%), indicating a need for retailers to explore social mediaand

Al as a means to get consumers’ attention going forward.

The study also examined consumer behaviours around
delivery and returns.The research was based on surveys of more
than 8,000 nationally representative consumers taken in
November 2023 as well as a survey of 800 Auctane customers
from the United States, United Kingdom, Germany, France, Spain,

Italy,Canada and Australia. B Source:www.hfndigital.com

New safety laws for furniture suppliers

Following a recommendation by the ACCC - Australian
Competition and Consumer Commission, furniture suppliers now
have to provide safety warnings to consumers about the dangers

of toppling furniture hazards.

The new law was introduced earlier this month and requires
suppliers to provide safety warnings and advice about how to
reduce toppling furniture incidents to consumers before, during
and after purchasing furniture.”A mandatory information standard
is a critical step
towards reducing
the injuries and
deaths involving
toppling furniture,”
says ACCCdeputy
chair Mick Keogh.
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“We know that young children and the elderly are most at
risk of toppling furniture injuries and the most common cause of

deathis head and crush injuries and asphyxiation.”

Indeed, since 2000, 28 people including 17 children under
five have died in Australia from toppling furniture and each year
more than 900 Australians suffer injuries requiring medical
assistance from toppling furniture. The standard will apply to
chests of drawers, wardrobes, bookcases, hall tables, display
cabinets, buffets and sideboards with a height of 686mm or more
and entertainment units of any height. Suppliers will have a 12-
month transition period to implement the new information and
labelling requirements. “The new information standard will help
increase awareness about toppling furniture risks including by
warning consumers to securely anchor furniture to prevent

furniture tip overs.” B Source:Australian GiftGuide



Changes are coming to Consumer Spending, April retail sales prove that

As per Circana, despite slowdowns, windows of opportunity
are opening as consumers reprioritize the focus of retail spending
inthe moment. In April 2024, U.S. retail sales revenue - including
both discretionary general merchandise and consumer packaged
goods (CPG) - declined 1 percent compared to the same month

last year.

During this period, spanning the four weeks ending April 27,
year-over-year unit demand declined 2 percent across retail
segments. While overall consumer spending levels at retail are
holding relatively steady to recent trends, what consumers are
spending onis changing, according to consumer behavior and

trend tracker Circana.

“Retail sales have settled into a pattern of consistency in
overall consumer spending where year-over-year comparisons
are challenged to realize growth, or parity,in some cases,even at
the traditional retail selling peaks,” said Marshal Cohen, chief retail
industry advisor for Circana.“As consumers stabilize their
spending, the competition for their dollars heats up. Marketers
need to leap at the brief windows of opportunity created by
seasonal and socially inspired consumer reprioritization that lie

below the surface.”

Inthe week ending May 4, discretionary general merchandise
retail sales revenue fell 4 percent from the same week last year,
and unit sales declined 1 percent. Price elevation has created
growing competition between discretionary and non-

discretionary categories as consumers have needed to make

financial trade-offs. Signs of spring are budding, with leisure and
performance footwear and small home comfort appliances driving
5 perent sales revenue growth in both footwear and small
appliances during the first week of May. With this renewed
consumer focus toward wardrobe and lifestyle comes new
opportunity, but also increased competition for discretionary
categories that have enjoyed enduring growth. As aresult, prestige
beauty is navigating recent sales declines that have occurred

rarely over the past few years.

“The current trend of consumer malaise related to purchases
is one that manufacturers and retailers need to set their sights on
resetting in order to return to growth,” added Cohen.”In the
meantime, new opportunities to engage the consumer are making
appearances, but retail must venture beyond traditional thinking
to meet the consumer where they are in those moments,
reengaging them before the growing field of competition

does.”"B  Source: www.giftsanddec.com

e-CRAFTCIL ¢ Issue 108




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


