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2020 is a year that we would
all like to forget. However, our
belief is that there are incredible
opportunities for growth off of the
circumstances that 2020 handed to
us that can prime furniture retailers
of all types to flourish in 2021.

We are giving you 8 items to review within
your retail store and how those review items
can help set the stage to achieve success as we
move into 2021. Evaluating the right areas right
now and putting the proper vehicles in place will
set your store up to have sustainable success when
consumer spending gets more competitive.
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DON’T TAKE CREDIT
FOR WHAT HAPPENED

When the shelter in place orders came down, a lot of us felt that it
would be a slow road to recovery…especially for the furniture retail
segment. What we found out fairly quickly was that the item that
everyone sheltered in place on was going to be the first items they
wanted to replace.
For a long, long time we have been trying to create home furnishings
emergencies and it hit us like a ton of bricks. It was nice to be the IT
category. However, it was nothing we did as retailers and marketers
that helped propel that expansion. Consumers couldn’t spend their
disposable income on all of the avenues they could before (leisure,
dining, window shopping) and as a result saw a surplus in cash. They
went to the places that were open and invested in the items that they
would be spending a lot of time on.
We ended up getting our share of the spending pie earlier than some.
We can’t expect the pie will continue down that path.
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PLAN FOR 2021
LIKE THE ORDER COULD COME AGAIN

We have found that
working with larger media
companies with multiple
distribution platforms allow
a more flexible program
than working with specific
niche companies (especially
when it comes to digital).

When the early responses to COVID19 came in mid-March retailers
(ours included) lost thousands of dollars in long lead time commitments
and items due to the stop in advertising. Coming out of the shelter in
place orders, out of fear and caution, we have been diligent in creating
advertising campaigns that can be flexible in the media selection but can
be easily added to.
All vehicles we are have been running are short cycle tools that can be
canceled or can be easily added to (dollar investment). This sort of strategy
can set up our advertising strategy in 2021 to be more fluid and allow
opportunities (or disasters) to be course corrected quickly.
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An interesting observation has occurred for all of our
clients since the economy within our industry has opened
back up. Those two observations are:

1

WE ARE SEEING

A LOT OF NEW FACES
COMING THROUGH THE DOOR AND...

2

IT SEEMS OUR

OVERALL AGE OF CUSTOMER

FEELS YOUNGER

We believe this shift downward has to do with leisure
spending being halted and the younger demographic is
now spending more time at home which causes those
suspect furniture purchases to start to show their lack of
quality. With this observation use it to your advantage.
Evaluate your customer list before March of 2020 and
look at your customer purchases since then. Remove
all of the duplicates and evaluate the new names and
addresses that have purchased. With this data you can
begin to create lookalike lists in your digital advertising as
well as evaluating their demographic composition to make
informed decisions on direct marketing efforts to begin to
make your dollars go further.
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WHAT MEDIA
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Prior to the COVID19 pandemic, we as an agency were beginning
to really try to be a little bit of something to every media vehicle
out there. Although our clients were having success, it was a lot
harder to identify and find out what was being successful as our
dollars were so spread out.
When the decision was to get back to spending some advertising
dollars, we were able to begin to condense down our advertising
vehicles and begin to try to be the most efficient on a few media’s
verses being on a lot of different ones. This downsizing in
media platforms has allowed us to be more engaged in
evaluating results with media providers. This has also has
set us up, when leisure spending rebounds, to begin investing
more in the vehicles we are succeeding in verses benefiting from
lack of advertising on all vehicles.
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Now more than ever, not having
an objective as we begin to gear
up for a new economy is a recipe
of disaster. The 5 year plan that
was in place before COVID19
invariably is no longer actionable.
Although the sales performance
may line up, the manner in which
consumers and businesses have
to structure their lives has forever
been altered. Also, those 5 year
plans were developed without
the possible threat of something
like this ever happening which
would make it null and void.
WHEN WE LOOK AT A POTENTIAL 5 YEAR PLAN,

IT’S IMPORTANT TO IDENTIFY THE FOLLOWING:
1

 re you looking to have personal freedom OR are you looking to expand?
A
Freedom and expansion are like oil and water. They do not jive together.

2

 re your current suppliers going to help you reach that plan OR do you
A
need to start finding suppliers who can? Other suppliers 5 year plans can
affect your own plans. I believe we are beginning to find that out right
now with our product shortages across the industry.

3

 re you surrounded by average people who love their workplace OR are
A
you surrounded by incredible people who have their own 5 year plan?
Just because everyone loves working for you doesn’t mean they are
the right people to help you accomplish your goals. As employers we all
should want people who want to achieve greatness on their OWN not
with our backing to do it.
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WHO HAS EXCELLED (OR FAILED)

IN CUSTOMER
FOLLOW UPS

The product shortages frp, our explosion of written sales has put
even more pressure on communication and follow through with Ms.
Jones. During this time period, which of your people have thrived
in this environment without you having to give explicit direction
to? Within those people, invest in them and give them platforms to
communicate beyond what their job description says. Let them handle
your Facebook messenger requests, click to text conversations and
responding to reviews. How we interact and handle those situations in
the future are going to dictate our future successes.
Those that have failed make them your corporate worker bees. Have
them handle the minutia of the everyday within the walls of your
organization. Their failure doesn’t mean they aren’t a culture fit. It
just means that they aren’t wired to give that communication that is
necessary to succeed in today’s world with a consumer. What they
do offer is knowledge of your operation and can help enhance other
elements within your organization that customer-centric people really
struggle with.
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As we move into being both a physical and digital storefront it is
important to evaluate all of the tools at your disposal. That first tool
that needs to be able to operate equally in both areas (physical and
digital) really well is your operating software. To make it a great
process for Ms. Jones, no matter how she chooses to interact with
you, she doesn’t need to feel like one area is less than the other.

As You Evaluate Your Operating
Software Ask These Key Questions:

1

2

Can you connect
to any platform
that I choose to
have my digital
store located in?

How easily can
I work remotely
in the event
my people
cannot report
to my physical
location?

3
How can I get
towards the
path where my
consumer can
easily access
information
important to her
without me having
to provide it in a
custom way?
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WHAT GAVE YOU THE BEST FEELING
AS A

BUSINESS IN 2020

As business owners and leaders, it is very easy to allow all facets
of the business we occupy consume us. However, as humans we
seek and crave activities and events that give us positive feelings.
We feel that as we look back at 2020, even though there were
extreme moments of stress, fear and uncertainty, there were also
moments of joy, success and happiness. We think it is important
to identify when those moments of joy, success and happiness
occurred and what things you can do to replicate it.
Although, there are the baseline elements of business metrics
that are important to accomplish (profitability, retention, growth)
it is a lot more fun and rewarding to accomplish those elements
by beginning to build your business around the moments when it
brought joy, success and happiness. Setting out with that objective in 2021 can only make the down moments not seem so down
and the happy moments seem like reachable mountain tops.

DON’T
FORGET TO
PRINT YOUR
2021
CHECKLIST

2020
YEAR END
conclusiont

We know we are all eager to
have our calendars show a
different year for a multitude of
reasons. However, the learnings
that can be gained from a year
in which we wish to forget can set up
future years (including next year 2021) to
be some of the best we could ever imagine.

Feel free to print out this check list on the last page and
evaluate your success at critical points as
you move through 2021 to see if you are
achieving results or need to rework some items.

2021 checklist

checklist table
1

DON’T TAKE
CREDIT FOR WHAT
HAPPENED

2

PLAN FOR 2021 LIKE
THE ORDER COULD
COME AGAIN

3

EVALUATE YOUR
NEW CUSTOMER
ACQUISITION RATE

4

WHAT MEDIA
CAN YOU CUT

5

WHAT IS THE
5 YEAR PLAN

6

WHO HAS EXCELLED
(OR FAILED) IN CUSTOMER
FOLLOW UPS

7

IS YOUR OPERATING
SOFTWARE THE LONG
TERM SOLUTION
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WHAT GAVE YOU THE
BEST FEELING AS A
BUSINESS IN 2020

DISCUSSED

PLANNED

IMPLEMENTED
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CYou completed your 2021 checklist!

