IT’S DÉJÀ VU ALL OVER AGAIN . . .
Globalization has given the upper hand to furniture retailers savvy enough to reinvent their marketing strategy.
By Leo Levinson

Furniture retailers.  The world is your oyster, as they say.  After decades of status quo, globalization has dramatically altered the dynamics of our industry.  With turmoil come opportunities . . . and one doesn’t have to be a giant furniture retailer to take advantage of this new paradigm.  Did we say “new?” 
Once upon a time (say around 30 years ago or more), there were countless no-name manufacturers.  Retailers really worked the furniture markets and cherry-picked the best bargains, best values, or most interesting new products.  They proudly featured their finds in their advertising to create attention, urgency, and traffic.  Consumers gravitated toward one retailer over another because they believed it was especially good at buying, merchandising, value-pricing, decorating, and/or showcasing the latest trends.  These advantages became the essence of the retailer’s brand.  The multitude of manufacturers’ names were meaningless at retail because they did little to distinguish themselves.  The retailer was king (or queen)!  The store name was the brand name and their merchandising drove customers to the cash register.
Then the manufacturers got smarter, they developed the gallery game where they convinced the retailer to tie up large amounts of real estate inside the store for a so-called “exclusive.”  The manufacturers promised they would build their brands nationally and make life much easier for retailers: less shopping at Market, less cherry-picking (“Everything we introduce is a winner!”), less merchandising, many even provided store layout, advertising materials, and more.  Could it be that the manufacturers could do retailing better than the retailer?  It sure was tempting - just sit back and count the profits.
At about the same time, our industry was in the middle of a consolidation trend.  Having fewer manufacturers around pushed retailers to choose sides.  This heightened demand put the decreasing number of manufacturers in the driver’s seat.  We retailers even started believing that manufacturers’ brands meant something more than our store names.  But the manufacturers forgot to let the consumers in on any of this, in any meaningful way.

About that time, we retailers started to notice that those nasty no-name knock-offs from a world away were actually selling quite well, thank you very much, sitting right next to the branded merchandise, and even gave us better margins. 
Which brings us full circle . . . thanks to the globalization of our industry today, there are more manufacturers with more good product than ever before.  And guess what, they are all competing like mad to be on our retail floors!
Today’s successful retailers are merchants in the truest sense of the word.  They understand that they ultimately represent consumers when they shop Markets for the best values and most interesting product.  Consumers choose their store, because they believe that it does what it does better than anyone else.  

Today’s successful retail advertising should communicate the fruits of your efforts as a superior merchant.  Advertising should promote your distinctive message featuring an exciting combination of great buys, fashion-forward finds, and unique services that are of great interest to your customer.  Today’s progressive retailer has embraced the powerful shift in focus away from promoting meaningless brands and the commodity-like “no-no-no” of financing, financing, and more financing, (which, by the way is now utilized by only a small percentage of shoppers); and back to the “yes-yes-yes” of building their own retail brand through the promotion of extraordinary product, value, and service, delivered with a message of urgency.  
Are you ready to go back to the future?
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