60

NHFA'S HOME FURNISHINGS RETAILER

Putting

ITscHNOLOGY

to work to
Improve your close ratio

by David Weyher

Research validates what home fur-
nishings retailers know instinctive-
ly. For the majority of consumers,
purchasing something for their
homes is a very personal and
important step. Another proven
fact is that it is a woman who most
often makes the decision to buy
something new for the home. She
views this type of purchase as a
fashion statement of her own good
taste. Therefore, she carefully eval-
uates how it looks, feels, and what
it says about her personally.

Although e-commerce has
made its way into home furnish-
ings retailing, it is still a very small
percentage of sales (less than 3 per-
cent). And, because buying home
furnishings is all about image and
emotion for women, physical
showrooms that display products
and allow the consumer to touch,
feel and become attached to the
purchase remain a must for home
furnishings retailers. But before a
prospect can be sold, she must be
convinced to come into the store.

This requires retailers to drive foot
traffic into the showroom with
large advertising expenditures.
What happens next is a retailer’s
greatest challenge.

THE MAJOR

RETRHIL CHALLENGE
Home furnishings retailers typical-
ly spend between 6 percent and 8
percent of their sales on advertising
and promotions with the goal of
driving consumer traffic into their
showrooms. It is here that the bat-
tle for customers’ hearts and wal-
lets is fought. Today, to win the
battle, many retailers deploy two
primary means for converting foot
traffic into sales:

1. Promotions, including those
that offer private label credit
(PLC) with terms and condi-
tions that both enable and
entice the customer to buy, and

2. Salespeople who are adept at
skillfully working with the cus-
tomer and convincing her to

buy.

Interestingly, with consumers
increasingly using the Internet to
check out pricing, credit and prod-
uct information, they are often
more informed about the retailer
than the retailer is about the con-
sumer. Obviously, this puts the
retailer at a disadvantage in the
sales process. In addition, profit
margins are continually under
pressure from competition.

Retailers must find ways to
improve sales performance at the
showroom level. Research on traf-

OPPQOSITE PAGE:

An interactive kiosk on the show-

room floor can be a technological
ally in closing more sales, upping

the total ticket and adding to cus-
tomer satisfaction.

fic-to-sales close ratios in retail
showrooms suggests that less than
20 percent of shoppers will buy
during their initial visit.

Additionally, some 40 percent
of people visiting a retail show-
room will leave to buy from a
competitor. More than likely, if a
consumer walks out the door with-
out buying, she will not be back.

Typically only 15 percent of
those entering the showroom are
converted into buyers. With this
dynamic in play, the desirability of
converting more foot traffic to
sales, increasing average ticket size,
and improving the buying experi-
ence for the consumer is clear.
Generally speaking, it is more cost
effective for a retailer to focus on
converting more shoppers into
buyers than to simply spend more
on mass media advertising to drive
even more traffic into the show-
room.

continued on page 62

CONSUMERS
TRAVELING TO A
RETAILER’S
SHOWROOM
USUALLY DO SO
WITH
SERIOUS INTENT
TO PURCHASE.
TAKING ADVANTAGE
OF THIS OPPORTUNITY

SHOULD
BE THE
PRIMARY
FOoCcus
aF
HOME
FURNISHINGS
RETHILERS.

THREE DAY ORDER WRITING SHOWS . . .

WITHOUT A
COSTLY
PERMANENT
SHOWROOM!!!

2003 N RRRET S nuLE

L]
GIFTS

L0S AMGELES, CA * SEPTEMBER 17-18-1%

i LN o' S et “Pracchei. o “Tagromol Dt s 5 LA vsisonivn 0 ool
Pz 305-Te2-0080 » FAK: 305-12-5803 53
; - v bradmel e oo~ [E-ma il findo Gleaneogn ¢ omt

Miapketis Bk Cpens B The P Bl » b Parsom Bcfer The dgee (5 13 Admited 2 Forors od Bussiness L0 Revpired

JULY2005| 61



Processing your application, please wait.

= <4

EFURNITURE
JUTLET
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O INTEREST C
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a purchase right away.
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Making a credit application via kiosk
is quick and totally private, both
great benefits in using technology
to convert traffic into sales.
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An interactive kiosk offers the added benefit of
exposing shoppers to promations while they are in
the showroom, a factor in convincing them to make
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OPPORTUNITIES TO
IMPROVE SALES
PERFORMANCE

The showroom challenge for home
furnishings retailers can be met
with a concerted focus on improv-
ing the sales process. Retailers can
improve sales performance and
drive higher profit margins by
leveraging promotional credit,
their online presence, and their
expensive brick and mortar show-
rooms.

IMPROVE SALES
CONVERSION RATIO
It is essential for retailers to
improve the conversion of the
showroom traffic to sales while the
customer is in the showroom. This
can be accomplished by making it
easier for the consumer to receive
and act on promotions while in
the showroom, including an incen-
tive to purchase then and there.

INCRERSE
AVERALGE TICKRET
QSIZE

Average sales ticket is, to a large
extent, a function of a consumer’s
perspective on their buying power,

This is the screen the customer sees when she
begins her interaction with the in-store kiosk.

propensity or necessity to buy on
promotional credit terms (quite
often driven by demographic ori-
entation), and buying experience.
A small percentage increase in the
average ticket size can dramatically
improve profitability.

INCRERASE THE
EFFELCTIVENESS OF
YOUR ADVERTISING
BUDGET

Mass media advertising and pro-
motion is becoming less effective
every day. Target marketing, or
narrowcasting, is becoming more
necessary. Targeting consumers in
the showroom with specific pro-
motions using an inexpensive
medium will create a higher return
on investment (ROI) of the adver-
tising budget and reinforce to the
consumer the reason why they
traveled to the showroom in the
first place. Exploit benefits of pri-
vate label credit (PLC.)There is no
doubt that consumers and retailers
are linked by the expectation that
promotions will prompt purchase
decisions. Promotions have
become an essential element to a
home furnishings retailer’s market-

ing strategy. Engaging the con-
sumer with a promotional PLC
program while they are in the
showroom and before they make
their purchasing decision will pro-
vide a critical benefit to the retailer
in the sales process.

IMPROVE THE
CUSTOMER BUYING
EXPERIENCE

All consumers want a good buying
experience, especially when they
are committing to a big ticket pur-
chase. Empowering the consumer
to more easily and privately select
how they will purchase items will
ultimately make the sales process
more effective and more produc-
tive. Thus, the salesperson ulti-
mately becomes more efficient in
the sales process.

IMPROVING SALES
PERFORMANCE
LIITH A RIOSK
A promotional kiosk on the show-
room floor can leverage the retail-
er’s PLC service, website presence,
and point-of-sale system to gain
better information early in the
sales process and improve the envi-
ronment to affect a sale.
Consumers do not take the
time out of their day and travel to
a retailer’s showroom unless they
are serious about making a pur-
chase. With this in mind, the
retailer is dealing with a qualified
sales opportunity. Having a device
that engages consumers during the
shopping process and entices them
to buy while in the showroom cre-
ates a powerful ally in the battle
for consumer’s discretionary pur-
chases. A promotional kiosk direct-
ly and positively affects sales per-
formance on several fronts:

1. The raw number of promotional
credit applications increase due
to the privacy and convenience
of the user-friendly, self-service

kiosk.

2. Consumers are engaged earlier
in the sales cycle by encouraging

the consumer to “qualify” them-
selves, both for credit approval
and for receipt of in-showroom
specials or promotions.

3. Using the kiosk to display
digital advertising and promo-
tions and targeted specials and
coupons printed at the kiosk
will entice the consumer to
make the purchasing decision
then and there.

4. Collecting important consumer
data can be used immediately
for target marketing to entice
the consumer back into the
showroom. Promotions offered
in a targeted and appealing
manner to consumers in the
showroom (narrowcasting)
complement the mass media
delivered advertising and pro-
motions (broadcasting) to attract
the consumers to the showroom
in the first place. A leading
media research and ratings firm
has stated that shoppers are
twice as likely to make a pur-
chase from in-store promotions
versus external and have a 40
percent better retention rate of
the content. The primary point
of in-showroom digitally dis-
played promotions is to influ-
ence the consumer’s decision-
making process when they are
most likely to make a buying
decision — in the showroom.

Combining the enticement of
easy promotional credit applica-
tion, registration for coupons, and
targeted in-showroom advertising
and promotions provides retailers
with the sought-after “silver bullet”
for improving sales performance in
a cost-effective and customer-satis-

fying way.

SuMMARY

The goal of a home furnishings
retailer is quite simple — offer
desirable products and services at
attractive prices while creating a
rewarding buying experience. How
they do this is simple as well —
offer a private, fast, and effective
method for the consumer to apply

for promotional credit in the
showroom, receive promotions and
specials, and get more information
than they otherwise would have
while just browsing a showroom.
Consumers traveling to a retailer’s
showroom usually do so with seri-
ous intent to purchase. Taking
advantage of this opportunity
should be the primary focus of
home furnishings retailers. Doing
so with a promotional kiosk in the
showroom that entices purchasing
then and there is a smart
choice.The result of deploying a
truly promotional kiosk in the
showroom can be an increase in
average ticket on PLC sales of up
to 50 percent, improved sales con-
version ratio, more efficient use of
resources (people and capital), and
a more satisfied customer. fNura

David Weyher is chief executive
officer of Showroom Technology, Inc.,
Reston Va. He can be reached at
(703) 251-4816 or by email at

dweyher@showroomtech.com.
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