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Best Fabric Upholstery

ale

Bridgecraft

Meadows & Byrne
Retailing with passion

Improve performance
Boost sales and margins

For more information or to become a Vale-Bridgecraft
stockist call us on 01422 885000

www.valeonline.co.uk

ale

Balterio
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CHAIRMAN OF THE TRUSTEES
The Outward Bound Trust

Vale-Bridgecraft stockists benefit from the
support of seven regional show centres. Our
professional team are on hand to advise and
guide their customers before referring them back
to their nearest stockist. In many instances, the
order will actually be taken and passed directly
to the retailer. This is a unique way of generating
sales and certainly helps our stockists create a
more comfortable bottom line.
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All of these UK based manufacturers support The Carpet Foundation and the 1100
independent retailers in the Registered Specialist network: Abingdon, Axminster, Brintons,
Causeway, Cavalier, Pownall, Ryalux, Ulster, Victoria, Westex, Woodward Grosvenor.
Associate Members: British Wool Marketing Board, Bissell, Ball & Young.
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We’re sending
out a clear
message to your
customers.
It’s O.F.T. and
it’s ofﬁcial.
The Ofﬁce of Fair Trading has
approved The Carpet Foundation
Consumer Code of Practice.
So now every Registered Specialist
can display the much coveted OFT
sign in store.
Backed by a national advertising
campaign, it signals a whole new
era in carpet retailing,
There’s never been a better time to
be a Registered Specialist.
Call us on 01562 755568 or email
info@carpetfoundation.com

04_IM_0908

19/8/08

15:56

Page 4

Jay-Be ‘HERALD’ Bed...
- high quality with added value as standard!

British Made

Exceptional Finish

First Class Materials

Choice of Colour

Greater Comfort

All Jay-Be Metal Beds are designed
down to the finest detail, quality
paint combined with laser cut
and brazed joints give a
more superior finish.

All Jay-Be Metal Beds are made
using heavier gauge British
standard steel for a more durable
bed, that is built to last!

All Jay-Be Metal Beds are available
in a choice of colours, so you can
choose the finish which perfectly
compliments your room design.

All Jay-Be Metal Bedsteads have
a sprung slatted base which
works in harmony with the
mattress for long lasting evenly
distributed support.

®
the ultimate BED designers
Tel: 01924 517820

Fax: 01924 517910

Email: sales@jaybe.co.uk

www.jaybe.co.uk

“award winning bed designers & manufacturers”
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Editor’s comment

September 2008

Tradition Sapphire laminate flooring is a
real jewel with a fantastic look-and-feel
effect. It has an exclusive V-groove, milled
in a random way giving it a natural look,
resembling real wood with its typical
characteristics. Tradition Sapphire is available
in four distinguished decors. More info:
www.balterio.com.
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Andrew Kidd
Editor

INVEST TO SUCCEED
This month’s issue has a slightly different mix. While
the retail profiles, product features and other regulars
you’ve come to expect are all here, this month they
have an explicit common theme: how to boost sales
and profits. Think Team GB cycling. Invest and gold
is yours.
From carpet to upholstery and stone flooring to
software, leading suppliers have given their top advice
on how to make your business better. With reduced
footfall at many stores, improving performance across all
areas of operations is vital. This is not to say that what
you are doing is wrong, but it is very, very hard to do
everything perfectly all of the time.
In talking to the suppliers, it was soon apparent that
while lots of companies are trying to keep their business
up to date to meet shoppers’ expectations, many stores
are falling well behind. Do not become one of them.
Be it not updating window displays, not taking
advantage of what is on offer from suppliers – samples,
professionally shot product photographs and updated
POS, for example – or making sure staff get the training
they need – be it from you, outside trainers or suppliers,
everything can do with a fresh look from time to time.
Make that time now. Do it right and it is not going to
cost much. If you don’t...
Floors-2-Go being bought by its co-founders (see p9)
is bound to produce some interesting thoughts among
you, especially with the promise to offer a ‘real
alternative to the big stores’. An independent’s attitude
may be the plan, but isn’t Floors-2-Go one of the ‘big
stores’? On that topic, Gary Favell, MFI chief executive
has insisted all is well, and with major funding behind it,
things will be fine (see p10). Can it shed its discount
history and move to the middle market, as he wants?
I’m not convinced, but he knows he has to invest to
develop the business.
Be better. Invest to be better. Succeed.

Registered in England no. 6397722
Printed by St Ives Westerham Press
Design by Icon Colour Ltd © Interiors Media Ltd

www.interiorsmonthly.co.uk
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New: Wool Chicago Chocolate CH705

homesweethome
newrangesnowavailable

Wool Gallery
Charcoal WG207

Wool Sumptuous
Taupe SU123

Wool Chicago
Chocolate CH705

Wool Olympus
Minerva OL1657

Wool Ribble
Satin Slipper WR11301

For samples of our new and existing ranges,
a copy of our new brochure or to become a
Crucial Trading retailer call 01562 743 747
or visit us at crucial-trading.com
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Regulars
There are now seven underlays within the range to offer maximum choice where
suitability and budget are concerned. Including the Super High Density (SHD)
range, suited to commercial installations where heavy footfall and equipment with
castors are the norm.
Hyper underlays are made in the UK to the highest
standards utilising the very latest technology.
All products are readily available
throughout the UK and Ireland via our
extensive network of distributors.
For more information call 01509 673974 or
email mailbox@ﬂoorwise.co.uk or go to:
www.carpetunderlay.net

It’s all about choice and value - Hyper
underlays tick all the boxes when it comes to
performance, durability and suitability!
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Man jailed for arson at furniture store
A gardener who set light to
an Ipswich furniture shop
while drunk has been jailed
for three years.
Billy Parker, 45, admitted at
Ipswich Crown Court that his
reckless behaviour could have
potentially killed someone at
the Norwich Road shop.
Peter Gair, prosecuting said
Parker went into Eastwich
Furniture, owned by Irene
Fountain, on 27 February.
‘She assumed he was a
customer, he sat on a blue
sofa and began asking how
much it was. She said as they
discussed cost he was
swaying, laughing and smiling
and she thought he was on

drugs,’ he told the court.
Parker was asked to leave
and was later seen on the
opposite side of the road
near the Rose and Crown
Public House. Smoke was
then discovered coming from
the shop.
The fire caused around
£5,000 of damage and the
upstairs flat was smoke
damaged.
Parker pleaded guilty to
arson while reckless as to
whether lives were
endangered on 27 February.
He also admitted arson on
19 December to a garden
shed in Croft Street causing
£20 of damage to the shed,

£50 damage to a pressure
washer and £300 damage to
fishing equipment.
Gair said Parker had caused
criminal damage in the past
and was sentenced for drink
driving last year.
Simon Spence mitigating,
said Parker drank heavily after
facing marital difficulties but
had been given ‘a second
chance’ by his wife since
addressing his alcohol
problems while in custody.
Judge Neil McKittrick said:
‘One cannot think of anything
potentially more serious than
to set fire to a furniture shop.’
He said it was fortunate
nobody was in the building.

Parker was jailed for three
years but told the 168 days he
had served on remand would
count towards the sentence.
On hearing the sentence,
Fountain said: ‘I’m relieved
that justice has been done
and would like to thank the
fire brigade and police who
did an amazing job.
‘It was a very frightening
experience for everyone
involved. There was lots of
smoke damage to the shop
and everything outside was
destroyed.
‘I can still see him on the
other side of the road,
laughing to himself as the
shop went up.’

Massive score for Reid deal

Fun on the road: to mark the launch of the Fun on the Floor campaign this
week, a mobile billboard featuring the first advertisements will tour
Harrogate during the National Floor Show.

Upholstery chain Reid
Furniture has agreed a
£250,000 sponsorship deal
with Scottish Premier League
club Hamilton Academical –
the side’s second furniture
sponsorship.
The deal, which includes
one of the world’s largest
outdoor adverts, at 108m
long, will help secure the
future of the club’s youth
development programme for
a further three years.
Located on the club’s
executive box in the main

stand, the advert was created
using a specialist contravision
film, a unique type of window
advertising that allows oneway visibility.
Ann Gibb, Reid Furniture
head of marketing says the
deal highlights its
commitment to supporting
local communities.
The club already has cabinet
upholstery and beds group
Morris Furniture as its shirt
sponsor and returned to the
SPL this season for the first
time since 1988/89 season.

Tree scheme for Barker & Stonehouse
Barker & Stonehouse has
launched a scheme to
replenish trees in Indonesia
and provide farmers with an
income through growing fruit.
With supplier Country
Form, it has launched
Trees-4-Trees, a non-profit
organisation that has given

8

100,000 saplings to farmers in
central Java. After 25 years
the fruit trees are used to
make furniture.
‘If tree stocks are not wellmaintained and more wood is
taken out of the system than
is replaced, prices go up and
people buy less,’ says James

Interiors Monthly September 2008

Barker, Barker & Stonehouse
md, who is encouraging other
retailers and manufacturers to
join the scheme.
Meanwhile, the chain has
started work on an £1m
distribution centre in
Middlesbrough that can hold
100,000 items. The 40,000sqft

unit will replace the
warehouse at its Cannon park
head office in the town. The
unit is due to open in
October. The move comes as
the chain continues to expand
south with a Nottingham
store due to open in the
autumn.
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Green shortlisted for retail award
Sarah Green, founder of
Hitchin, Hertfordshire
furniture retailer 1st For
Furniture has been
recognised in the
Everywoman in Retail
awards.
Green is one of three
finalists in the Young Female
Retailer of the Year award.
This is given to the woman
‘aged 16-30, whose energy,
generosity of spirit and
ambition positions her as the
next retail superstar’.
When Green founded the
store in 2004, aged 18, her
only retail experience was
from a Saturday job. But her
self-confidence and
perseverance resulted in the
business growing each year,
with the exception of last
year when it moved to larger
premises.

Sarah Green: finalist

‘I have always made it my
aim to keep my customers
happy, which is why the
business is open 8am to
8pm and we offer deliveries
until 11pm on week nights.
‘It has not always been an
easy journey: funding was
initially a problem, as
nobody was willing to lend
to an 18-year-old, and
several male competitors
said I’d never make it work,’
says Green.

Having sold the company,
Green is about to embark on
a new venture, launching a
furniture home delivery
business. ‘I’ve spotted a
market opportunity for
delivering large and heavy
goods around the country,
having seen the challenges
first hand in delivering my
own furniture,’ she says.
Jessica Horler, Argos area
manager for South Wales has
been nominated in the
Inspiration of the Year award.
She is considered one of
Argos’s top three achievers.
This award is for those
whose efforts are bringing
about positive cultural
change for women within
her organisation.
The winners of the
awards will be announced
on 30 September.

Furniture
prices fall
by 11%
Furniture prices dropped by
11.2% in July, compared with
June, as retailers cut prices for
summer sales. Despite the
fall, prices were still 7.6%
higher than in July 2007. This
compares with an annual rise
of 5.8% in June.
National Statistics says the
‘large’ annual rise was caused
by retailers offering smaller
discounts than a year ago.
‘The main contribution [to
the increase] came from
kitchen furniture.’ The
increase was the seventh
consecutive monthly rise in
the annual inflation rate.
Prices for furnishings,
including floorcoverings, were
0.4% lower than June, but
the annual increase rose from
6.2% to 6.8%.

Floors-2-Go returns to its founders
as Hodges brothers regain control
The co-founders of laminate
and wood flooring chain
Floors-2-Go have bought the
group and 80 of its stores
from its administrator.
Robert and Richard Hodges
promised a ‘real alternative’ to
rival chains.
The retailer was placed in
administration on 21 July after
sales dropped below £1m a
week and it was understood
to have broken its banking
covenants. As administrator
Kroll sought a buyer, 41 of its
132 branches were closed.
It is understood Kroll
accepted an offer of £3m from
the Hodges brothers.
Following the sale, Kroll
closed the 11 unwanted

Floors-2-Go now has no stores in Scotland

branches – Stockport,
Kidderminster, two stores in
Bradford and the remaining
seven stores in Scotland.
Fraser Guy, Kroll partner
says 301 jobs have been

saved and it was the best
offer. ‘In what has been a
turbulent period for retailers,
this sale represents the best
possible outcome for creditors
and is a tremendous result for

the business, its staff,
customers and suppliers.
‘The purchasers have a
history in the retail flooring
sector and a passion for this
business,’ he says.
Robert Hodges says: ‘We
are delighted to have saved
the jobs of so many of the
Floors-2-Go team and to be
able to provide the British
public with a real alternative
to the big stores when
beautifying their homes.’
The retailer was founded by
the brothers and their father
Robert in 1999, before
floating it in 2004. Private
equity firm Alchemy Partners
backed a £52m MBO of the
chain in December 2006.

www.interiorsmonthly.co.uk
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Losses increase at
Allied as sales rise
Allied Carpets, the UK’s
second largest carpet retailer,
saw losses grow last year,
despite increasing sales.
Pre-tax losses rose by
£300,000 to £6.8m, as
turnover climbed by 6.5% to
£206.8 at the chain.
Vincent Fauvet, chairman
says the figures were
‘disappointing’ as the group
had enjoyed like-for-like sales
growth and lifted its market
share.
According to Verdict
Research, the chain accounted

for 8% of the flooring market
last year, a drop of 0.2%. ‘I am
encouraged by like-for-like
sales growth in a challenging
year,’ says Fauvet.
Allied was bought by
French group Saint Maclou for
£84m in 1999. It recently
strengthened its leading
position in the French flooring
market by buying the second
largest specialist chain
Mondial Moquette, increasing
its stores in France from 163
to 197. The group has almost
600 branches in Europe.

Parador

Bensons for Beds

Parador has appointed Philip
Telfer as regional sales
representative for North East
England and the East
Midlands and Christopher
Emery as regional sales
represenative for south east
Midlands, East Anglia, north
London, south-mid Wales and
South West England.

Bensons for Beds has
appointed three directors:
Paul Burgham, commercial
director; Kevin Newham,
merchandise director; and
John Hirst, logistics director.
Burgham
(left) has been
at Bensons for
22 years,
joining as a
junior
salesman in
Leeds.
Newham
(right) has
spent his
career in sales

Richard
Yates
Linen Connect
has named
Richard Yates
as national
account manager.
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Vale-Bridgecraft’s
latest consumer
advertising
campaign
features a free
pouffe
promotion,
which runs from
1 September to 1
March. The
£80,000
investment is
part of its
annual
£450,000
consumer
advertising
spend. The
manufacturer has
seven regional
showrooms.

and marketing in the FMCG
sector, including sales director
for Wilkinson Sword.
Hirst (left)
joins from
DHL where he
was general
manager for
national
transport operations for Argos
two-man home delivery.

Lesley
Watts
Lesley Watts is
Pro-techs’
new business
development
manager.

MFI boss
defiant
Gary Favell, MFI chief
executive has insisted the
chain is not in danger of
imminent collapse. He says it
is debt free, has supportive
investors and trading is
reasonable, given the market.
‘We’re not like a lot of these
unfortunate companies that
are in difficulty because they
are breaking their banking
covenants,’ he says.
The chain is rolling out its
Kuchen Lab kitchen range and
Chroma format.
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Maximise your
Profits with TCS

BUY ANY 3+1+1 Suite
and get 4 Recliner
Mechanisms for £50.00

*

To Avail of this offer Please Quote Ref: IN0950

Simple Really!
Extraordinary Companies are built on bold ideas!
* Orders to be received during the month of
September 2008.

Terms and Conditions Apply.

UK: 00353 42 9 351 351
www.tcsimports.com

Ireland: 042 9 351 351

or contact your local representative:
London and South East - Peter Morris: 07831 558616
North West, North East, Lincolnshire & Yorkshire - Gavin Boden: 07720 074906
South West & South Wales - Roger Gowen on 07782 106396
East & West Midlands - Peter Bellis: 07860 418168
London North Thames to Northamptonshire - Trevor Cassell: 07710 727895
Scotland - Donald Coltart on 07831 188844
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Furniture profile

MEADOWS AND BYRNE
PASSION

A strong commitment to pricing, displays and
long-term buying is a recipe for success

With eight branches, this oak tree of the
Irish interiors market is growing and
growing. There is only one word that
describes the approach of Helen
O’Dwyer, Meadows and Byrne chief
operating officer to furniture retailing:
passion.
In light of today’s economic climate,
she’s not afraid to roll her sleeves up
and has no time for managers who
don’t share her enthusiasm for making
M&B a customer focused business.
‘I wear many hats and I’m not too
precious or proud to get stuck in. The
customer is king and I’ll do whatever it
takes to make sure that every customer
knows that,’ she says.
The attitude and business culture of
her suppliers is just as important as their
prices and products as O’Dwyer travels
the world. She also buys containers
direct from source and it’s this versatile
approach to buying that makes her
successful. She knows the gaps her
shops have and she has a very specific
shopping list that she works on 12
months in advance.
‘We don’t go to trade shows and
willy-nilly buy what they’ve got. It’s a
very scientific system that has been
honed over the years. We always try to
stay in control of what is going on at
the trade shows,’ she says.
Before an order is placed O’Dwyer
takes the supplier through a strict series
of requirements such as delivery times,
merchandising and promotional support.
The devil is in the detail and it doesn’t
matter if it’s a €2 egg cup or a €2,000
sofa, she gives every product a thorough
analysis before it makes its way into the
M&B operation.
To make sure the supplier dovetails
into the M&B style of business O’Dwyer
spends time getting to know them. And
style is what makes this retailer stand

12
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Merchandising is all important

out from the competition. You either
have it or you don’t. O’Dwyer knows
M&B’s big stylish look comes from small
detailed buying.
‘M&B’s products have a strong
harmony about them and that keeps
customers coming back for more and
more,’ she says.
But the bottom line is exclusivity. Some
80% of the product line is exclusive and
the only way of getting a supplier to

agree to this is to guarantee high
volume. And the only way of achieving a
high volume of sales is to be the best at
what you do. From top to bottom, M&B
takes a serious approach to making the
buying experience something to enjoy.
In a world of big box retailing, this
personal touch is in big demand. But
O’Dwyer is also aware that good value
must also be given to the customer and
she takes her buying very seriously.
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Slick and cool is the new look

‘We are not about slashing prices.
What we do is offer quality with a
strong dimension of customer care.
People chat to our staff, they get all the
product knowledge and advice they
need. They are just not going to get that
from the big box retailer.’
Gift buying is a huge part of its
business and it makes sure this special
purchase is done with class, giftwrapped and a warm smile. ‘You can’t
get that on the Internet,’ says O’Dwyer.
O’Dwyer babysits everything she buys
all the way until it sells. ‘As a buyer I am
responsible for the company cheque
book and my job doesn’t end with
giving the supplier an order, it ends
when the end customer buys the
product.’
She emails pictures of upcoming stock
to her managers and discusses the sales
performance of each product on a
monthly basis.
‘We have eight shops and I buy in a
very structured fashion, according to the
seasons. I physically and mentally move
displays and products,’ she says. ‘If
products aren’t selling I have to find out
the reason why. This means a great deal

14
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Helen O’Dwyer

of communication with the staff and
analysis of the floor.’
M&B has a clear vision of its look and
it’s this strong identity that gives it
direction in today’s fractured market.
Slick and cool is what the new look is for
M&B with walnut being the winner in a
coffee and cream colour palette. Big,
bold primary colours are not what the
store is about. Appealing to a wide
spectrum of customers, it services the

‘As a buyer I am
responsible for the
company cheque
book and my job
doesn’t end with
giving the supplier
an order, it ends
when the end
customer buys the
product’
cheap and cheerful market and the
older, traditional customer base.
‘We are not Ikea and we’re not trying
to be,’ she says.
Her technique for having the best staff
in the business is to stay focused on her
managers. She may go through five or
six managers until she finds the right
one but when she does, she gives them
the responsibility to make a difference.
She shows her managers the
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Pure italian taste

Polo Divani Italiani has a clear mission: manufacture excellent leather sofas, that consumers
will choose over the many offers available in the market.
And that retailers will find easy to sell profitably.
This means not only the right pricing, but a superior level of reliability and service.
Because we guarantee 100% Italian manufacturing, fast delivery lead times and hassle-free
customer service.
You can expect a lot from us.

www.polodivani.it

To find out more please contact us in Italy at + 39 080 3163811; or at info@polodivani.it; in the UK at +44 (0) 845 6038235
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company’s financial accounts and with
this increased understanding of business
costs comes a maturity to keep their ever
important profit margin up.
Sales are very structured – summer and
New Year represent the main areas.
‘Everyone loves a bargain but if we had
sales all year round the two big
promotions of the year would lose their
momentum. There is a temptation, given
the current climate, to go for massive
sales, but in the long-term this just
wouldn’t work. M&B has a certain
expectation and reputation to uphold.’
O’Dwyer understands that running allyear sales only dilutes the impact of
having the real sale. ‘Customers see
through all that blarney,’ she says. ‘It’s all
about managing the margin rather than
hiking up prices only to bring them
down.’
Merchandising is key to the store’s
success. It works constantly on display
and has in-house specialists. ‘Display is
everything,’ says O’Dwyer, ‘and our
merchandising team is very close to the
heart of the business. Without good
merchandising all the hard work is lost
and we lose the look we set out to
achieve when we were buying. If you
want to increase sales this is the area to
fix. It doesn’t cost much to do but the
effect in sales is incredible when you get
it right.’
She has no time for moaning about the
credit crunch and downturn in the
market. She sees it as a bit of business
Darwinism where the fittest survive.
‘It’s time to get exceptional,’ she says
and by exceptional she means every
aspect of the business is reviewed for
excellence.
‘Very cleansing’ is her attitude to the
tough times facing retailers. M&B is in it
for the long run and as shaky competitors
fall by the wayside, M&B gets stronger
and stronger.
‘Too many retailers were getting away
with riding on the crest of the wave but
when the wave breaks and crashes then
only those with a solid core will survive,’
she says. ‘Too many shops are running
around with a long face and customers
see this.’
This retailer lets the competition deal
with doom and gloom while it gets on
with doing what it does best – passion.
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Improve merchandising to lift sales says O’Dwyer

M&B has eight stores
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GET MORE
FROM YOUR SALES
MAXIMISE YOUR MOST VALUABLE
SELLING OPPORTUNITIES!

“Nothing can prepare you for the
overwhelming response… the sale
exceeded all our expectations!”
Anthony Brett, Brett’s of Ipswich Ltd, talking about the Greenwood Sale held in May 2008

DON’T HIRE A MARKETING FIRM UNTIL
YOU HAVE SPOKEN TO GREENWOOD…
Greenwood Retail’s professionally planned sales events continue to produce record breaking results for
retailers all over the British Isles. The benefits of holding a ‘Greenwood Sale’ are many. First, your sales
event will be a hugely profitable financial success in itself. Plus you’ll generate instant cash flow and clear
out any excess or redundant stock. And, the longer term benefits include increased market share and
enhanced reputation due to the positive publicity created by the event. Also, staff morale is enhanced by the
increased activity – the team love to see the business doing so well.
If you would like to find out more about Greenwood Sales events, why not take look at our online brochure at
www.greenwoodretail.com or call Bernard Eaton or Perry Montgomery now on 01625 521010 or send an
e mail enquiry and I’ll be glad to discuss the possibilities and options we can offer you, without obligation.
Now booking for 2009.

GREENWOOD RETAIL LTD
Britain’s Leading Experts in Retail Sales Promotion
1 Wilmslow House, Grove Way, Wilmslow, Cheshire, SK9 5AG
sales@greenwoodretail.com
www.greenwoodretail.com
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CARPETRIGHT

PLAYING IN THE POND
In the second and final part of his exclusive interview, Martin Harris
talks about succession, charity and independent retailers

For all chief executives there comes a
time when they have to hand over the
reins of power. It has been assumed that
Martin Harris, Carpetright commercial
director would succeed his father, Lord
Harris, when he steps back to nonexecutive chairman.
However Harris insists he is taking
nothing for granted, and may not even
be the best candidate.
‘The chief executive question has been
looming for many years. I’ve always said,
and say it today, that the best person for
the job should get it. It won’t be my
father’s decision, it will be the board’s
decision. We have some very strong
non-executives, who have very firm
views of their own.

‘My life is fulfilled doing my job with
the team we have here. If I’m lucky
enough to be given the task I’ll do it to
the best of my abilities, but I don’t see it
as the holy grail. The holy grail for me is
working with the team of people here.
‘I really do want the best person for
this job. It’ll make the company stronger.

‘There should be a
choice of more
than one person,
and the best
person should win’

Obviously my father would like me to
step into his shoes and carry on and
work with him as chairman, and we’d
work as closely as we always have done.
I don’t see it as the be all and end all. A
choice of one is a choice of none. There
should be a choice of more than one
person, and the best person should
win,’ says Harris.
And if that person isn’t him? ‘I’ll carry
on doing the job that I do. I love
buying, love marketing, love logistics,
looking better ways of putting our
products forward and colour trends.’
He agrees with his father’s comments
earlier this year that given the state of
the market, now is not the time for
change. ‘The most experienced

Martin Harris is passionate about the business and the industry
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Rug Collection 2008
Turn a house into a home with
a Plantation Rug
View the 2008 touchy-feely
Plantation collection at the
National Floor Show,
Stand A23.

T: 0161 430 8700
www.plantationrug.co.uk
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person who has been through many
recessions should be guiding the ship at
the moment. Yes, you learn a lot in this
time, but we are learning a lot together.
We are a very close board.
‘We sit here every Monday morning
and talk through the issues,
opportunities and any problems. Then
we have the next layer of management
meetings where we put into place what
we have discussed and then the buying
and marketing meeting. That sets the
tone of the week and we can get on
with our day jobs. There are very
straight lines of communication and it
works,’ he says.
When the day arrives that Lord Harris
steps back, don’t expect him to take a
backseat role, not after 50 years of
selling carpets. The interaction between
chairman and chief executive is vital for
any company, and the father and son
relationship gives Harris a significant
start over any rival candidate.
‘One of the advantages that I have
over anyone else doing my current job is
that I will allow him to play in my pond.
I think he’d be very frustrated if I said
“No, I don’t want you to talk to the
suppliers. No, I don’t want you to think
of marketing ideas.” The company
benefits from his creative juices and still
coming to meetings saying: “I’ve had an
idea, I want to do this.”

Carpetright prides itself on offering a good choice

‘We can have a full-blown, healthy
argument and leave the room totally
disagreeing with each other, walk out
and have a game of table tennis [a table
has recently been installed at head
office, with strong competition among
the staff] with a smile on our faces,
because one is work and one is family.
‘We do have the ability to
compartmentalise the two parts of our
lives very, very easily. We are both
passionate about this business and both
want the best for this business. Yes, we
are very strong in our opinions but I
don’t mind him playing in my pond.
‘If you brought in an external buying

director I think he’d get very frustrated
that the chairman comes down and
wants to feel the carpets. I see that as an
advantage of our relationship.’
However, things would change if
succession happens. ‘It would be
important that I had more control of
where the company went. A lot of the
discussions would have to be out of
hours on Sundays, so that we came here
with one voice, whereas nowadays we
come with lots of voices, discuss it and
then come to one voice. The mechanics
would change but he’ll always want to
play and I think anyone that tries to stifle
creativity is mad. And he has a lot of

‘We’re not the enemy’
It is rare to find an independent flooring retailer who has
good word to say about Carpetright, to put it politely. Does
Harris mind?
‘What can I say? We are a retailer that in 20 years has
gained a lot of market share. Where have we gained it? Out
of their [independents’] pockets. So they look at us as the
enemy. I don’t believe we are. I believe we do a lot for the
industry. We have invested a lot in the Fitters Academy, we
have brought the standard of fitting right up. We’re putting
things back in [to the industry].
‘Fun on the Floor was our initiative. There is something else
for the industry. When have the independents invested £4m in
the carpet industry for me? I’ve done it for them with the
other suppliers.
‘We’re trying to offer excellent service – service is key
nowadays. It used to be price, choice, service. Now it’s price,
service, choice. People will pay 20%-30% more for excellent
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service, so we’ve put a lot of energy into that aspect. As long
as you delivery what the customer wants, when they want it
and you deliver on your promises that is what matters and the
fitting service is done professionally.
‘So they don’t like competition – I’m afraid we’re not going
anywhere. We love the industry and just because they don’t
like me doesn’t mean I’m going to stop. I have quite a few
customers who like what we do.
‘Sometimes I find it quite sad that they feel that passionately
and so negatively about us because we are trying to do things
for the industry – it’s not a self centred approach. It’s not that
we want to be the only retailer in the land, it’s not the case.
‘We believe there is a place out there for good quality
independent retailers and we’ll never be able to take that
market because they’ll be able to offer things that we can’t.
But we do see there is a place for us as well. All we want to
do is share the pond, not take it over.’
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new

Tomkinson Berber range
80/20 Wool Twist
13 rustic colours
Available in two qualities
Available in two widths, 4 and 5 metres

Mr Tomkinson
your carpet specialist

Sales Tel: 01827 831 450
Fax: 01827 831 451
Email: sales@mrtomkinson.co.uk
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creativity. I love him coming up with
ideas. You’d be mad to put him in box
and stick him in a cupboard. It wouldn’t
do us any good at all.’
So how do the two differ?
‘They are very subtle differences. He’s
exceptionally good with numbers, where
I think I’m quite good with trends. He’s
very, very, very good with people. I’m
very good at hearing underlying
emotions. I can pick up things, I call it the
tom-tom drum effect. I can see ripples
that happen so I know there is a problem
even though no-one has told me there is
a problem. We’re different but similar in
that sort of way,’ he says.
While he is unable to match his father’s
experience he says ‘we are getting to a
stage where more and more it’s moving
towards 50/50 with winners, the balance
is evening up a bit – we have internal
bets, which we never pay. We love that,
that’s the whole thing.
‘We’ll both buy a range, and take the
mickey out of each other’s. He’ll do a
deal with the supplier when I’m not
around to drop the price point below
mine so the volume goes up. So I say
“that’s unfair” and so advertise my one.
It’s just good fun. You get the best out of
people when you are having fun. At
these times fun is hard to come by, so it
is great.
‘Too much fun has probably gone out
of our industry over the years. I’ve been
in this industry from about four or five
years old – I can remember putting
bubble bath in the water feature at
Harrogate and it overflowed and took
hours to sort out. There was a guess how
many coins competition, and of course
you couldn’t see any as I’d got every
single bubble bath from the hotel and
put them in there. Those days have
almost gone – the characters in the
industry are slowly diminishing. It’s
important that we try to get that back,
we need to have a bit more fun and try
to entice more people into our industry,
because it is a good industry.’
Harris believes the decline in the
flooring retail market may have bottomed
off, and after a flat year, sales will start to
recover next autumn – two years ahead
of the global economy. Strong growth
will continue until 2019 before another
downturn, he suggests.
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Martin Harris and his father, Lord Harris (far left)
believe fun is essential at work

‘You get the
best out of people
when you are
having fun’
Outside the business, Harris is a
professional sailor and wants to complete
a circumnavigation of the world the
wrong round (westwards). His previous
attempt lasted 17 days before he had to
return to the UK. Sailing also plays a part
in Harris’s charitable efforts, supporting
the UKSA sailing club in Cowes, Isle of
Wight, which teaches disabled people to
sail.
‘Seeing a blind person helm a boat is
one of the most fascinating things you’ll
ever see, it’s humbling,’ he says.
‘I also do a lot with Great Ormond
Street Hospital that I’d like to continue
with. I’d like to get my children involved
as they get older. We do focus on charity
as a family. My dad more than me but
that’s because he probably has a few
more shekels in the till than I do. As a
family we work on the premise of about
20% of what we make goes back into
charity in one form or another. If you
include his time it’s a lot more than that.
‘I also sponsor the international wing
at Great Ormond Street. People didn’t
really want to sponsor it as you have to

pay to use it. But what people don’t
realise is that all the children coming
from Dubai etc pays for the research in
the rest of the hospital. We’ve just put
the new cancer scanning unit in. It’s
important to give back if you’ve made
something. It’s so satisfying but I’m not
even close to the level of Lord Harris.’
As for the future of the chain, Harris
sees most of the growth coming from
continental Europe, where it already
operates in Holland, Belgium, Poland and
Germany.
‘We’ve doubled our market share in
Europe in very little time, with no extra
space. We’ve only put one person from
the UK over to Europe, so the Europeans
have moved that business and changed
it. The middle management proved to
themselves that they could do it. To me
that is the satisfying thing, doing things
that people think are impossible and
proving they are possible.’
UK growth will come from targeting
middle class consumers (see Interiors
Monthly, August) and ‘a few more stores
targeting market towns’.
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New products

2

1

3
1 Kettle Containers’ Cottage
Cream painted living room
collection offers 18 pieces that
can help bring light and
warmth into the home. It also
features a hand-applied six-stage
wax finish on planes and
features. Tel: 0845 6781 155.

5

2 Axminster Carpets has set its
sights on a greener future and invested
in the manufacturing facility producing
Axfelt, its underlay made from carpet byproduct. Having cut its own waste, the firm is
buying waste from other carpet producers to
use in this growth area. Tel: 01297 630 650.
3 Following the trend for nature inspired carpets, Cavalier
Carpets’ Country Collection captures the popularity of Berber
style carpets with a twist. Advanced manufacturing techniques
ensure the range gives one of the most varied flecks available,
preventing the striated appearance that sometimes occurs with
these styles. Tel: 01254 268 053.
4 Mohawk has introduced the US Karastan carpet brand to
the UK. French Check is available in eight colours, including
coffee, yellow, red and tan check. Its colour palettes bring a
warmth and diversity to homes seeking the finest in carpet.
Tel: 01480 479 830.
5 Floorwise has expanded its Hyper underlay range to seven,
covering 75kg, 100kg and 145kg per cu m. HyperActive, part
of the the 100kg/cu m range retains more than 80% of its
bounce-back ability when tested under BS5808 while a similar
cost rubber sponge retains 55%. Tel: 01509 673 974.
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3.5 million people in the UK now work from home.

The new Home Office Collection from Caxton Furniture. Available in Oak and Walnut finish.
To arrange a consultation with one of our agents please call 08700 600 555 today.
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6

7

6 Goo is a silicone version of Mode
Product Design’s Placemat and
Coaster set. Now with an even softer
texture, the silicone provides the
added advantage of being heat
resistant to high temperatures so
they can also be used as trivets for
serving dishes or pans direct from the
oven or stove. Tel: 02920 484 500.
7 CPW Furniture has introduced
dovetail joints to the front and rear of
all drawers in its solid oak Wealden
living room, dining and bedroom
collection. The 50-strong range is one
the company’s most popular with its
contemporary edge and Danish oil
finish. Tel: 01797 225 014.
8 Coolzone’s wine chiller range is
ideal for the smaller kitchen. It can be
built into small areas and frees up
space in an already overcrowded
fridge. They sport electronic
temperature control with LED digital

10
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temperature display. The slimline
model (pictured) has a reversible
tempered glass door and can hold up
to 14 bottles. Tel: 020 8829 6354.

8

9 Whitestone Weavers has extended
and re-coloured its Dalestone Twist
range to 20 colours with 13 more
shades and a new 55oz luxury
weight option. There are subtle
colours in grey, blue through to
green hues, alongside an improved
offer of natural core colours.
Tel: 01429 892 555.
10 Polyflor’s Polysafe Wood FX vinyl
in silver wood timber effect has been
installed at the Paper Moon nursery
in Nottingham. ‘It is ideal for our
feeding, washing and wet play
areas,’ says Natalie Smith, Paper
Moon manager. ‘It is good to
look at, easy to clean and best of all
reduces the risk of our staff slipping
and falling.’

9
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The new Mirrorform
Reflex Pocket.
Pocket sprung beds for the 21st century.
Comfort, support and pressure relief for the deepest, most undisturbed sleep ever.
The new range of Sealy Mirrorform Reflex Pocket beds combine the traditional comfort of pocket springs
with 21st century technology. A revolutionary new progressive spring construction and five zone support
system allows perfect spinal alignment for a restorative night’s sleep. There’s also memory foam and
Outlast fabric designed by NASA in top models.
For further details call 0870 600 9100 or fax: 0870 742 9884.

Comfort, Support & Pressure Relief
Sealy United Kingdom, Station Road, Aspatria, Wigton, Cumbria, CA7 2AS

www.sealy.co.uk
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New products

11
12

15
11 Kingstown’s 12-piece
Middleton oak bedroom
collection has a classical design
with intricate detailing and
includes four wardrobes and
seven chests of drawers. It is one
of seven new ranges featured in
the company’s latest brochure.
Tel: 01482 701 173.
12 Creosa’s Cubes shelving
system uses 483-year-old
Austrian spruce taken from a roof
truss of a farmhouse, and a
safety glass back wall.
Tel: 00 43 699 1161 8022.
13 Charlotte Thomas’s Justyna
bedlinen combines luscious lilac
and rich plum tones with classic
trailing flower and stem
embroidery, that is feminine but

28

not too girly. The luxury 180
count quality poly/cotton
Percale easy-care range is made
with polyester sham face to
provide the softness and feel of
silk. Tel: 0845 365 1625.
14 Belle Maison’s console table
has a chunky reclaimed oak top
and the base is finished in a
heavily distressed cream. It
measures 105cm x 35cm x 85cm.
Tel: 0870 850 6207.
15 Inspired by Moldovan woollen
rugs, Vivida’s Rose Rug uses
hand cut and sewn leather,
making each rug unique.
Designed by Svetlana Shellshear,
it comes in different sizes and
variations of the design.
Tel: 020 8977 8595.
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www.kettle-containers.co.uk

Rutland Oak
rustic oak for the bedroom

Customised containers brewed to your
requirements. Select from 240 quality items
of solid wood furniture from 15 collections in
any quantity and in any array. With no deposit
needed, your container will arrive in just four to
six weeks with each item of furniture carefully
cosseted in 100% recyclable packaging.

2 Over 3 Chest of Drawers

£169

2 Door Wardrobe

£258

Trinket Mirror

Don’t need a whole container?
Order by pallet* or van** too!
*minimum order: £1000 **minimum order: £3000

T:
F:
E:
W:

0845 678 1155
0845 678 1156
sales@kettle-containers.co.uk
www.kettle-containers.co.uk

Kettle_Containers_Rutland_Oak_Bedroom_A4.indd 1

£35

Kettle

Containers

Prices based upon 40’ container
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IN-STORE MARKETING
MERCHANDISING MATTERS
How your displays look can have a major
impact on how shoppers act

they are purchasing something that
seems uninspiring – it’s not going to be
in pride of place in the front room. It is
in the private domain, the one door that
remains closed when visitors call.
They then feel overwhelmed. Looking
at a sea of cream beds, or naked bed
frames, all in rows with little differential,
apart from the occasional badge or
confusing terminology.
How is this relevant to the in-store
marketing approach? Only by trying to
understand what a consumer
experiences when undergoing the
purchasing process can stores create an
environment to encourage the sale.
Much research has been undertaken
to understand the consumer’s buying
process for a bed or mattress, but the
bed industry generally does not respond
with its merchandising and marketing.
When looking at marketing consider:
G Approaching the area as a consumer.
Do you feel encouraged – even keen to
try a bed in-store?

G Is the lighting abrasive and harsh?
Good lighting pays dividends. Consider
a slightly softer approach.
G What are the walls and ceilings like?
You need warmth and brightness. While
bedrooms should evoke calming and
soothing feelings with colours, painting
a department in mushroom or lilac will
not create a standout area. Consider
complementing brighter tones with
highlight or feature walls in a
paper/textile.
G Dress the products. A few key
products dressed beautifully with
additional bedroom furniture will
convert sales and encourage shoppers.
Invest in the bedding – and iron it!
G Create privacy. The consumer does
not want to be on show – this is
where the Tempur sleep cabins score.
Soft voile panels can be dropped to
separate the area, create interest and
install some privacy.
G What are you telling the
consumer? How many different and

Sheerhome

Spending on other areas of marketing
and advertising is starting to fall but
in-store marketing spend, worldwide, is
increasing. Intensifying efforts on
in-store marketing and merchandising
will help bring people in so that you can
secure their business.
‘Traditionally the creation of displays
and signs was viewed as a “below the
line” tactic and sales expense that was to
be monitored and managed. In recent
years, the leading consumer packaged
goods brands have begun to recognise
in-store marketing as a brand-building
strategy and a marketing investment to
be cultivated,’ says professor David Stec,
The Centre of Lean Business
Management vice president.
Buying a bed or mattress is often a
distress purchase. You are faced with a
consumer who feels uncomfortable that
they don’t have the knowledge to make
a confident purchase for something they
only buy once every seven to 15 years.
They also feel slightly resentful that

Lighting can create a soothing effect
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The Portland Collection

No Minimum Order • 7 - 28 Days Delivery
Order Your New 2008 Catalogue Now!

Bedside

Triple Robe

• 3 Drawers
• Solid Antique Pine

• 3 Drawers

£17.60

• Antique Pine

£99.99

4+2 Chest

Solid Pine

• 6 Drawers
• Solid Antique Pine

DOUBLE WARDROBE . . . . . . . . . . . . . . . . . . . . . .£74.50

Double Robe Double Robe £44.50

3 DRAWER BEDSIDE . . . . . . . . . . . . . . . . . . . . . . .£17.60

•2 Drawers

• Antique Pine

• Solid Antique Pine

£74.50

5 DRAWER SLIM CHEST . . . . . . . . . . . . . . . . . . . .£35.50
TRIPLE WARDROBE + 3 DRAWERS . . . . . . . . . . .£99.99
DOUBLE ROBE + 2 DRAWERS . . . . . . . . . . . . . .£90.00

£90.00

Solid Pine

IN STOCK NOW!
NEW POPULAR ANTIQUE COLOUR
Solid Pine • Fully Framed Chests • Self Closing
Fully Adjustable Hinges • Fielded Panel Doors

4+2 DRAWER CHEST . . . . . . . . . . . . . . . . . . . . . .£44.50
4+7 WIDE CHEST . . . . . . . . . . . . . . . . . . . . . . . . .£70.00
SINGLE PEDESTAL DRESSING TABLE . . . . . . . . .£43.50
DRESSING TABLE MIRROR . . . . . . . . . . . . . . . . .£10.75
STOOL . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .£10.75
BLANKET BOX . . . . . . . . . . . . . . . . . . . . . . . . . . . .£32.50

Durham Road Trading Estate • Birtley • County Durham • DH3 2BG
T: 0191 492 3855 • F: 0191 492 1344
E: sales@intfurniture.co.uk • www.intfurniture.co.uk
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Embrace

THE WORLD’S FINEST

International
Furniture Fair
Singapore 2009

Visit us at www.iffs.com.sg

26th ASEAN Furniture Show

Interiors Monthly

9 -12 March 2009
Halls 3 - 9, Singapore Expo
Participating countries include:
Australia • Belgium • Brazil • British Virgin Islands • Canada • China • Denmark • Egypt • Finland
France • Germany • Hong Kong • India • Indonesia • Ireland • Italy • Malaysia • Mexico • Myanmar
The Netherlands • New Zealand • The Philippines • Seychelles • Singapore • South Korea • Spain
Sri Lanka • Taiwan • Thailand • Turkey • United Kingdom • United States of America • Vietnam
Organised by:
International Furniture Fair Singapore Pte Ltd
62 Sungei Kadut Loop, #04-19, International Furniture Centre, Singapore 729507
Tel: (65) 6569 6988 • Fax: (65) 6569 9939 • Email: enquiry@iffs.com.sg • Website: www.iffs.com.sg

IF1703WNNU-1.indd 1
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Beds
Try creating a beautifully designed
bedroom ‘taster’ at the front of the
store?
Why should the consumer buy a bed
from you? They are looking for your
expertise! Who is your in-store expert?
Can someone in store gain extra training
from the bed/mattresses suppliers (most
of them offer this for free)? Could they
then wear an extra line on their namebadge or have a plaque on the wall as a
reference point? This will communicate
to the consumer that you are serious
about the bed business.
I am a strong believer in the five
senses across all points in-store. This is
used with great success outside of our
industry. The consumers’ sightline is
essential – but what can they feel, hear,
smell and even taste.
Consider evoking the consumers
senses for little cost and good benefits –
let them touch and feel the products. A
soothing scent in the area and suitable
soundtracks. And taste – well the world
is your oyster, be clever and fit with your
brand – try serving hot chocolate or
Horlicks as a novel twist on coffee.
There is a golden opportunity to
improve the way we sell beds and
bedroom furniture within the UK. Why
not become a pioneer?
Kate Hardcastle is a multi-award
winning marketer and consultant of
Passion Marketing

Sheerhome

conflicting messages are in the area?
G Stand in one place and take in one
viewpoint – how many different pieces
of POS and mixed messages can you
see? This sends a message of confusion.
G Consider creating a simple guide for
consumers to lead them through your
product choices. This will make you an
authority on this and give you a real
point of difference. List the product
choices side by side, so consumers can
see the options. Accentuate the higher
price points in terms of benefits – what
are the additional features?
G Simplify this to include things you
may take for granted but the consumer
does not:
Bed sizes – display sizes by the
descriptions: single, double, king, etc
Assembly – what will they have to do
when they get the product? Do you
offer installation? Sell this message.
Comfort Rating – keep it simple.
Include a description of the feel of the
product – how does it compare to
others in-store? Consider offering a star
rating to help.
What is your bed USP? Why should
the consumer buy a bed from you?
Ensure you communicate this clearly, for
example: ‘We’ve been creating a good
night’s sleep for over 50 years’.
If it is a furniture store – where is the
bedroom department? Does it look or
feel like an afterthought? If so, that may
penetrate to the consumer.

Training: Show me
the results
After more than three decades
selling carpets, furniture and
kitchens, Andrew Adamson explains
how retailers could significantly
boost profits if sales staff were
professionally trained to sell rather
than just take orders.
What is training? It is the sales adage:
‘Tell me and I forget, show me and I
remember, involve me and I
understand.’ Training is selling ideas to
the listener.
I believe that salespeople are
generally quite intelligent and have
developed ways that will produce
enough sales to make a living and
keep their jobs, often by whatever
means necessary.
The criteria that should be applied
to salespeople is twofold, their
average sale value (ASV) and their
conversion rates.
Average sale value, if not already
known, can be calculated quite easily,
the conversion rate is another matter
entirely. Few in the furniture industry
seem to realise just how vital this
measurement is for a business. Door
counters do not and cannot work,
there are too many imponderables
and even if they were accurate they
will not indicate which salesperson is
doing what.
The conversion rate is the number
of approaches made divided by the
number of sales, on a daily basis.
There is no other way of calculating
this figure. If a salesperson approaches
20 prospects in the course of a day
and gets one sale, the conversion rate
is 5%, if they take two orders 10%. An
order is only an order when there is
money in the till.
Salespeople will on average convert
between 5%-10% of the people with
whom they come into contact; a
skilled professional will do somewhat
better, 60%-70%. Such rates are the
result of selling to your customers
needs and making every effort to
produce satisfied customers.
Turn to page 34 for satisfaction factors

Displays need to be dressed to encourage consumers

www.interiorsmonthly.co.uk
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Carpet

PRESENTATION

FIRM FOUNDATIONS

Victoria Carpets

How products are displayed plays a huge role in generating
sales as shoppers become ever more demanding

Retailers should not be afraid of selling better end products, says Lewis

Displaying carpet samples with underlay
underneath is vital, according to Richard
Comboy, Bajong and McThree Carpets
general sales manager.
‘If the shop stocks rolls, they can cut a
metre off the roll and lay it on the floor
in front of the display rack with a quality
underlay and perhaps whipped around
the edges for a nice finished
presentation,’ he says.
‘The end consumer often only gets to
see the carpet in a sample book or on
the roll, but when you think about it,
the best position for any carpet is on the
floor, for them to walk on and see how
luxurious it feels – it sounds obvious but
not many retailers actually do this.’
This presentation can also be done
with standard shop samples, and if the
samples aren’t large enough Comboy
says retailers should ask for a large
sample or free small cut.
‘Importantly this system can be used
to sell up – the shop can have a very
cheap budget carpet on a low quality
underlay as a comparison, which the
consumer will not like, that they can also

34

Interiors Monthly September 2008

see at the same time. So long as the
salesperson has defined exactly the
amount of money the consumer is
prepared to spend then he can sell the
customer up to the better quality and
more luxurious product.’
He stresses that the salesperson needs
to know exactly what the customer is
prepared to spend. ‘There are hundreds
of leading questions any good
salesperson should be able to use to find
this out, but too often they make the
customer’s mind up for them and go for
the cheaper product because it’s the
easier sell. This costs our trade an
absolute fortune – more than a year’s
worth of sales.
‘Another good point is not to discuss
and highlight per sqm prices but the end
total prices. For example 20sqm of £10
carpet is £200 and if the sales person
tries to sells up to £15 per sqm this
could sound expensive. If it is described
as costing £300 it doesn’t sound
quite as bad. Around £300 for a
completed room is actually a good
and worthwhile investment.’

Training: Satisfaction
The absolute goal of every salesperson
must be to create satisfied customers to
ensure they return to buy again. It is
always tempting to just take the order,
in most cases to get a sale and make
some commission. This is unlikely to
create a satisfied customer, regardless
of the quality of the product, whether
it costs £200 or £2,000, if the chair
does not meet the needs of the
customer they will be unhappy.
Selling is a skill and those skills need
to be learnt. A salesperson needs to
know all the products available, the
features and benefits of those features.
Without this knowledge nothing is
sold, someone buys. A salesperson
needs the skill of being able to find out
enough about the prospect and their
needs to match a product to those
needs. Then they need the skill of
matching the benefits of the features to
the now known needs of the prospect,
without ‘telling’ them what they need
or boring them with irrelevant
information. These skills are neither the
beginning nor the end of the sales
process, simply part of it.
To perform these skills with a
prospect takes time and when used
professionally will generate a huge
amount of business of higher value.
Selling has nothing to do with
‘closing the deal’ or overcoming
objections. A professional presentation
of a product that suits the prospect’s
needs virtually guarantees a sale: there
will be no objections to overcome and
no need to ‘close the deal’, just write
the order.
Salespeople have always been
judged by their production: the best is
the one who produces the highest
volume of business. As Noel Edmonds
says ‘Deal or No deal?’ This is
conventional thinking, but by thinking
outside the box and examining how
the sales were made, more business
can perhaps be gained. Ask yourself:
G How are those sales made?
G How many sales are not made?
G What is the average sale value?
G What products are being ‘sold’?
Turn to page 39 for questions
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tollgate
w w w. c o n t e m p o r a r y l i f e . c o . u k

Stand Out
From the Crowd...
To build upon the success and create
awareness of the Contemporary Life and
Tollgate collections, Contemporary Life &
Textiles Ltd are launching a bespoke,
ground breaking point of sale stand that
will revolutionise the way carpet is sold.

The stand clearly displays all of the products
enabling customers to see and touch the
quality of the all collections immediately.
What makes it different ……. an integrated DVD
monitor that catches the attention of the passing
customer and dynamically promotes the brand.
To see a demonstration of the new stand,
visit us at the National Floor Show, Hall A, Stand A8

C o n t e m p o r a r y L i f e & Te x t i l e s L t d - Where luxury comes naturally.
www.contemporarylife.co.uk
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80% Pure new Wool, 10% PES Kingloc, 10% PP
Available in three qualities
4 m & 5 m wide

Kingsmead Carpets
Relay Park, Relay Drive
Tamworth, B77 5PR UK
Telephone: +44 1827 831424
Fax: +44 1827 831425
E-Mail: info@kingsmead-sales.co.uk
Web Site: http://www.kingsmeadcarpets.co.uk
NATIONAL FLOOR SHOW STAND C16

TRIPLE TWISTzonderWitA4.indd 1
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According to Shaun Lewis, Victoria
Carpets sales and marketing director,
retailers should try to sell better quality
products so shoppers get more value.
‘The golden rule is simple, you get
what you pay for. There is a reason why
our twists for example are the price they
are, we use the best raw materials that
are available. You can buy 30oz–40oz
twists for less than a fiver but would you!
‘I believe consumers go to their
independent retailers for advice on what
to buy. They should
not be scared of
selling the better
end products
because that will
give the consumer
value for money,
and they will come
back.
‘Most retail stores
look like a tip, if
only they would spend money on them
they would generate more business, but
that costs money and getting some of
them to part with it is like finding gold.
Consumers are getting more fussy and
like shopping in nice stores. The carpet
industry needs to understand that we are
now in the 21st century,’ he says.
Retailers should also make use of

manufacturers’ product photography for
advertisements.
‘With a slowing housing market,
people are less likely to up sticks and
move, looking to stay put in their homes
for longer. Therefore, investment in their
interiors is likely to be viewed more as a
long-term solution and not a short-term
fix, and carpets are no exception,’ says
Richard Lawrence, Axminster Carpets
Group marketing manager.
‘When it comes to quality, consumers
are willing to accept
that it costs a little
more and providing
salesmen on the
shopfloor can
communicate this
accurately and in a
knowledgeable and
positive manner.
Retailers will reap the
benefits with
improved profit margins from higher
grade products. This expertise on the
shopfloor should be further supported by
fuelling imagination through attractive
and inspirational POS.’
Where the differences in quality are not
immediately obvious to consumers, the
role of the sales staff is vital. ‘It is the
salesman’s role to communicate that an
investment at this stage will pay later
down the line,’ he says.
Russell Clarke, Cavalier Carpets
marketing manager maintains: ‘Selling
a lifestyle is by far the easiest way of
bringing something extra to the table
in these difficult times, helping retailers
to encourage consumers to buy into
their dreams and fulfil the aspirations for
their home.
‘Homeowners are looking for
something more than the staid displays
offered by many manufacturers. They
need something that tells them the
carpet they are considering is one that
fits in with their lifestyle and makes a
statement about who they are.’
Clarke says retailers looking to make
the most of sales need every assistance
to make carpet a desirable purchase and
finding ways of turning it into such. Of
course, manufacturers can help in the
way they produce in-store marketing,
driving a cleaner, simpler approach that
draws attention to the carpet.

‘They make the
customer’s mind up
for them and go for
the cheaper product
because it’s the
easier sell’

Training: Ask questions
Most sales do not involve selling, the
prospect buys, generally based on
them liking a product enough to buy
it, so in fact they buy blind. Why?
Most salespeople convert less than
10% of their prospects, consequently
90% of these prospects, or 9 out of
10, do not buy. Why? The average sale
value (ASV) is generally fairly low.
Why? Are the products sold mainly
offers and promotional products?
Why? It does not really matter what
the product is, beds, cabinet,
upholstery, carpets, or kitchens, the
same applies. Does everyone want
cheap? Is there something happening
to the buying public that makes them
buy cheap, or is the problem rooted in
the sales process itself, or in the minds
of salespeople and managers.
Turn to page 44 for some answers

Cavalier Carpets

Carpet

Retailers need to adopt a lifestyle look

‘Consumers are now far more
knowledgeable about carpet and interior
design in general and this needs to be
reflected in-store. Rather than just a
swathe of numerous colours, budding
interior designers want to see how
colours and textures can work together
within a space, how they can create a
contemporary feel, or how the can use
carpet to achieve a traditional ambience,’
he says.
‘By working closely with manufacturers
and adopting innovative marketing
materials, retailers can assist in this. Even
small propped spaces, for example
featuring a contemporary lamp table that
show carpet working within a space, can
allow retailers to show just how colour
and texture can be used creatively. Of
course, lifestyle photography can also
have a similar effect and using it in
strategic locations in-store can achieve
the same goal, if a little more diluted.
‘Efforts, such as our new POS, to make
carpet a desirable, lifestyle-enhancing
commodity, rather than a mundane
choice of beige based solely on a budget
will make all the difference. With little
signs of immediate recovery in the retail
sector, retailers should be thinking about
this sooner rather than later.’

www.interiorsmonthly.co.uk
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Audio visual

FEMALE FRIENDLY
CLEAR CHOICES

Keeping living rooms neat and tidy is vital when selling
audio visual furniture, and getting female approval

member of, but it’s clear the point
is that men are generally more
interested in high-end electronic
gadgetry than women.
‘Further, this obsession with fancy
digital gadgets works well as long as a
man lives on his own. However, once
he’s married or otherwise sharing
living quarters with a significant
female other, electronic emblems of
singlehood such as refrigerator-sized
speakers and wall-covering home theatre
systems are doomed.
‘Why? Because (so the theory goes)
most women don’t want to live in a
home dominated by over-the-top
electronica. Their preferences run
more towards things that are

Golden rules
G Display TVs on a support instead of
a shop fitment – they are more likely to
be viewed as a package.
G Point out cable management
features to female customers.
G The three golden rules of selling
home entertainment furniture are:
keep it priced, keep it clean and keep
it stocked.
G Point out special features such as:
toughened safety glass shelves,
cable covers; pivot plasma arm to
ensure correct viewing height and
‘football’ castors to facilitate moving
stand around.

Bang & Olufsen

Thanks to the tabloid press we’ve all
heard of WAGs. But do you know what
WAF stands for? Maybe not. But you
and your sales team should as it’s a key
factor in selling audio visual furniture
and accessories.
Petr Faitl, Alphason Designs product
manager says it stands for: ‘Wife
acceptance factor. In an object, especially
an electronic device, that normally
appeals only to men, the qualities or
features added to or modified in the
object to make it acceptable to women.
‘In these sensitive times, gender
generalising is a hazardous game that’s
usually played only by fools and rabblerousers. I hesitate to speculate which of
these groups the coiner of WAF is a

Shoppers want tidy AV set-ups

40

Interiors Monthly September 2008

41_IM_0908

20/8/08

16:08

Page 41

r
i
a
F
e
s
u
o
H
r

u
o
o
t
n
o
i
t
a
t
Invi

NOTE:
MAKE A
PLEASE
OW
U R E -S H
F U R N IT E L S
th , 2008
SS
IN B R U R 02th – 05
BE
M
25
E
2
V
O
N
S TA N D
HALL 4

O U R S U C C E S S F U L S O FA R A N G E H A S U N M I S TA K A B L E A N D D I S T I N G U I S I N G F E AT U R E S :
T H E Y A R E L O V E D I M M E D I AT E LY A N D A R E S E L L I N G W E L L ! A D D I M P R E S S I V E D E S I G N I N
P E R F E C T Q U A L I T Y A N D C A L L T H AT C O L L E C T I O N " S O FA S F O R F R I E N D S " .
O N T H E O C C A S I O N O F T H E P R E S E N TAT I O N O F T H E N E W K O I N O R - C O L L E C T I O N 2 0 0 9 Y O U
ARE CORDIALLY INVITED TO VISIT OUR I N - H O U S E E X H I B I T I O N O C T O B E R 3 R D – 8 T H .

KOINOR Polstermöbel

Landwehrstraße 14

96247 Michelau

Germany

Tel +49 (0)9571 892-0
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Pictured Carpet: Bubbly Colours - Bucks Fizz

Kingsmead Carpets - 01827 831 426. Visit us at the National Floor Show: Stand C16.
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If you’re looking for
something different...

Join the trend for all things bright and beautiful.
Six ranges to suit all customers.
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Audio visual

Alphason Designs

Training: Thinking hats

Keeping products in stock is key

attractive, understated, and easy-to-use,
and it’s these characteristics that give
devices a high score on the WAF scale.
‘In selling to a couple it’s crucial to
take account of this very important
factor and play your strong cards.
Audio visual furniture, can score lots of
brownie points on the WAF scale if it has
good cable management. Women want
cables to be completely out of sight.
After all who wants their living room to
look like Spaghetti
Junction?
‘You just can’t do too
much on the cable
management side. It’s
one of the first things a
woman will ask about
when you start talking
about AV furniture,’
reckons Faitl.
The Apex universal
support for Plasma and
LCD screens the cable
management facility that is incorporated
into the rear of the central support. It
offers sufficient space to conceal cables
from the screen and associated AV
equipment plus there’s room for a fourway extension lead.
Safety is another feature that scores
high on the WAF scale, especially in
homes with young families. If the TV
support’s glass shelves conform to the
highest standards of BS6206A and BS

EN12150-1, as all Alphason furniture
does, make a point of informing the
female customer, says Faitl.
‘In fact go on to explain that BS6206A
refers to the fact that if, in the unlikely
case of breakage, the glass will shatter
into hundreds of dull edged pieces
unlikely to pose any threat to safety.
Recent legislation in European Safety
Standards insists that the standard of
glass is etched into the glass together
with the date and the
manufacturer’s name.
At Alphason, we
adopted this practice
the minute this new
standard was
recommended.’
Child friendly features
also have high WAF
appeal. Safety was
paramount in the
design of the
bestselling Ambri
cabinet’s door. Special attention was
given to the opening mechanism to
make it more child friendly and ensure it
operates with a smooth action, opening
and closing gradually, not descending
with impact.
As Faitl says: ‘Feedback from our
customer base tells us that this goes
down very well especially with mums. So
don’t underestimate the power of WAF
in your shop.’

‘Women want
cables to be out
of sight… who
wants their living
room to look like
Spaghetti
Junction?’
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We’ve asked the questions, so examine
some answers using lateral thinking.
1 If a salesperson knows enough about
a prospect’s needs, and the features
and benefits of the products, they can
match the product to the needs and
actually sell their products instead of
just taking orders.
2 Conversion rates – I have quoted
10%, but I suspect this figure could be
a good deal lower. What causes this? Is
it the salesperson’s inability to match
needs and product, a lack of product
knowledge, or a combination of both?
3 The ASV will automatically increase if
a prospect is shown how owning a
product that suits their needs will
benefit them.
4 Not everyone wants to buy cheap.
Most people cannot make an informed
buying decision because they know
little about the products, so they buy
based on their liking of something.
5 Imagine what would happen if each
salesperson converts just 1% moreCaption
of
their prospects and increased their ASV
by 10%. Turnover will rise by 21% and
most of the gross profit generated by
the increased sales will convert
instantly to net profit because apart
from a little extra paperwork and
commission, there are no added costs.
This can be achieved by training. Ask
yourself how much you spend on
training and where that money can
come from without increased
spending? It could come from cutting
your advertising budget, but if
advertising gets more prospects into
your store and 90% do not buy, who is
responsible? Not the Press or radio
stations as they helped raise footfall.
6 The way a salesperson thinks directly
influences the outcome of any sales
contact: ‘If you think you can or you
think you can’t, you’re right,’ is often
quoted, but rarely understood. If a
salesperson thinks people are just
looking, they will. If they think it is too
hot/cold/wet to buy, they will not. That
is the salespersons’ thinking. The
prospect wants to buy and be given
enough reasons to do so.
Turn to page 46 to get converted
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NEW!

Visit our new website!

www.gaskellwoolrich.co.uk
...and view all our products.

Gaskell Wool Rich
Sales Tel: 01827 831525 Fax: 01827 831508
www.gaskellwoolrich.co.uk
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Bedroom

STRATEGY COUNTS
ROOMSETS RULE
Displaying sufficient pieces is key to generate
sales, along with lots of product information

As consumers tighten their purse strings
and the housing market slows down,
furniture retailers must be more strategic
than ever when it comes to sales and
marketing, according to Sean FrostPalmer, Kingstown Furniture national
sales manager.
‘A few simple activities can really make
a difference to sales figures. The four
areas that retailers should focus upon
are display, price, staff training and
advertising. In-store displays, if put
together correctly, can grab the
consumer’s attention and generate
interest in an instant,’ he says.
Frost-Palmer recommends that at least
four pieces should be included in a
roomset. For larger ranges, such as its
flagship Signature collection, he suggests
six to eight pieces be used, to illustrate
the many different products that are
available.
‘The following items set out in a
roomset should attract good sales:
three-door/six-drawer combi, three and
two-drawer chest, a bed, two threedrawer narrow chests, a standard height

two or four-door wardrobe, a dressing
table, stool and a mirror.
Price is a key issue for consumers at
the moment, and retailers should
approach this carefully. Frost-Palmer says
that if retailers offer a keen price on one
or two items in a range, the customer is
more likely to be enticed.
Good POS items will also help,
including ‘silent salesmen’ featuring the
other items in the range. POS displays
should be accompanied by plenty of
brochures as retailers should offer as
much information as possible to help
customers make an informed decision.
‘Sales staff should be fully trained on
every range in the store – because a
confident, helpful and knowledgeable
salesperson is sometimes just enough to
make up the customer’s mind,’ he says.
‘Advertising budgets may not be large
at the moment however, effective
advertising is invaluable and worth
investment. For maximum impact, we
advise retailers to use high quality
images to capture their customers’
imaginations. Money off vouchers for

Roomsets, such as Kingstown’s Signature, grab customers’ attention
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redemption in-store also work well and
can be great for increasing footfall
through the store.
‘A little effort can go a long way. If
retailers make the most of their in-store
space, train and motivate their staff, and
implement attractive pricing strategies
which can be backed up with carefully
placed advertising – sales should be
maintained or even increased.’

Training: More conversions
Increase the conversion rate of every
salesperson and increase the ASV –
this obviously will boost gross profit.
If a customer shows an interest in a
sofa for around £599, most
salespeople will write the order
without asking any questions. If they
ask what that customer has now and
listens to the answer, this may well
indicate that they would be prepared
to spend more than £599 because
they already own a quality sofa.
The £599 sofa will generate a gross
profit of around £200-£250, however
if the salesperson demonstrates a sofa
which may look similar, yet costs
£1,299, and shows the customer the
benefits of owning the more expensive
sofa – better fillings, higher quality,
longer life etc – and sells it, the profit
leaps to £450 or more.
Should £1,299 prove too rich, the
salesperson can demonstrate a £999
or an £899 product all of which would
be better than the £599 both for the
customer and the retailer.
What effect would this have on your
profits if your salespeople did this
every time they spoke with a prospect,
10 times a day, five days a week, 48
weeks a year…
Turn to page 48 for footfall myths
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Chantilly

boudoircollection
For more details about Chantilly or the other ranges in our "boudoir collection"
go to www.alstons.co.uk, call 01473 277202 or email boudoir@alstons.co.uk
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Natural flooring

INDIVIDUALITY
SAMPLE LIFE

Use a bright window display to draw shoppers in
and then allow them to create their own rug

Use bright designs, such as Audrey Sunrise, in window displays

Consumers looking for the ultimate way
to express their personal taste and
personality can design their own rug
with encouragement from retailers.
Inga Morris, Crucial Trading marketing
manager, suggests having a PC in-store
to allow shoppers to create their design
online. Once they have finished, retailers
can use the border samples that come
with Crucial’s display stands and sample
books to show them what the rug will
really look and feel like.
‘With homeowners opting to remain
at their current properties rather than
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moving house, the time is ripe to inspire
them to redecorate and make their
house a home. With less emphasis on
decorating to sell, consumers are starting
to explore new and different ways to
express themselves through home
decoration,’ she says.
‘The discerning consumer wants to
create rooms that stand out from the
crowd. With natural floorcoverings and
rugs, the two most obvious ways to
create difference is through colour and
texture. Crucial’s range of natural
floorcoverings offers a wealth of

Training: Footfall
The need for high footfall is another
myth. If the salesperson engages in
conversation with a prospective
customer, finds the needs and
demonstrates how the benefits of the
product suit those needs, the chances
of selling are high. If this process takes
an hour then how many opportunities
would the salesperson need in a day?
There are a number of stages to go
through from the initial approach to
seeing the customer to the door:
G greeting
G establishing rapport
G questions
G selection
G demonstration
G write order
G confirm order
G next sale.
Following these in order will gain
more sales.
The absolute goal of the salesperson
and company must be to change a
prospective customer into a satisfied
customer, because satisfied customers
come back and are easier to sell to
because they trust your company and
your salespeople.
A competent salesperson knows
how to explain the benefits of a
feature in relation to the prospect’s
needs. If they are replacing their sofa
because the seats have collapsed and
the salesperson demonstrates a
durable sofa with cold formed foam
seat cushions supported on heavy
duty springs anchored to hardwood
bracers with back cushions filled with
long life fibre, it enhances the chance
of a sale. The prospect will feel
confident it will better suit their needs
than an alternative about which they
know nothing.
It is the job of a salesperson to turn
a prospect into a satisfied customer,
not just ‘take an order’ for the very
simple reason that satisfied customers
return and buy again and again.
Satisfied customers recommend your
store to their friends. Dissatisfied
customers do not return and do not
recommend their friends, ever.
Turn to page 50 for repeat business
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Please visit us at the
National Floor Show, Harrogate
on stand B11.

Introducting our latest addition

Hathaway Berbers
• 80/20 Wool Twist
• 15 Colours
• 3 Weights
• 4 & 5m Widths

Tel: 01827 831430
Fax: 01827 831431
www.georgiancarpetsuk.co.uk
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Natural flooring
textures and colours designed to give a
room the wow factor. National interiors
magazines such as Homes and Gardens,
Ideal Home, The World of Interiors and
Living etc regularly feature Crucial
Trading in their feature spreads, so
consumers can be reassured that their
chosen floorcovering has a designer
stamp of approval.
‘If consumers are undecided about
which product to purchase, retailers can
request samples to be sent to their home.
Seeing how the floorcovering looks in
natural light at home could be the final
touch which secures an order.’
Morris says another proven way of
drawing interest to a store is by creating
bright and impactful window displays
and changing them regularly. ‘Choose
bright colours which will stand out as the
nights draw in.’ She says Crucial’s Audrey
Sunrise ‘is a proven show-stopper and
looks fantastic in a window display, and
the Mississippi range, such as Burgundy/
Blue or Black/Silver can also be used to
great effect.’

Use manufacturers’ images in advertising
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Training: Emotional signals

Make sure displays have impact

Retailers should also use
manufacturers’ brochure images
alongside the rugs in the window
‘There’s nothing more enticing and
inspiring than showing how the
floorcovering looks when it’s in situ,’
she says.
The same images can also be used in
local and regional Press advertisements.
‘Advertising is a great way of triggering
homeowners to think about redecorating
– especially with the all-important
Christmas entertaining season coming.
‘Stockists can use images from the new
brochure to bring their advertising to life.
Retailers can choose from modern,
traditional or country images, depending
on the type of consumers in their area
and what they feel would be most
appealing to them.
Morris says retailers may even be able
to get a good deal with newspapers and
magazines as there is less demand for
advertising space due to the economic
conditions, but it is important to get the
content right.
‘When it comes to designing an
advertisement, it is often more effective
to have one attention-grabbing image
rather than lots of little images,’ she says.
‘Although it’s tempting to try to get
across the huge range of products on
offer, inspiring consumers to redecorate is
more likely if they are shown a gorgeous
room that they would love to live in.’

Selling is emotional, not logical; a
competent salesperson uses emotional
words and involves the prospects’
emotions. Prospects never buy
features, they buy the benefits of
those features that match as closely as
possible their needs and that add
value to the product.
A competent salesperson never tells
a prospect anything, they ask
questions. Take a fabulous leather
swivel recliner chair: ‘This chair will
support your whole body, neck, back
and legs. The experts tell us that being
properly supported from the neck,
through the shoulders, back, thighs
and feet, our blood circulation
improves and we are able to totally
relax, is that how you feel?’ Generally
the prospect accepts such a statement
and will agree.
Repeat trade is the lifeblood of any
company and it is not only the best,
but the cheapest way to grow. How
many salespeople ever ask for more
Caption
business at the end of a sale?
Most are happy to have got the sale
(and some commission) so move on to
the next prospect. Why not reinforce
the sale by saying ‘Mr and Mrs Smith,
thank you for your order, I am sure
you will be happy with your new sofa,
however nothing man-made is
perfect, so in the very unlikely event
you have a problem, no matter how
small, please come back to me, and I’ll
be more than happy to help.’ And
‘Mr and Mrs Smith, the sofa you have
just bought was the number one on
your wish-list, so please tell me what
your new number one is?’
Often this will be a new bed or
carpet, so if your company sells these,
take them to that department. And off
you go again, questions, selections
demonstration and another sale. Not
every time, but often enough to make
the effort worthwhile and the
salesperson has sown the seed which
will germinate in time and bring the
customer back to buy again.
Andrew Adamson is a partner in
Trinity Retail
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Carpenter
Luxury Underlay
FOR EVERY STEP YOU TAKE…

“

A Shop full of customers,
the till ringing and actually
better than expected
margins...

”

Claire Sullivan,
Pounce Furnishers, Gravesend
3 February 2008

NEW

There’s no
need to tell tales
to get clients when you

deliver unparalleled results.
And uncompromising integrity.
The Lynch Sales Company is the original sales
promotion company, the one that many of the
nation’s finest retailers choose to hold their Sales.

Luxury
y Carpett Underlay
Light to Lift & Carry, Easy to Cut & Fit

A 10mm Polyurethane
product that out performs
most rubber underlays

• Increased luxury & comfort around the home
• Excellent heat and sound insulation
• Flame Retardant
• Guaranteed for the lifetime of the carpet

Why? Because we’re been delivering real results,
with honesty and integrity for more than 94 years.
After all those years, we still find it the best way to
gain and keep clients.
Our clients understand the difference between profit
and turnover, that is why when Adrian Pounce and
Claire Sullivan sold their store they hired the Lynch
Sales Company to organise their Relocation Sale for
them. We delivered these impressive results:
• £300,000 new business generated
• 31% of annual turnover acheived
• Marketing Costs under 4%
To find out how Lynch Sales Company can help
you, simply contact us and we will send you real
results and testimonials from respected retailers
you can contact to verify the results.

Doesn’t your store deserve the experience, integrity
and results of a Lynch Sales Company sale?
UNCOMPROMISING

RECYCLED & RECYCLABLE
Dinting Lodge Industrial Estate, Glossop, Derbyshire SK13 6LE
Tel: 01457 861141 • Fax: 01457 853198
glossop.sales@carpenter.com • www.carpenter.ltd.uk

I N T E G R I T Y.

U N PA R A L L E L E D

R E S U LT S .

LYNCH
Sales Company
Established 1914

CONTACT GARETH PRICE
1 STANLEY ROAD, EMSWORTH, HAMPSHIRE PO10 7BD
TEL: (0) 1243 378369
WWW.LYNCHSALES.CO.UK
Copyright 2008 Lynch Brothers Licensing Corporation
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Upholstery

MAKE A STATEMENT
EVENT TIME

Make sure sofas are displayed to their full potential, remember
accessories and generate extra business with a sale

Lighting is vital says Simon Tyler

Selling upholstery requires retailers to
put some effort into it. This might seem
obvious, but some stores do not always
make the best of displaying the product
to its best advantage.
‘The majority of the furniture that
we’ve had success with over the past
few years has been particularly
decorative, with a fairly powerful
aesthetic. The retailers who have had
the most success with it have been the
ones who’ve spent time creating tailored
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roomsets around the furniture, propping
appropriately and, very importantly,
lighting it effectively,’ says Simon Tyler,
Michael Tyler director.
‘The latter cannot be overstated,
especially when the sofas are covered in
high quality fabrics. We use a lot of
velvets, golds, metallic yarns, etc and
they need to be lit correctly to look their
best. The best lighting tends to follow a
pattern of low ambient light with
directional spot lighting. It’s not rocket

science, but considering the kind of
drama that thoughtfully considered
lighting can achieve I do wonder why
more retailers don’t try a bit harder.’
Tyler says position in the shop is also
important. ‘If you want to sell statement
furniture then it should go in a
prominent position. If it’s tucked away in
a corner upstairs then there’s no
statement. People after a bargain will
more than likely scour the shop looking
for cheap deals, but the customer
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Ethnicraft.com

Oak - Teak - Walnut
Contemporary design
Living room - Dining room - Bedroom
Solid wood furniture

Come and check out all our collections in our showroom in Boom, near Antwerp in Belgium
ETHNICRAFT NV - Alf Martin - Scheldeweg 5 - 2850 Boom - Belgium
T +32 3 443 01 26 - F +32 3 443 01 27 - alf.martin@ethnicraft.com
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Upholstery
who is looking for something to impress
their friends is going to turn around and
walk out if they don’t immediately see
what they’re looking for.
‘If there are less people coming in
your shop then you need to catch the
attention of the people who do, both in
terms of product and staff attentiveness.
‘As far as the latter is concerned, I
went into a shop last week and spent
about five minutes wandering around,
before walking out and continuing on
my way. In that time, and despite being
the only customer in the shop in a time
of consumer purse-tightening, no-one
appeared to see whether I actually
wanted to buy anything at all, despite
the door making a very loud beep when
I first walked in. Assuming they weren’t
all simultaneously suffering some bout of
food poisoning, it was a great example
of how not to sell furniture,’ says Tyler.
He reckons that now is the time to try
new stock. ‘The most inspirational
retailers I’ve dealt with recently are the
kind of people who look at the current
conditions as a challenge, rather than an
excuse to hide under the duvet until
business picks up again. Those retailers
are the ones who’ve also ordered most
new stock recently, and I think the
connection is obvious.’

Coming back
Getting customers to return to the store
is vital, and even better if they return
even when they are not thinking of
buying furniture, giving the opportunity
to show off new products and offers
while building the relationship.
According to Neil Gent, Pro-techs
director, leather upholstery cleaning is
one way of generating these increased
visits.
However he warns that while selling a
bottle cleaning kit may generate an extra
sale, it will not result in repeat visits. He
says only 20% of shoppers will use the
kit, and only one would use it a second
time faced with a dried out sponge and
cloths from the kit.
‘In contrast, how many consumers will
take home their easy to use cloth kits,
tear open the cleaner foil and wipe
down the sofa, wait for it to dry
and tear open a protection cream
cloth and simply wipe over the surface
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of the leather?’ he questions.
Gent estimates nine out of 10
shoppers would use the disposable
cloths and all of would repeat the
process when needed, buying new
cloths and so generating repeat business
and visitors for retailers.

Successful sales
‘Many retailers have been asking,
whether or not they should hold a sales
event given the current sales downturn,’
says Bernard Eaton, Greenwood Retail
md. The truth is that our sales

Create extra demand

‘People have not
stopped wanting
things… and want
or desire, is a very
powerful emotion
indeed’
events are not only working well in
the current climate, actually, they seem
to be working better than ever.
Although generally speaking, people
have slowed their spending, they have
not stopped needing things and perhaps
even more importantly, they absolutely
have not stopped wanting things… and
want or desire, is a very powerful
emotion indeed.
‘The world does not stop because of a
few fiscal ups and downs, it merely
stutters a little. You might have read that
Domino’s Pizza and McDonald’s are also
well up on trade after having had a
tough few years – proof that people will
still pay to have food cooked for them,

they are just spending less going to
takeaways rather than restaurants.
‘This time last year, many of us would
have claimed that paying the extra three
quid for the premium brand Chablis was
well worth it. This year we are buying
Chilean Sauvignon Blanc and saying it’s
just as good.
Eaton points out that: ‘People are still
willing and able to buy big ticket items
such as furniture too. The seven sales
events we have running [in August] are
not only performing on target, the sales
are towards the higher end of our target
projections.
‘The answer is simple: the best way to
tempt someone to come and buy
something from you is to offer them a
good deal on price. Price, I hear
you exclaim. Surely it’s all about
choice, quality, value and service! Well,
yes it is … but only as long as the price
is right too.’
Eaton has some rules for a successful
sales promotion.
G Do not repeat unproductive
advertising. If it’s not working stop
throwing good money away until you
are sure what you are doing is working.
G Make your advertising newsworthy. A
successful sales event is based around a
story or event relating to your business.
It should be newsworthy and put in a
positive light. The word ‘event’ is key
here. A sales event should be just that…
an event! It should be marketed to
consumers in the same way as a party or
a celebration is made known to friends
and relatives. The advertising for a sales
event should read like an invitation to a
great party and the reader should want
to be there after reading the advert.
G The sale must be genuine. Keep an
eye on legal and ethical responsibilities.
Never overstep trading law and never do
anything that would damage your
reputation. There is no point in having a
big sale if you are going to pay for it in
other ways. If you try any funny
business with false discounts etc, your
customer will sense it and leave and the
sales will decline along with your
reputation.
G Get the marketing right. For sale
events, direct response advertising is
the way to go. You will want to
build your brand at times, but a
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20% off your first order if you quote ‘Interiors ad’
High
h performance cloths impregnated with
h the
e latest cleaningg
and protection products
Trio Kit
Soft Cleaner Cloths
Super Cleaner Cloths
Protection Cream Cloths
Ink Away
24 kits per box

£13.00

Duo Kit
Soft Cleaner Cloths
Protection Cream Cloths
Ink Away
36 kits per box

£9.00

Single Kit
Protection Cream Cloths

£4.75

Soft Cleaner Cloths

£4.00

Super Cleaner Cloths

£4.25

Pro-TECHS UK Ltd
Tel: 08700 17 40 40 Fax: 08700 17 60 60
sales@pro-techsuk.com
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Upholstery
sales event is not that time.
Use the AIDA formula for your
advertisements: Attention: Grab the
readers’ attention with an attractive
headline; Interest: Get them interested in
the product or service by advocating it’s
benefits. Desire: Make them desire the
product or service with a tempting offer
and Action: Call the prospect to action
with a deadline.
G Don’t run a sale for too long. This is a
common mistake, but even worse is to
run a sale indefinitely. It is a serious
mistake to have permanent sale signs on
display. The perpetual Closing Down Sale
is not a good idea. As well as ruining
your reputation, it will attract the interest
of local Trading Standards officers. This
malpractice is now a criminal offence
under the Consumer Protection
Regulations 2008 that came into force
in May.
G A well-planned sale will be busiest
during the first and final weeks with the
middle period being relatively quiet,
although reasonably brisk. In the slower
seasons ie spring and summer for
furnishers, it is better to use shorter
durations of two or three weeks for a
general promotional sale. Four and five
week durations are better when the
market is already highly active such as in
autumn and January.
It is usually possible to sustain business
disposal events such as Closing Down

Sales for longer than promotional
themes. But even a closing down sale
will quickly run out of steam unless it is
very carefully planned and staged.
G Include high margin repeatable
product. To maximise a sales event not
only do want plenty of eager customers
in the store, but enough of the right
product to sell. Carry out a stock survey

‘The world does
not stop because
of a few fiscal
ups and downs,
it merely stutters
a little’
early on in the planning to ensure there
will be sufficient amounts of attractive
merchandise available.
At the very least you’ll want to have all
of your bestselling products available on
display, with current swatches, if
appropriate. Also, find out if your
suppliers have any promotional products
that will complement your collections.
Suppliers may also be willing to grant a
further discount during the sale in return
for promoting high volume sales. This is
an obvious way of maintaining profit

Have a dedicated cashier
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margins. Also, don’t overlook the
opportunity to sell add-on purchases
such as occasional pieces, accessories and
warranties.
G Plan and run organised sales
meetings. It’s all very well putting
together a great marketing plan to bring
in the crowds, but you must take steps
to ensure these prospects are converted
into sales. Sales meetings must be held
regularly – especially before and during
the launch days to make sure everyone
involved knows what they must do to
keep the sale running smoothly and
maximise sales.
The event manager or store manager
should draw up a list of strategies to
maximise sales efficiency that should
include: a sales training meeting which
encourages the sales team to close the
deal today.
Have a dedicated cashier to handle the
payment and paperwork leaving the sales
team free to sell. Organise extra help
with door security, administration,
wrapping, loading, telephones, etc. Keep
the delivery diary free for the first few
days so the delivery team can
concentrate on rotating floor stock.
It is also crucial that everyone involved
supports the event whether staff or
temporary help. Anyone who is overtly
negative about the event will attempt to
influence colleagues which can have a
surprisingly detrimental effect on sales.
G Stick to your marketing budget. Most
large and successful retailers target their
advertising budgets between 3% to 9%
of turnover. Taking an average of 6%,
you need to spend around £6,000 to
generate every £100,000 in net sales.
G Measuring your marketing is vital. To
analyse a marketing event the least you
need to know is: How the customer
knew about the event; the value of the
actual sales generated by the marketing;
the profit gained from those sales and
the cost of the marketing.
Eaton says: ‘Done properly, a sales
event can generate you extra sales and
profit, increase long-term sales as a result
of the extra marketing, help you identify
which products are working and which
aren’t (and help clear them) and create
some fun. The buzz of a great sales
event lifts the morale of everyone
involved. It’s infectious.’
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Gorsey Lane, Coleshill, Birmingham B46 1JU
- Sales: 01675 433066
- Accounts: 01675 433065
Fax: 01675 433042
sales@clarendon carpets.com

Yourr Pathwayy too thee ultimatee selectionn of
Superbb Value,, Twists,, Naturalss andd Berbers.
Thee Naturall Chhoice
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Laminate

SMOOTH TALKING
KNOW YOUR STUFF
Having a properly trained sales team is vital
when products are so visually similar

Balterio

If ever there was a product that
demanded sales staff to be clued up on
its benefits, it is laminate flooring.
With the average shopper unable to
tell the difference between commodity
products and top-end ranges, it is vital
that sales staff can highlight the
differences and the reasons for the
higher prices.
Take for example, a BBC visit to
Homebase, showing how not to do it.
The salesman was asked about the
differences between the cheapest and
the most expensive brands.
‘It’s the quality,’ he replied, studying
the flooring in front of him as if he had
never seen it before. ‘One of them is
MDF and the other is chipboard.
Chipboard is cheaper.’
When asked if the laminate could be
used in a kitchen or bathroom, the
answer was a categorical no. ‘I don’t
know if laminates for kitchens and
bathrooms exist. I haven’t looked into
it, but we definitely don’t sell them
here,’ he said, advising that ‘a specialist

Salesmen should know how laminates differ
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floor shop or John Lewis’ would be the
better option.
The salesman admitted he had had no
training on the product. In contrast, a
colleague instantly pointed to a range
saying it had been ‘specifically designed
to be used in bathrooms’.

The knowledge
For Pergo, product knowledge is vital.
‘Customers expect knowledgeable
sales staff, especially at smaller retailers,
and will return again and again if
they feel they meet these criteria,’ says
the company.
‘Sales staff should have a good
technical knowledge of the products as
well as expertise to provide advice on
selecting the right products and designs
for specific locations.
‘Don’t be afraid to display laminate
flooring away from other flooring
products, especially if space is at a
premium. It is important to help
customers visualise the product in their
homes, increasing sales and ensuring
product satisfaction.’
Franky Terrijn, Balterio marketing
manager has five golden rules for
increasing sales.
1 Product knowledge is essential.
Consumers like to feel that the retailer is
ahead of things.
2 Know your customer by asking
questions and listening to determine
what they really want.
3 Create a warm and cosy environment
for your customer.
4 Make sure the products are displayed
in an attractive and clean way.
5 Light is also important: a dark store
will sell less product than a well lit store.
For Richard Bailey, Floorwise md, it is
important to have an offer that allows
the consumer to trade up.
Its Grand Prix collection comprises

Grand Prix is easy to identify

three ranges, Easyclick, Easyclick V
Groove and Platinum, with differing
product features. Available in 7mm and
8mm thicknesses, the Easyclick ranges
share the same locking system and
finishes but with V grooves on all four
sides of the plank in the latter. Platinum
is a 12mm plank.
‘The Grand Prix collection has been
developed to offer retailers a highly
competitive range of products that meet
the expectations of consumers walking
into independent retailers,’ says Bailey.
‘Each improvement in the laminate is
clearly represented, making it easy for
consumers to identify what extra
investment will bring them. For example,
the 8mm laminates are differentiated
from the 7mm laminates by the way of a
green core that also has improved
moisture resistance. This helps retailers
to secure valuable up-sales and also
provides different entry points to meet
with budget requirements.’
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...are launching their new Wilton Division
with two superb products
Two traditional designs,
available in 12 exciting
colours and produced in
1 million point quality

The

Masterpiece
Collection

heatset polypropylene.

&
Artistic Touch
4 metre wide

Extra heavy domestic

Carved Wilton with a
classic scroll design.
Produced using a new
revolutionary
manufacturing process.
Available in eight superb
colourways.
4 metre wide
Extra heavy domestic
88% Polypropylene, 12% Acrylic

Both products are now available with quality lecterns.
Contact your Ossfloor Representative/Agent for full details.
Gorsey Lane, Coleshill, Birmingham, B46 1JU

Tel: +44 (0)1675 433 031
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Stone

COMMITMENT
STAFF ARE KEY

Having a large enough, well-trained enthusiastic
sales team is vital when selling stone flooring

Selling a stone floor takes
time and commitment.
Unlike many other floor
coverings that are fashion
led or have a shorter lifespan, a stone floor is, in
most cases, for life,
according to Joss Thomas,
Indigenous director.
‘When someone is
passionate about their job it
really comes across, so
choosing sales staff with a
keen interest in interior
design and natural products
will pay dividends. Training is
also key: a sales team should
be knowledgeable regarding
product ranges, benefits and
installation, as well as the
latest trends and new
innovations,’ he says.
‘Alongside good product
and mathematical skills,
good visualisation skills can
also be incredibly valuable.
Not everyone has the
capacity to think outside of
the box and customers will
also remember someone who
provided a fresh approach or
a practical or creative solution to a tricky
installation dilemma.
Having a large enough team to deal
with all enquiries is essential. Staff will
often be engaged in lengthy discussions
and a customer who needs help and has
to wait will, very often, take their
business elsewhere.
While sales staff are keen to achieve
the best deal possible, an open minded
and flexible approach is also vital stresses
Thomas. ‘Natural flooring isn’t without
its problems and it is vital that the right
product is specified for the right
installation, even if this means steering a
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limestone, must be fully
explained, so that they
are not later perceived to
be a flaw. By ensuring
that your sales team
educate consumers fully
from the off, you will be
avoiding problems later
on and ensuring
customer satisfaction.’
He says size matters for
showrooms and it is
worth investing in extra
square footage as it’s
hard to appreciate a
flooring product from a
small sample – customers
like to see large areas of
stone.
‘Try to avoid
overcrowding a space
with lots of different
products and stick to
large expanses of your
most popular products;
consider displaying other
tiles on large sample
boards instead. Lighting is
important too and a
Selling stone flooring takes time and commitment careful balance needs to
be achieved between
display light, which retailers often use in
customer towards a less expensive
abundance, and natural lighting which
product.
customers tend to prefer. Also,
‘Due to the longevity of stone
remember that while some materials
flooring, customers must be aware of
look good in harsh lights, others often
any potential pitfalls in years to come
end up looking flawed.
and of maintenance issues. This means
‘As well as layout and lighting,
customers need to be fully briefed on a
creating an overall ambient atmosphere
product’s performance and appearance,
is also important – a happy, comfortable
to avoid problems once delivery has
customer is more likely to make the
taken place or a floor lived on for a few
purchase! Small things can make a big
years. For example, some tiles will vary
difference – clear labelling, readily
dramatically in tone, while a naturally
available information that’s ready to take
pitted material may need to be refilled.
away and warm, helpful staff that are
Also, a product’s individual
attentive, without being pushy.’
characteristics, like crystal lines in pale
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Underlay

QUALITY RULES
COMFORT WINS

Retailers need to actively promote to consumers the
advantages of replacing underlay when they buy carpet

In the current economic climate retailers
are looking to boost profits even though
consumers have less to spend.
Lifting underlay sales is one way to go.
Underlay has been a behind the counter
product for many carpet retailers, but
now is the time to promote it with
in-store displays detailing its benefits.
Steve Woodhead, Interfloor marketing
director says now ‘is the time for
retailers to be positive, with underlay
and accessories providing the retailer
with a significant opportunity to improve
profits.’
He suggests there are five main areas
where retailers can act:

underlay for customers with walking aids
or a specialist underfloor heating
underlay. Customers are more likely to
buy an underlay if it meets a special
need,’ he says.

Sell the most comfortable
underlay
‘Customers really will pay a little extra for
luxurious underlay especially if they can
feel the difference. Don’t assume that
they won’t. Sales of Interfloor’s premium
underlays are still growing.’

Use point of sale

Increasing the conversion rate
Most consumers don’t buy a new
underlay with their new carpet, mostly
because the benefits of underlay weren’t
fully explained to them.
‘If you sell 50% of your carpet with a
new underlay but improve it to 60%,
you will have increased your underlay
volumes by a fifth. That is worth
about £10,000 in extra profit to the
average retailer.

Encourage customers to ‘feel
the difference’
‘When customers are encouraged to
stand on a carpet with an underlay they
can feel the difference that a new
underlay will make. Retailers using
Interfloor’s Profit Ability programme
report an average 20% increase in
underlay sales volumes.’

Sell the right product
‘Most customers want an underlay to
feel comfortable. However many require
different things – such as a hard
wearing underlay for hall, stairs and
landings, an acoustic underlay for wood
and laminate floors, a double stick

62

Interiors Monthly September 2008

Underlay enjoys higher margins

‘Customers
really will pay a
little extra for
luxurious
underlay, especially
if they can feel
the difference.
Don’t assume that
they won’t’

‘There’s plenty of point of sale to get the
underlay message across – as well as the
underlay stand there are swatch books,
hanging boards, posters, leaflets, desk
stands, door decals, carpet swing tags
and, of course, hanging samples. They’re
all specially designed to promote the
benefits of underlay to the customer.’
Richard Bailey, Floorwise md agrees
that underlay should be promoted
in-store ‘For many retailers underlay has
been a behind-the-counter product, but
now this can be a thing of the past.
‘Using POS is vital, he says. ‘With the
optional tread station and enough room
to display any number of products from
each performance group, the retailer can
immediately show the difference a high
quality underlay can make to any carpet,
and importantly that the Hyper range has
an underlay for any pocket.
‘The display unit also draws attention
to Hyper’s strong branding, reflecting its
consumer orientated nature and turning
something of an afterthought into an
important part of the purchasing
process. It also aids retailers in
communicating core characteristics of the
product, such as its recycled nature and
recyclability, thermal insulation and sound
reduction qualities.’
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MARKETING & BRAND CONSULTANCY

GET AN AWARD WINNING MARKETING AND BRAND CONSULTANCY
TODAY. ARE YOU LOOKING FOR SOMETHING THAT’S A LITTLE BIT
DIFFERENT, BUT IN A GOOD WAY? DO YOU WANT SOMEBODY
WHO CARES ABOUT RETURN AND RESULTS?

THEN WE MAY HAVE THE PERFECT SOLUTION
FOR YOU, EMAIL PASSION MARKETING NOW,

THAT’S CONTACT@PASSIONMARKETING.CO.UK TODAY.

Advertising, Design, Marketing, Branding, PR, Website, Exhibitions, Events,
Research, Partnerships, Instore Merchandising & Copy-Writing.
www.passionmarketing.co.uk

Email: contact@passionmarketing.co.uk Tel: 07896 301 616
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Software

THE SIMPLE LIFE
FREE YOURSELF
‘By making your processes simple and all
customer-centric information visible, you
can obtain an edge over your
competitors, both in the back office and
at the POS, ultimately resulting in
increased sales and profit for your
company,’ says Doug Hargrove, Torex
chief marketing officer.
He says the immediate benefit of its
FRS-POS system is that it allows the
accurate consolidation of information
instantly upon request, either at the
corporate office, regionally or at the local
store. All data is stored in a central
repository, which means staff are
working with the same real-time sales,
stock and performance figures, ensuring
reports are consistent and accurate.
‘The system should also bring
significant improvements in customer
service. The touch screen guides sales
staff through the information stored on
the system, enabling them to quickly
and easily explore different product and
pricing options for example, along with
stock availability, with the customer at
the point of contact.
‘It also captures all essential details
about the customer and the order,
automatically sending the order to the
supplier. It then tracks the status of the
order so that any staff member can field
questions from customers about its
status and delivery dates, alerting the
store when a delivery is set up and
complete,’ he says.
Office automation has become a
mandatory function for all modern day
businesses, says Gordon Kinnear,
Optimise Solutions md. Software systems
play a key role no matter whether
maintaining customer information and
sending regular emails or controlling
stock levels with automatic ordering.
The software reflects the best practices
of its 400-plus user base and is a locally
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Software systems can end paperwork drudge
and provide more information on your business

Software can boost profits

run system not relying on the Internet to
function. ‘This ensures fast database
access and reliability. It can also link
several stores and information can be
accessed anywhere via the Internet. It
can also be used to run an ecommerce
store through its stock management
functions,’ he says.
If footfall is light you can spend more
time selling to each customer, thanks to
software, says Charles Pearson,
Masterpiece System md. ‘MasterPiece
supports your selling both in the
customer’s home and in the store.
‘Customers are seriously impressed
with the professionalism of working on a
tablet PC as you move from room to
room. You can show the customer seam
positions and pile directions on the
floorplan. You can run options with
them that you would never have time to
do when working on paper, for instance
a different width of carpet, or a plan
with more seams to achieve greater
economy.
The visual autoplanner can convince

the customer they are being offered the
most efficient plan.
‘A retailer will never have to write up a
job sheet for the fitter again because
MasterPiece does these automatically.
Having printed plans frees up further
time: you do not have to answer the
fitter’s queries, or deal with mistakes,
from unclear handwriting, and plans can
never go missing,’ says Pearson.
‘It enables you to do more work with
the same people or the same work with
fewer people. In tough economic
conditions this may be a route to
survival. For example, a significant part
of the in-store salesperson’s time may be
spent working out plans and estimates.
However the estimator will probably
have done these tasks before leaving the
customer’s house, or at least before
returning to the shop.
‘A reduction in mistakes will have a
beneficial impact on margin. The system
will reduce planning and estimation
mistakes by at least 70%, adding £1,000
to £2,000 to their bottom line.’
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Torex FRS-POS™ from
Torex™ Radii Division, created
specifically for the demands of
the furniture retail industry, is
designed to handle the complete
retail management process,
from sales ordering, stock
management and customer
care activities to warehouse and
delivery operations, reporting,
administration and interfaces.

The immediate benefit of the system is that it allows retailers to
consolidate accurate information instantaneously upon request,
either at the corporate office, regionally or at the local store. All data
is stored in a central repository, which means that employees will be
working with the same real-time sales, stock and performance figures,
ensuring that reports are consistent and accurate.
The system should also bring significant improvements in customer
service. The Torex FRSPOS screens guides sales staff through the
information stored on the system, enabling them to quickly and easily
explore different product and pricing options for example, along
with stock availability, with the customer at the point of contact. It
also captures all essential details about the customer and the order,
automatically sending the order to the supplier. It then tracks the
status of the order so that any staff member can field questions from
customers about build status and delivery dates, alerting the store
when a delivery is setup and complete.
Torex has 20 years of experience working in partnership with the world’s
most forwardthinking retail, hospitality, and petroleum and convenience
brands to excite, engage and retain their customers.
Over 7,000 customers worldwide depend on our best-inclass business
and technology solutions and knowledgeable industry experts to
help them identify, define and deliver a more personal and qualitative
experience for each customer, and to maximise profitability, increase
ROI and achieve competitive advantage.

To learn more about Torex FRS-POS, please contact
info@torex.com

Global Headquarters
Houghton Hall Business Park
Houghton Regis
Dunstable LU5 5YG

T: +44 (0)1582 869600
F: +44 (0)1582 869601

www.torex.com
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Home office

MODULAR
FLEXIBILITY
Rather than selling a desk and perhaps a chair,
offering a complete package will boost sales

More than 3.5m people work from
home, presenting a major opportunity
for retailers.
After spending more than a few hours
at their computer it becomes apparent
to the user that they need proper
furniture. Sitting on the sofa with a
laptop on their knees causes backache,
there is nowhere to put documents you
need, and where does the printer go?
Many consumers opt for a desk, but

add a large monitor and printer and the
desk soon becomes cluttered. The better
solution is to have an office at home.
And for this, flexibility is vital, according
to David Evans, WBH brand manager.
‘Whether they are working full time,
doing the household accounts, surfing
the Internet or gaming, families want a
well organised part of the home where
they can all work comfortably and
productively,’ he says.

By offering a complete system of
furniture, rather just a desk and
cupboard, shoppers are more likely to
make a larger purchase to meet their
needs. WHB’s Caxton brand offers three
combinations for different sized projects.
Whether using the desk, drawers and
cupboards as standalone items or
together, the system can easily be
tailored to best suit its use and space
available by adding to when needed.

A DOUBLE HIT

WITH STAINSHIELD
Stainshield Ltd have combined with the internationally
acclaimed allergy and hygiene product Actigard®.
Stainshield's established range of wool friendly stain
protection treatments can now be offered with this
allergyshield protection at no extra cost.
Condensing of prices enables retailers to offer both
advantages with one application at highly competitive rates.
Products are available in aqueous or solvent based solutions
and are available as individual products or in a combination
format.
•

A dedicated 'Help' line for your customers

•

Products ideally suited to all fibres and guaranteed not
to change their colour, feel or characteristics. (Wool,
wool/mix, sisal, jute, nylon, acrylic, polyester, etc.).

•

Quality and safety assured:- qualifies for ÖKO-TEX 100
Class IV and in compliance with BS EN24940.

•

Low retail over heads with costs between 50p-60p per
square metre.

•

New hard hitting range of P.O.S. available with in house
application (refresher) training.
Note:- Group and distributor discounts by arrangement.

Tel: 01372 841467 Fax: 01372 841465
Email: james@stain-shield.ltd.uk
www.stain-shield.ltd.uk
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Castle Twist Heather,
for ﬂooring perfection
 WOOL TWIST s !VAILABLE IN  QUALITIES
 RUSTIC COLOURS s !VAILABLE IN  METRES
Manx Carpets
Sales Tel: 01827 831 434
Sales Fax: 01827 831 435
Email: sales@manxcarpets.co.uk
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Living room

COOPERATION
FLEXIBILITY

Close collaboration with suppliers and being able to
offer a wide selection of products is essential

Furniture is more of an investment, says Kettle’s Ainge
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Creating effective displays and marketing
is key to driving sales, says Andrew
Cochrane, Nathan Furniture md. He
recommends retailers work with
manufacturers to ensure they are
providing the best showcase for
products.
‘There is no substitute for the product
knowledge of retail staff and it is vital to
ensure that they know all the features of
a product and can explain them clearly
and concisely. Manufacturers need to
build relationships with shopfloor staff
and ensure that they have regular
training,’ he says.
According to Cochrane, choosing key
models to maximise sales from floorspace,
whatever the size, is key. Nathan has a
bestsellers collection that provides top
performing models across the ranges,
such as its Sunburst coffee table ‘an eye
catcher, showcasing the craftsmanship
and quality of the teak veneer’.
Retailers should maximise
manufacturers’ marketing techniques by
echoing their style with in-store displays.
‘Manufacturers want every retailer to
benefit from marketing activity. Nathan
has developed a new colour palette to
enhance the products that is used across
all marketing materials. Retailers could
carry this through in-store, using the
same colours for their displays. This will
ensure consistency and guarantee that
the products are being shown at their
very best,’ he says.
Where manufacturers have invested in
their brand, retailers should take
advantage of this. Most manufacturers
have their own marketing strategy and
retailers can maximise their association
with the brand by participating in its
offers and incentives to the consumer.
‘Targeted marketing to consumers who
have purchased a brand before is very
powerful. Joint marketing to these
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Living room
groups between the manufacturer and
retailer can be one of the most cost
effective ways of promotion. Good data
capture at point of sale is vital to building
up this capability,’ says Cochrane.
For Mike Hodgson, CPW Furniture md,
offering an extended choice allows
retailers to make sure they get the sale by
offering exactly what shoppers want and
differentiating themselves from the
competition. ‘The furniture retailer is
facing a rather uncertain outlook over the
next year or so, but those with the ability
to adapt to changing tastes without
sacrificing existing stock at knockdown
prices is on to a good thing,’ he says.
‘The consumer is now far more tunedin to their home and each has a distinct
vision of how they want their space to
work and retailers must respond to this.
Much like matching wall paint with
fabrics, we can take any colour and
transform the majority of our pine
collection to bring consumers the perfect
look, allowing homeowners to pick out
the smallest splash of colour and make it
a real feature.
‘Of course, this comes at something of
a premium, but with homeowners happy
to invest in quality and uniqueness it is a
service that can really aid retailers looking
for sales from bespoke services. To be
able to tell a consumer they can have a
piece of furniture in virtually any finish
they like is certainly a good situation to
be in for the retailer and in a time when
sale stickers are the norm, it may well go
a long way in bringing back a sense of
normality to proceedings. Generally, if
something fits the bill perfectly,
consumers are more than happy to pay a
little extra for the privilege.’
Simon Ainge, Kettle Containers general
manager sees the perceived value of
products becoming more important if
retailers are to generate sales.
‘With household bills on the up,
transport costs climbing and food bills
escalating, the homeowner is considering
each purchase they make far more
carefully and while their decision may not
be based on cost alone, it will certainly
pay more attention to the perceived
value of the item. Retailers must strike a
balance between price and the quality of
the item – offering good quality furniture
at a price that appeals,’ he says.

‘With far easier and more instant access
to information than ever before,
consumers are certainly knowledgeable
about what marks out a good piece of
furniture from a poor one. With finances
getting trickier and the ability to spend
freely becoming less common, these
same consumers are looking for
something that represents more of an
investment rather than a disposable

short-term fix. So furniture that can offer
them quality at a reasonable price will
fulfil their criteria and any retailer that can
deliver this will stand a strong chance of
riding the economic storm.’
Ainge says as retailers can specify the
contents of containers, or use its
wholesale facility, they can achieve price
levels they want while minimising the
chances of surplus stock.

Nathan has invested in its branding

CPW offers products in many colours

www.interiorsmonthly.co.uk
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LAS VEGAS

THREE AND COUNTING
In just three years the Las Vegas Market has gone
from zero to more than 1,600 exhibitors

Dining with Revco

The Las Vegas Market (28 July-1 August)
celebrated another milestone passing
464,684sqm (5msqft) of floorspace as
exhibitors topped 1,640.
In just three years the World Market
Centre has completed three of the
planned eight buildings, with Building C
boasting 195,167sqm (2.1msqft) of
exhibition space alone.
With the extra space there is now room
for 320 new exhibitors and 120
companies to expand their presence. Half
of the new exhibitors represent the

Contemporary leather from Abbyson Living

Time for games with Provasi
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Curves from Nicole Miller
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Grow your
floorcovering business…
Be part of the UK’s largest home products buying
and marketing organisation.

•

Dedicated own label collection –
allowing you to increase your margins
and improve your profitability

•

Superior marketing support

•

Central portfolio of the best
floorcovering suppliers in the industry

•

Special negotiated deals with major
branded suppliers

•

State of the art communication via
Members.net

•

Excellent display systems

•

Access to financial services to save
you money

•

Additional settlement terms available
from all central suppliers

We are looking for new members to join our organisation.
Contact us NOW.
Glenn Harding Flooring One Controller 0121 683 1427
glenn.harding@flooringone.co.uk
Flooring One, Sheward House, Cranmore Avenue, Shirley, Solihull, West Midlands, B90 4LF
FLOORINGONE is a trade mark of CCA Global Partners Inc and is under license
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Review
high-end and 10% are non-US.
The exhibition is now made up of
1,200 furniture firms, 120 lighting
companies, 70 from the rug sector and
250 in accessories and gifts.
‘No one could have imagined that in
three years we would be at this point,’
says Robert Maricich, World Market
Centre chief executive. ‘At a time when
people are looking at the glass being half
empty we are playing to win. All of the
necessary ingredients for doing big
things are in place. That is the recipe for
changing everything.’

Animal print from Feizy Rugs

Swirls from Abbyson

Animal influences from Walt Disney Signature
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Colour from Kas Rugs & Homes
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Preview

LONDON DESIGN FESTIVAL
100% MUST SEE

London (almost) becomes Milan for 11 days in
September, with 100% Design at its heart

Tomas Alonso’s Nube chair at Okay Studio

Design receives its annual leap into the
mainstream as the London Design
Festival (13-23 September) once again
shows off the best in almost all design
spheres, from flooring to furniture,
lighting to glassware, interiors design to
retail design and textiles to ceramics.
The largest of the hundreds of events is
100% Design, at Earl’s Court from
18-21 September. Among the highlights
will be 10 Spanish companies, displaying
the latest in furniture, flooring, lighting
and tiles.
La Alpujarreña will show its new rug,
Luces del Norte, designed by Herme y
Mónica. Inspired by the Northern Lights,
it appears to have different colours
depending where you stand thanks to its
manual tufting and diagonal cut. The
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La Alpujarreña’s Luces del Norte

MO’s Horizon
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RETAIL

CUSTOMERS
ARE

TELLING US

THAT THE

FAMOUS
IS STILL

lamb

RECOGNISED

BY DISCERNING CONSUMERS

“UP HILL AND
DOWN DALE”
The stronger the brand,
the easier the sale.
Come and see for yourself on
stand A21 at the National Floor
Show in Harrogate in September.

For further information call
BMK Sales on 0113 380 5333
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Mobil Fresno’s Eros

100% pure wool rug can be made to
measure and is available in 220 colours.
MO will bring new designs from
Pearson Lloyd to the show, including its
Rocking Animals collection: the Rocking
Dog, Rocking Seal and Rocking Whale.
Also on display will be the extendable
Table 2 and new vertical storage and
open-shelf options for the Horizon
modular system.
Making its 100% debut, Mobil Fresno
will present Eros, a contemporary
furniture range in walnut burl, American
walnut and sycamore veneers in
different shades with a selection of matt
and hi-gloss lacquers.

Shining lights
Lighting manufacturer Almerich will have
a range of contemporary designs
including Face to Face, a production
version of a conceptual lamp made from
Velcro, designed by Luis Eslava and
shown at the Design Museum last year.
Also on show will be the new Yo-yo
lamp in hanging or table versions from
Almerich’s design team, Estudio
Almerich, and the Boomerang light, also
by Luis Eslava.
LEDS-C4 will present one of its most
recent additions: the Umbrella series, by
WIS Design. The designers found
inspiration in the everyday use of the
umbrella and created this chic collection
consisting of two hanging lamps, a floor
lamp and table lamp with black or white
lacquer finishes.
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Lighting manufacturer Modiss will be
showing Plamira, designed by Alfonso
Fontal. The grey embroidered silk
double screen light has an inner diffuser
made from lined and sandblasted glass.
Its body is made of lacquered fibreglass
in shiny white or black
The Discocó suspension lamp,
designed by Christophe Mathieu for
Marset, features 35 opaque discs coated
with bright white lacquer, creating direct
and reflected light. The firm will also
show its new Amanita outdoor lighting
collection.
Pushing the boundaries of scale
together with surface decoration,
porcelain tile company Apavisa presents
two collections: Beton, a porcelain tile
which replicates the look of pressed
concrete and Patina, a semi-polished
porcelain tile with the appearance of
weathered copper.
Vondom also makes its 100% debut.
The design-led manufacturer of outdoor
furniture, flowerpots and lighting offers
sun loungers, chairs, tables and sofas
made of polyethylene resin using a
rotation moulding technique and
available in a wide range of colours.

Satellite shows
Other highlights of the festival to look
out for include Aram, Spanish Light and
Okay Studio.
Since Zeev Aram established the
company in London in 1964, Aram Store
in Covent Garden has been a pioneer in

Pizza Kobra at Aram Store

bringing some of the world’s most
iconic modern furniture designs to the
UK including the Arco lamp by A+PG
Castiglioni, introduced in 1965; the LC
chair collection by Le Corbusier; Perriand
& Jeanneret, introduced in 1966; the
Eileen Gray collection, launched
worldwide in 1975; Shiro Kuramata
designs in 1981; the Thinking Man’s
Chair by Jasper Morrison in 1987; the
E15 Big Foot table in 1997 and Ron
Arad’s Pizza Kobra lamp in 2008.
The Aram Store is holding an
exhibition (18 September to 8
November) telling the story of some of
these designs and how they originally
arrived in the UK
To celebrate the opening of Kettal’s
new UK showroom on Kings Road,
Spanish Light is an exhibition created by
Spanish designer Luis Eslava, to
showcase some of the best in new
lighting design from Spain. The event
includes work from Carpyen, B Lux, LZF,
Lampister, Fambuena, Marset, Almerich
and other leading Spanish lighting
design companies. It runs from 13-23
September.
Okay Studio, nine London-based
product and furniture designers,
including Shay Alkalay, Peter Marigold
and Tomas Alonso who met while
studying at the Royal College of Art in
London, will show Under the Same Roof,
an exhibition of new work at the Aram
Gallery. It runs from 18 September to
8 November.

77_IM_0908

19/8/08

17:20

Page 77

2 new ranges for the Autumn

Denver & Colorado
In 100% nylon, with texture and modern
colours. Soil and stain treated.

P.O.Box 10468, Birmingham B46 1WN
Tel: 01675 433501 Fax: 01675 433521
Email: sales@homefoundations.co.uk

where great floors begin
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Entertainment

Suduko

Crossword

Easy

Medium

Difficult

For answers turn to page 82
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Across

Down

1 Easy stride
5 Hydrogen, carbon, oxygen, for
example
10 Helper
14 Egg-shaped
15 First showing
16 Donkey cry
17 Oppressively heavy
19 Religious ceremony or ritual
20 Biblical high priest
21 Spouse
22 Mistreats
24 Autocrat
26 Radar screen element
27 Act of sneezing
33 Wrong
36 Vows
37 Owing
38 Civil disturbance
39 Quick raid
40 Small gull
41 Name of a feudal Japanese clan
42 Memento
43 Break off
44 French governess
47 Network of nerves
48 Bother
52 Discovers
55 Terrible time?
57 Graffiti
58 ___ Minor
59 Competitor in a triathlon
62 Demeanor
63 Merits
64 Singles
65 Heating fuel
66 Golfer Calvin
67 Harbour

1 Like ears
2 Small egg
3 Seine spot
4 Antiquity, old style
5 Congenitally attached
6 Trial
7 Thin woodwind instrument
8 Silent
9 Furtive
10 Sudden
11 Pupil’s place
12 Go out with
13 Stares at
18 Engage in histrionics
23 Prejudice
25 Attention getter
26 Colourless flammable gas
28 Novice
29 Nostrils
30 Notion
31 Belonging to us
32 Branta sandvicensis
33 Whence
34 Verdi opera
35 Burden
39 Footfall
40 Driving aids
42 Revenuers, for short
43 Conflict
45 Off course
46 Fourth highest peak in the world
49 Shorthand taker
50 ‘See ya!’
51 Toss, as one’s cookies?
52 Aggregation
53 Part of HOMES
54 On the briny
55 It may become bald
56 Wish for
60 ___ Dawn Chong
61 Cut (off)
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florprotec

®

Quality Temporary Floor Protection

Florprotec® is a leading supplier of temporary floor protection
products for use in the construction industry, interior fit-out trades, ship
building and refurbishment markets. In addition to floor protection
products Florprotec® also provide specialist protection methods for
vertical surfaces such as doors, mirrors, glass, high class joinery and lift
interiors to name a few. Florprotec® is a major supplier of quality floor
protection products in the UK, operating from a modern, dedicated
office and warehouse premises in the Midlands.
Whatever your requirement for temporary protection Florprotec® will have a
product to suit. Florprotec® strive to provide a world class customer service
along with top quality products at keen prices.

Why use temporary protection?
Fast track build programmes and delay penalties now see floors and finishes
installed at an earlier stage within the build programme. This means finishes
are exposed to following trades leaving the potential for damage. Any
repair or cleaning can prove costly and time consuming and can result in a
delay in hand over of the premises. Florprotec® products allow for finishes to
be installed, then protected, meaning the site can progress as planned.

What materials to use on site?
By asking yourself the following questions Florprotec® can provide a suitable
product for use on your site.
What finish requires protection?
What traffic on site will the protection be exposed to?
How long will protection be on site for?
Does the protection need to be flame retardant?

FOR TEMPORARY FLOOR PROTECTION

Contact florprotec next day delivery order line:

01827 831440
Quote this reference to receive trade prices (Ref:A1)

florprotec®
Relay Park,
Relay Drive,
Tamworth,
Staffordshire.
B77 5PR.

T: 01827 831 440
F: 01827 831 441
E: sales@florprotec.co.uk
W: www.floorprotection.co.uk
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Get the massage that touch is good
Touch is the mother of all the
senses. But in many cultures,
especially in the West, people
go to great lengths to avoid
touching each other. But
massage can provide an
acceptable form of touching.
When you are massaged
you can let go and be cared
for. Massage can be indulged
in your everyday life. You
don’t have to be a qualified
therapist to soothe neck pain
or tension or feel helpless in
confronting pain. The secret is
in your own hands.
Facial: Massaging the face

tired or you have a headache,
smooth out the worry muscles
this way: smooth gently out
from the centre towards the
temples. Smooth upwards
towards the hairline one hand
after the other.
Neck: Aching neck muscles
are a warning that it’s time to
give them a rest.
Let your head rest easily, not
bent forward, so that the
muscles at the back are soft.
Get hold of as much of the
flesh as you can (like picking
up a kitten by the scruff of its
neck) and let go several times.

helps keep wrinkles at bay.
Besides softening the skin,
massage stimulates blood
circulation and removes dead
skin cells. Always use gentle
upward and outward
movements.
Therapist Sarah Lund uses
specialised techniques to give
a non-surgical facelift, which
tones the skin and reduces
wrinkles and fine lines by
freeing the constrictions
within the muscles and the
connective tissue.
Forehead: When you feel
under strain, your eyes are

Matchmaker holidays
A marriage of meteorology
and flight information is
providing a valuable guide for
business and leisure travellers.
Weather2Flights.com, a
spin-off from worldwide
holiday weather guide
Weather2Travel.com, helps
travellers select holiday
destinations based on airline,
flight duration and climate.
It combines airport weather
guides from Weather2Travel.
com with flight schedules. The
database covers over 45,000

Seeing the light on snoring

routes flown by nearly 700
airlines into 3,500 airports.
Travellers can use the Flight
Planner for inspiration. Take
someone based in North West
England wanting a trip in
September with a flight time
of no more than five hours, a
destination where 30°C is the
maximum temperature with at
least 10 hours of sunshine
daily and the sea is warm.
Three destinations served by
six airlines satisfy these
requirements.

There’s help at hand for
couples who sleep in
separate rooms because they
can’t stand their partner’s
snoring.
Generally, snoring is
caused by over relaxation of
the upper airway during
deep sleep. SnoreStopper
modifies the snorer’s level of
consciousness without
actually waking them.
Upon detecting an audible
snore, SnoreStopper delivers

Cheers to bubbly tours
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picking grapes, sign up for
one of the Champagne
Harvest Days offered by a
several champagne producers.
It is an original way to learn
more about champagne. You
start with breakfast at the
producers, followed by a tour
of their vineyards and a grapepicking initiation session. The
afternoon is dedicated to a
visit of the cellars and the
winepress and traditionally
ends with champagne tasting.
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a gentle and variable light
sequence as part of a
carefully controlled
stimulation. This moves the
snorer into a less deep
sleeping pattern without
waking; thus good quality
sleep is maintained. The
cycle is repeated should
the snorer sink to a deeper
sleep level and begin to
snore again.
And it’s back to bed in the
same room.

Food of The
Month:
watercress

G Oxley

The creation of champagne is
carefully controlled by region,
an area covering 32,706ha,
and grape varieties, Pinot
Noir, Pinot Meunier and
Chardonnay.
The grape-harvest, which
usually starts during the first
half of September, is a crucial
time for champagne growers
and makers.
To experience the
atmosphere of this special
period and try your hand at

With the tips of your fingers
find the tender spots and
press and let go with circular
movements, without
stretching the skin.
Shoulders: Many people
have tender spots where the
muscles join to the shoulder
blade. Try to squeeze handfuls
of the muscle and let go
several times then make
pressing movements with
your fingertips over the tender
areas.
These movements can be
adapted to other parts of
the body.

Get a taste of the high life

Watercress is a powerhouse of
some 15 vitamins and
minerals. It contains more
Vitamin C than oranges and
more calcium than milk. The
king of the Cruciferousvegetable family, is a good
source of phytochemicals and
contains high concentrations
of PEITC, giving it a range of
anti-cancer properties.
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Osmo’s PolyxOil Rapid,
complete treatment in
just one day

Take our HASSLE FREE 30 day trial and if for any reason you
feel RSL cannot cut costs within your business - simply
cancel within 30 days and you won’t be charged

PolyxOil Rapid from Osmo UK is the premium, original hardwax-oil wood
finish that delivers rapid drying times – guaranteed to keep wooden flooring
and all internal joinery as beautiful as the day it was first installed.
● Professional natural looking superior finish for wood, cork and OSB floors
● Extremely quick drying time, can apply two coats in one day
● Available in Satin and Matt
● Strong and durable, as well as easy to spot repair
● Offers highest coverage of any oil on the market (2.5 litre can covers
approx 30m2 with two coats)

For more information
call or email:

Osmo UK
Unit 24, Anglo Business Park, Smeaton Close,
Aylesbury, Bucks HP19 8UP.
Tel: 01296 481 220 Fax: 01296 424 090
www.osmouk.com info@osmouk.com

info@retailsystem.com

Manufacturers of all types of Wool, Woolblends
and PP Carpets
will be showing in

HARROGATE
between September 2nd and 4th 2008
We will be situated in

HALL B, Stand B34
Join Del Boy on Stand B34 for a glass of
Beaujolais Nouveau – 79.
Cushty. Bonjour!
For further details please contact:

GORDON HUGO on Tel: 0044 7976 697 657
JOHNY PEETERS on 0032 475 710 869

GENERAL CARPET NV
Steenweg op Kleine Brogel 75
3950 Kaulille-Bocholt Belgium
Tel: 0032 11 62 19 62
Fax: 0032 11 61 12 25
Email: sales@general-carpet.com
Website: www.general-carpet.com

08712 20 64 64
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Final polish
In bed with Jordan
For some, spending every
night with model Jordan
wrapped around you may be
a dream come true. But
before you get too excited,
what we’re talking about is
Jordan bedlinen, not Katie
Price herself, and you can only
get it from Matalan.
You might think the range
would be sexy black silk
sheets. Wrong. It’s
mainstream but only consists
of duvet covers and pillow
cases. Perhaps Jordan’s spent
too much time writing to
The Times about snobbery
at polo matches to think
about sheets.

Motoring on
After 16 years running Barry’s
Pine in Dereham, Norfolk,
Barry Smith and Toni Ford
have decided to give up
selling furniture and move
into hiring out American
classic cars for weddings.
They have seven, including
a 1930’s style Excalibur Sedan,
of which only 92 were built
and it is believed to be the
only one in the UK.

Bad timing
Selling your home for £67m
would seem a good move for
most people. However, there
can be exceptions. Carpetright
founder Lord Harris recently

Snuggle up with Jordan’s bedlinen

sold his London home for
£67m, according to The
Times.
Four years ago Roman
Abramovich offered £100m,
that the Arsenal director
knocked back. It had nothing
to do with sporting rivalry,
apparently. Lord Harris just
didn’t fancy moving at the
time. An expensive delay.

Mobile Ikea
Ikea has launched a mobile
telephone service for the 1.4m
consumers signed up to its
Ikea Family scheme, offering
calls at just 9p a minute and
6p for texts.
Although the chain has not
give it an unpronounceable
Swedish name, we wondered

if shoppers would get it home
only to find a bit missing. Not
so, as there’s only one part –
you just get the SIM card, as
handsets are not included.

Sound advice?
Anthony Febland, Febland
group director offers the
following advice on cutting
costs when times are tough.
When you have done all the
obvious things like cutting
advertising, laying off staff,
cleared all old lines, made vast
reductions on old stock,
changed to low energy light
bulbs, written to the council
to get a rate reduction, sub-let
unwanted space in the store,
cancelled the window cleaner
and got the staff to do the

Entertainment answers

Easy
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Difficult

cleaning and buy their own
teabags and milk, there are
still a few measures you could
employ to keep operational.
Take a microscope and
search for defects in the
furniture on the floor or in
stock. Tell the supplier you
want a credit note for the
imperfections. You will usually
find that although you have
had the ‘damaged’ items for a
long time, the supplier will
offer you a discount to keep
them. This multiplied over say,
30 complaints will be enough
to buy furniture that your
customers are waiting for but
for which you had no funds
to obtain.
The next idea is to change
banks. Setting up a BACS
system with a new bank is
always worth 30 days’ delay
in paying suppliers as does
the signatory being in an
institution, temporarily albeit,
and no one else can release
funds although the invoice
has been passed for payment.
Check that your insurance
covers you for woodworm. If
you have a copper-bottomed
policy buy a tin of baby
powder and sprinkle liberally
on wooden items.
Finally, treble your salary.
When you finally go bust it
will avoid the feeling that you
have worked all these years
for nothing.
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Best Fabric Upholstery

ale

Bridgecraft

Meadows & Byrne
Retailing with passion

Improve performance
Boost sales and margins

For more information or to become a Vale-Bridgecraft
stockist call us on 01422 885000

www.valeonline.co.uk

ale

Balterio
September 2008

HRH The Duke of Edinburgh KG KT
PATRON
HRH The Duke of York KG KCVO
CHAIRMAN OF THE TRUSTEES
The Outward Bound Trust

Vale-Bridgecraft stockists benefit from the
support of seven regional show centres. Our
professional team are on hand to advise and
guide their customers before referring them back
to their nearest stockist. In many instances, the
order will actually be taken and passed directly
to the retailer. This is a unique way of generating
sales and certainly helps our stockists create a
more comfortable bottom line.

Discover the jewel in laminate flooring
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