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The High Point Market 
turned 100 years old in 
April, the largest and most 
established furniture 

trade show in the world. It began 
yesterday and will run through 
Thursday.

But, as in recent markets, the 
exhibitors likely will be scram-
bling for limited business for 
many reasons.

Some are related to the reces-
sion, such as soaring unemploy-
ment rates and weak retail sales 
amid a housing slump.

Others are more self-inflicted, 
particularly among domestic com-
panies who converted from manu-
facturers to marketers of lower-
cost foreign goods — eliminating 
tens of thousands of jobs — only to 
struggle to whet consumers’ appe-
tite for furniture.

The industry’s problems are 
the focus of a recent report from 

Anderson 
Bauman 
Tourtellot 
Vos, a leading 
turnaround 
management 
company, in 
collaboration 
with Michael 
K. Dugan, 
the author of 
The Furniture 
Wars: How 
America Lost 

a Fifty Billion Dollar Industry.
“It’s another sad chapter in the 

history of the American furniture 
companies, a perfect storm of 
consumer trends, market forces 
and industry intransigence,” 
according to the report.

Peter Tourtellot, the managing 
director of the turnaround com-
pany, took time out last week to 
talk about the report. An edited 
version follows:

Q. What is the biggest mistake 
that the domestic industry has made 
this decade in terms of self-inflicted 
marketing and sales wounds?

A. The biggest mistake was not 

building brand awareness with 
the consumer.

Most marketing programs 
were left to the retailer with some 
point-of-purchase support from 
the manufacturer. In addition, 
little national branding occurred.

It appears that most manufac-
turers were content with allowing 
local advertising and marketing 
efforts to occur through the retail 
channel. This has the effect of 
further commoditizing the prod-
uct since most retailers address-
ing the mass market focus their 
message on price and selection 
in terms of sheer volume, rather 
than on specific product attri-
butes that their inventory may 
have that other retailers are 
unable to match.

This had the effect of open-
ing up the market to imports that 
focused on price. Retailers and 
consumers saw very little differ-
ence between domestic brands 
and imports, and chose the prod-
ucts with a lower price.

Q. Why hasn’t some manufactur-
ers’ addiction to lower-cost imports 
paid off? Bad timing with the reces-
sions of this decade or too much 
sameness on the showroom floor?

A. I think too much sameness 
is a factor, but so is a lack of con-
sumer awareness of what the prod-
uct stands for. It all is rooted in my 
answer to the above question.

As an example, apparel manu-
factures have created brand images 
the consumer understands and is 
loyal to. That is why a plain black 
dress can sell for $50 up to $1,000 
— and every price point in between 
— depending on the perceived 
quality, fit and image of the brand, 
i.e. Calvin Klein versus Target.

Q. What is the future of the 
publicly traded manufacturers/
marketers? Can they ever gain 
back the share price they com-
manded before they made imports 
such a big part of their sales?

A. Good question. I do not 
know if anyone knows that 
answer today.

My guess is it will be very 
difficult unless they put muscle 

behind brand awareness. If they 
cannot or will not spend the 
marketing dollars over time, 
they will always be vulnerable 
to price competition, which 
will have the long-term effect of 
reducing gross margins for the 
domestic manufacturers that 
will have a negative impact on 
share prices.

If they follow that course, it will 
also have a negative impact on 
brand image — opening up the 
doors for the importer to create 

new brands that will address the 
consumer at many different levels.

To that end, I can foresee 
American brands being bought 
for their name only by Asian 
companies that will spend the 
resources necessary to build the 
brand image with the American 
consumer. Some of those brands 
will be targeted to the consumer 
who shops at the mass merchant, 
and some will be targeted to the 
specialty furniture retailer.

Q. Some manufacturers, such 
as Stanley Furniture Co. Inc. and 
Vaughan-Bassett Furniture Co. 
Inc., are re-emphasizing domestic 
production with some success. 
Can the domestic furniture indus-
try ever be a major job producer 
again, particularly in North 
Carolina?

A. I do not think they will 
ever be a major job producer as 
before. They have already lost 
that to the importers. The best 
they can hope for is to build their 
brand so they can dictate the 
strategy going forward.

However, it appears that 
imports will continue to rule 
when it comes to manufacturing 
capacity and efficiency. This does 
not mean there is not a place for 

domestic production if used as a 
part of global sourcing strategy. It 
may be there is a place to supple-
ment what is being done offshore 
for quality and styling purposes, 
or to embrace quick delivery to 
the end user, etc.

Q. What can be done to spark 
consumer interest in furniture 
that hasn’t been attempted this 
decade?

A. No one manufacturer can 
do this, but a well-funded trade 
association can begin to accom-
plish this goal.

Cotton Inc. is a good example 
of what can be done by a strong 
trade organization. The furniture 
industry must start thinking cre-
atively and should look at other 
trade associations to see how they 
accomplished creating consumer 
awareness. The furniture industry 
was never one to look outside of 
their industry for ideas and to a 
large extent that is why they are in 
such a terrible position today. 
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The fall furniture market in High Point began yesterday and will run through Thursday.

Furniture industry suffers from 
poor decisions, weak economy

A NEW IDENTITY: COMPANIES LACK BRAND POWER
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■ Sharon Brooks has joined
Brock and Scott PLLC as the firm’s

chief financial
officer. She is a
certified public
accountant with
more than 30
years experience
in accounting and
financial manage-
ment and consult-
ing. The firm has
offices in North
Carolina, includ-

ing Winston-Salem; South Carolina;
and Tennessee.

■ Dr. Isai Gopalakrishnan, a
kidney special-
ist, has joined
the nephrol-
ogy faculty of the
Department of
Internal Medicine
at Wake Forest
University Baptist
Medical Center.
She is an instruc-
tor. Gopalakrish-
nan specializes

in clinical nephrology, hypertension-
related kidney disease, glomerular
diseases and peritoneal dialysis.

■ Legal Aid of North Caro-
lina Inc. said that
Kristin Ragsdale
Kelly has joined
the firm as an
associate. Her
practice will focus
on family law mat-
ters.

■ Wake For-
est University re-
cently appointed
Ladd P. Flock as

its director of career services. Flock
will lead the undergraduate Career
Services office and will work with
employers, alumni and parents to
develop experiential learning op-
portunities for students. He was
the director of the University of Vir-
ginia’s College of Arts and Sciences
Career Services Office.

■ Hooper "Lex" Alexander IV
has been named
the director of
external relations
for Greensboro
College. He
was a longtime
Greensboro
News & Record
reporter and edi-
tor who served in
the newspaper’s
newsroom from

1987 until leaving early this year.
■ Hutchens Cleaners and

Laundry in Mount Airy has re-
ceived the Success in Surry award
from the Surry County Board of
Commissioners and the Surry
County Economic Development
Partnership. The award recognizes
Hutchens Cleaners and Laundry
for receiving the 2008 Award of
Excellence for Quality Garment
Cleaning and Customer Service by
the Clothing Care Council based
in Washington. Hutchens Cleaners
and Laundry is celebrating its 70th
year in business.

■ These restaurants were re-
cently honored during a meeting
of the board of directors of Crisis
Control Ministry for their support
of Hope du Jour:Mayflower #1
received the award for Most Money
Raised by a First-time Partici-
pant — $1,000. Village Tavern on
Hanes Mall Boulevard received the
award for Most Money Raised —
$1,220.32 — for the second time.
Lighthouse Restaurant received
the award for Largest Percentage
Increase over 2008 — 105 percent.
Vincenzo’s Italian Restaurant re-
ceived the award for Best Support-
ive Advertising for the second time.

■ Mr. Appliance Corp. was
named one of Bond’s Top 100 Fran-
chises. Franchises are chosen to be
part of this list based on “historical
performance, brand identification,
market dynamics, franchisee sat-
isfaction, level of training, on-going
support, financial stability and vari-
ous other features,” according to
the Bond’s Top 100 Franchises Web
site. The Mr. Appliance of Central
Piedmont franchise serves Forsyth
and Stokes counties.

■ DataChambers, a technology
company, said that it has signed a
new contract with Charlotte Pipe
and Foundry, a maker of cast iron
and plastic pipe and fittings. Under
the terms of the agreement, Data-
Chambers will be host of a disaster-
recovery data center supporting
Charlotte Pipe and Foundry’s op-
erations nationwide.

■ The Piedmont Chapter of the
National Association of Women in
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T
he High Point Market turned
100 years old in April, the largest
and most established furniture
trade show in the world. It began
yesterday and will run through

Thursday.
But, as in recent markets, the exhibitors

likely will be scram-
bling for limited busi-
ness for many reasons.

Some are related to
the recession, such as
soaring unemployment
rates and weak retail
sales amid a housing
slump.

Others are more self-
inflicted, particularly
among domestic com-
panies who converted

from manufacturers to marketers of lower-
cost foreign goods — eliminating tens of
thousands of jobs — only to struggle to
whet consumers’ appetite for furniture.

The industry’s problems are the focus
of a recent report from Anderson Bau-
man Tourtellot Vos, a leading turnaround
management company, in collaboration
with Michael K. Dugan, the author of The
FurnitureWars:How America Lost a Fifty
BillionDollar Industry.

“It’s another sad chapter in the history
of the American furniture companies, a
perfect storm of consumer trends, market
forces and industry intransigence,” ac-
cording to the report.

Peter Tourtellot, the managing director
of the turnaround company, took time out
last week to talk about the report. An ed-
ited version follows:

Q. What is the biggest mistake that the

domestic industry has made this decade
in terms of self-inflicted marketing and
sales wounds?

A. The biggest mistake was not build-
ing brand awareness with the consumer.

Most marketing programs were left to
the retailer with some point-of-purchase
support from the manufacturer. In addi-
tion, little national branding occurred.

It appears that most manufacturers
were content with allowing local adver-
tising and marketing efforts to occur
through the retail channel. This has the
effect of further commoditizing the prod-
uct since most retailers addressing the
mass market focus their message on price
and selection in terms of sheer volume,
rather than on specific product attributes

that their inventory may have that other
retailers are unable to match.

This had the effect of opening up the
market to imports that focused on price.
Retailers and consumers saw very little
difference between domestic brands and
imports, and chose the products with a
lower price.

Q. Why hasn’t some manufacturers’
addiction to lower-cost imports paid off?
Bad timing with the recessions of this
decade or too much sameness on the
showroom floor?

A. I think too much sameness is a fac-
tor, but so is a lack of consumer awareness
of what the product stands for. It all is
rooted in my answer to the above ques-
tion.

As an example, apparel manufactures
have created brand images the consumer
understands and is loyal to. That is why
a plain black dress can sell for $50 up to
$1,000 — and every price point in between
— depending on the perceived quality, fit
and image of the brand, i.e. Calvin Kline
versus Target.

Q. What is the future of the publicly
traded manufacturers/marketers? Can
they ever gain back the share price they
commanded before they made imports
such a big part of their sales?

A.Good question. I do not know if any-
one knows that answer today.

My guess is it will be very difficult un-
less they put muscle behind brand aware-
ness. If they cannot or will not spend the
marketing dollars over time, they will
always be vulnerable to price competition,
which will have the long-term effect of
reducing gross margins for the domestic
manufacturers that will have a negative
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A recent report byAnderson BaumanTourtellot
Vos focuses on the furniture industry.
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With many Americans in dire
financial straits, states are
cracking down to make sure

that aggressive debt collectors target
only people who legitimately owe them
money.

National consumer-credit laws al-
ready prohibit collection agencies from
harassment, deceptive, or unfair prac-
tices such as telling neighbors or family
about what is owed, or calling before 8
a.m. or late at night. Since the recession
started, at least six states have adopted
additional limits, such as imposing
statutes of limitation on collections and
adding opportunities to punish abusive
practices in court. Other states may fol-
low suit.

Legislators are increasingly focusing
on companies that buy bad debt from
credit-card companies and other lend-
ers for pennies on the dollar and profit
when they collect more than they paid.

Debtors — some agree they owe
money, others say they’ve already paid
or are disputing their bills — have re-
ported being bombarded with calls and
subjected to foul language and threats
of arrest or deportation.

A North Carolina law that took effect
this month requires debt buyers filing
collection lawsuits to produce docu-
ments proving that they’re the ones
owed the money. Trying to collect on a
debt that a company should reasonably
know is invalid could lead to lawsuits
and civil penalties of up to $4,000 a vio-
lation.

N.C. Attorney General Roy Cooper
cites the case of a 65-year-old woman
who had been plagued by up to five
collection calls a day until her attorney
demanded proof that she owed the
money. They learned that collectors
were looking for a debtor in Greens-

N.C. law requires companies to prove they’re owed

States try to rein in debt collectors

Eleanor Chittum of Winston-Salem is in a legal
fight with a debt collector over a debt that she
says she doesn’t owe.
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A recent report by Anderson 
Bauman Tourtellot Vos focuses 
on the furniture industry.


