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I NEED SOME IDEAS = MOBILE

Smartphone 
Use Ballooning 
To 5 Hours A 
Day, Study 
Finds

Time Spent on iQS and Android Connected Devices

http://www.informationweek.com/it-life/smartphone-use-
balloonino-to-5-hours-a-dav-studv-finds/a/d-id/1322959
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BY CLINT ENGEL,
Senior Retail Editor, @ClintEngel

HIGH POINT — It used to be Google, 
with its Google AdWords, was the place 
to be when it came to online advertising.

But that is so 2008.
Now it’s all about Facebook advertis 

ing, according to Seth Weisblatt, chief 
marketing officer at the four-store Sam’s 
Furniture &  Appliance of Fort Worth, 
Texas. And the reason has everything to 
do with mobile.

Eight years ago, consumers’ on 
line experience was mosdy laptop or 
desktop bound, and the destination 
for finding anything they wanted was, 
indeed, Google. But the advent of the 
smartphone has changed that dynamic 
completely, said Weisblatt, who also con 
sults on behalf of Ashley, charged with 
helping independent retailers with their 
digital marketing strategies.

Google is still important and remains 
an integral part of Sam’s advertising 
budget, but “we now have these amaz 
ingly powerful computers in the palms 
of our hands... with a great camera 
and all this stuff we never had access to 
in such a mobile device,” he said. “And 
that has transformed how we now com 
municate.”

When working with retailers, Weis 
blatt notes that it’s less important today 
for a shopper to be present in the store 
than it is “for the store to be present 
wherever and whenever a shopper needs 
them.”

Increasingly, that meeting place is 
Facebook. Weisblatt points to a study 
that shows the average consumer today 
spends five hours a day on their phone, 
and 20% of that time — an entire hour 
— is on Facebook.

It’s not all at once. The online sessions 
are briefer than they used to be, “micro 
moments,” Google calls them, and for 
retailers the most important micro mo 
ments to remember are “I need some 
ideas,” “Which one is best?” and “I 
want to buy it.”

Facebook, Weisblatt said, is not only 
making it easy to reach and influence 
consumers in these micro moments, it’s 
doing it in a way that lets retailers slice 
and dice a massive data base of Face- 
book user profiles so that a store can tar 
get only those consumers most likely to 
take whatever action is prescribed by the 
offer or any other marketing message. 
And because it’s so targeted, it’s also ex 
tremely cost effective.

“We have retailers I’ve worked with 
who can get away with a $200 spend

and have 100 times (return on invest 
ment) on the sale because it’s so amazing 
how you target the customer,” he said.

It’s also one of the easiest and most 
intuitive advertising platforms to master 
Weisblatt said.

Facebook manager
The four-step process starts at the 

Facebook ads manager tab, which any 
business with a Facebook account can 
access.

First, the retailer picks from about a 
dozen marketing objectives grouped by 
Facebook in three categories: awareness

In his
presentation to 
Ashley dealers, 
Seth Weisblatt 
notes Facebook 
has become 
such an 
important place 
to advertise 
partly because 
consumers 
spend about an 
hour a day on 
the social media 
site.

(campaigns to boost a post or promote 
your website, for instance), consideration 
(such as getting people to visit your web 
site or watch your videos) and conver 
sion (such as getting people to claim an 
offer).

Next the retailer gets to define its au 
dience, and Weisblatt said the advanced 
targeting tools offered on Facebook are 
unlike any he’s ever seen on any other ad 
platform. A retailer can start with what’s 
called “custom audiences,” basically its 
existing customer base. The store up 
loads that information — phone number 
or emails — into Facebook, Facebook

Website marketers offer mobile-friendly tips
BY CLINT ENGEL, Senior Retail Editor, @ClintEngel

HIGH POINT — If you’re among the retailers 
scratching his head over Google’s website improv 
ing suggestion to “eliminate render-blocking Ja 
vaScript and CSS in the above-the fold content,” 
you’re not alone.

Some of the recommendations that come with 
the free mobile analysis tools may not be easily ac 
tionable, let alone understandable for many stores, 
said Alex Kirsch, senior client strategist at industry 
online marketing firm FurnitureDealer.net.

Here are a few easily manageable tips for mobile 
friendly websites from Kirsch and MicroD’s Senior 
Vice President of Technology Ron Gordon — both 
building furniture websites and marketing furniture 
stores for a living
■ Maybe it’s obvious, but get on your phone, pull 

up your site and play around
Pretend you’re a shopper, said Kirsch. “Really get 
in their mindset. What kinds of things are you 
looking for? What information do you want to 
find?”

■ While you’re playing consumer, ask yourself: 
How easy is it to navigate on different devices? 
How well do the most important messages come

think with Go gle

Here are the scores for
www.ikea.com

MOBILE FHIEHDUNE5S MOBILE SPIED DESKTOP SPEED

100/100 77/100 . 90/100

it looks like your site cook) use improvement WeH 
send you a detailed report on what to fix -  you may 
want to share with your webmaster

E GET MY FREE REPORT

through? Can I easily get in touch with the store? 
Can I call right there from the phone? Can I get 
directions?
“Really evaluate yourself,” Kirsch said. “How 
easy is it to do business with you?”

■ Large images are trouble
Mobile devices generally have slower connec 
tions to the Internet, so “avoid sending large 
images to a mobile device,” Gordon said. And 
make sure your images are compressed well 
and sized right.

■ Remember: Small screens, big fingers 
Gordon notes that a finger touch is much less 
precise than desktop mouse navigation. “Be

sure that your hyperlinks and hot spots are 
large and sufficiently spaced,” he said. “W hat 
works well on a large desktop screen using a 
mouse will not be adequate for small mobile 
screens with a finger.”
In the mobile world, there’s no such thing as 
“hover over”
Fingers need to touch the screen for the next ac 
tion to occur. So “make sure your user interface 
does not depend upon hover-over to under 
stand what will happen next,” Gordon said. 
Take the time to identify pain points 
What are the key frustrations that your cus 
tomers might feel when using a mobile device? 
They vary from site to site, but Kirsch said 
some of the most common frustrations he 
comes across include difficulty navigating to 
product or information, difficulty accessing 
store contact info, and text, images and graph 
ics being too small to read.
Another big thing is lack of information 
“You should never feel like ‘this would be 
easier if I was on my desktop,’ or ‘I can’t find 
this info on mobile, maybe it’s on their desktop 
site,”’ Kirsch said. Figure out what doesn’t 
work and make a plan to fix it.

http://www.informationweek.com/it-life/smartphone-use-
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finds the matches and lets you market 
to those customers in their Facebook 
newsfeeds.

Then there are look-alike audiences. 
In this case, the retailer instructs Face- 
book to go out and find everybody in the 
trading area with profiles similar to those 
in its custom audience but who are not 
on the customer list.

Advanced “saved audiences,” take 
the customer profiling and targeting even 
further.

“Because we are using Facebook on 
a mobile phone, they know everything 
about where we are every day,” Weisb 
latt said, and therefore can send us ads 
based on all this demographic data and 
the location of our phones.

Facebook knows how old we are, 
our birthdate and our anniversary be 
cause it’s watching all of our Facebook, 
WhatsApp, Instagram and Messenger

conversations and posts.
It knows our address from where we 

set the phone at night, he said. It accesses 
Zillow or Realtor.com and downloads 
everything about our home, about our 
neighbors and neighborhoods, and the 
schools our children go to. It knows the 
square footage of our house, the lot size, 
whether we’re renters or owners and the 
kinds of things we “like.”

And based on all of this informa 
tion and more, it puts together target 
customer profiles that are “pretty dam 
accurate,” he said.

If that sounds a little creepy, Weisb 
latt said we need to get over it. “In the 
U.S., it’s accepted that were going to 
use it for the right reasons,” he said.
For a furniture retailer, that means tak 
ing advantage of this data — already 
available — and targeting core cus 
tomer prospects where they p10

Consider the importance 
of a mobile-friendly website

FURNITURETODAY.COM NOVEMBER 21,2016

Sam’s Furniture uploaded its own 
customer data to Facebook to create 
a custom audience, retargeted 
direct mail recipients for a customer 
appreciation sale that became one 
of its all-time best events in terms of 
return on investment.

Test your own 
mobile-friendly quotient
BY CLINT ENGEL, Senior Retail Editor, @ClintEngel

FIIGFI POINT — While Ikea, Steinhafels and a few other retailers took 
top billing in a recent study of mobile friendly home furnishings websites, 
you don’t have to wait for a ranking to see how you’re doing on the mobile 
front.

Anyone with a website can quickly check out what’s working and what’s 
not via a free Google tool that evaluates mobile friendliness and mobile and 
desktop speeds, complete with a report on what’s working and what needs 
fixing. Simply type your domain in at this Web address: testmysite.think- 
withgoogle.com/.

For instance, Ikea, one of the standouts in the CNAISophis report (see 
separate story) scored 100 out of 100 in the mobile friendliness field. Scroll 
down and click for details, and you would find a lot of green check marks: 
avoids plugins; checks for viewport configuration and size of content to 
viewport, appropriate sizing and legible font sizes.

The one area in which Ikea is only “fair” is mobile speed. Here, Google’s 
10-point checklist gives the retailer a passing grades for optimizing images, 
for instance, but says it should consider fixing a “leverage browser caching” 
issue and should definitely fix the “eliminate render-blocking JavaScript and 
CSS in the above-the-fold content” problem.

One more click, and Google emails you a full report.
Progressive Business Media, parent company of Furniture Today also 

offers website analysis through its Market Insights division. The analysis 
includes data pulled from Google and Hubspot tools and evaluates mobile 
friendliness, mobile and desktop speeds, search engine optimization, secu 
rity and social media strengths and weaknesses.

BY CLINT ENGEL, Senior Retail Editor, @ClintEngel

FF1GH POINT — Last month, Scottsdale, Ariz.- 
based marketing firm CNAISOPHIS came out with 
its ranking of the most mobile friendly retailers, sup 
pliers and brands in the home furnishings business 
after performing website tests for more than 200 
companies.

Based on the scores (292 points and higher was 
considered “excellent), the industry didn’t perform all 
that well. The top-performing furniture retailers were 
Ikea, Waukesha, Wis.-based Steinhafels and Miami 
Gardens, Fla.-based El Dorado Furniture, with scores 
that placed them in the “good” range on a scale that 
went from “good” to “very good” to “superior” to 
“excellent.”

Some on the supply side fared a little better. Multi 
category resource AICO scored best with a 295 
— the only company ranked as “excellent.” Palliser 
Furniture and Aspenhome tied with their 288 “supe 
rior” scores.

Lance Hanish, co-founding partner of 
CNAISophis didn’t disclose the scores of all com 
panies or name all that were tested, nor would he 
identify which ones were clients (for confidentiality 
reasons), but he did say all 103 retailers included are

either in Furniture 
Today’s Top 100 or 
Beyond the Top 100 
reports. The testing 
method is propri 
etary, he said.

When it comes
to marketing, especially what Hanish called “inte 
grated marketing,” the furniture industry is a laggard 
“primarily because the industry and its leaders are 
firmly established in the past,” he said.

That has its plusses and minuses, Hanish added. 
Industry leaders tend to be smart and fiscally conser 
vative. They resist change they don’t understand.

“It is one reason why the industry still exists,” he 
told Furniture Today. “However, it is also one reason 
why it has never moved ahead of its main competi 
tors: automobile, electronics and travel industries.

“Glamour and excitement have never been part 
of the home furnishings style,” he said. The indus 
try’s message is more about price and item, and it 
has stayed with legacy media long past their prime, 
which has taken a toll on media advancement.

“They have, in essence, lost their target audience 
because it no longer exists as it did,” he said.

Hanish contended the industry largely doesn’t get

mobile. It doesn’t understand that it’s not only about 
a device. It’s about “the state of mind with the con 
sumer today.” And it’s all about speed.

“It’s a method of integrated marketing which 
encompasses multiple platforms aimed at educating, 
informing and activating those who would, could 
or should use their products and or services now,” 
he said. “And everything must work together with 
precision. It is part of the human anatomy ... never 
more than two feet away, 24/7.”

Hanish said the four retailers that show up at the 
top of his tests — including Salt Lake City-based RC 
Willey, which stood out in the bedding category — 
understand the importance of mobile-friendliness, 
along with mobile and desktop speeds, when it 
comes to reaching their target audience.

“Each of these four retailers understands who it 
is trying to reach,” he said. “Each ... understands 
that its only success is how well it grabs ahold of the 
future. And their customers know and understand 
their leadership.”
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continued from p9
spending the most time these days.

“Say I’m a high-end furniture store, 
and so I want to attract people with 
homes larger than 3,000 square feet, 
who have kids at home, who are in 

terested in HGTV and home design,” 
Weisblatt said. “Now I can create that 
subset, and suddenly I have my exact 
customer.”

Bang for the buck
After the retailer defines its audience 

in the ads manager tool, it moves on 
to setting a budget. The cost, Weisblatt

said, is going to depend on the campaign 
objective, but as Google and Facebook 
battle it out for dominance in the digital 
ad space, “the pricing right now is amaz 
ingly cost effective.”

Asked for an experienced ballpark 
estimate, Weisblatt said the average 
would probably be around $5 cpm, or 
cost per thousand impressions, which is

“an incredibly low number.”
“Advertising to 10,000 people in any 

ad format is going to be a lot cheaper 
than advertising to a million,” he said. 
“But what happens is I’m  choosing the 
right 10,000 people as opposed to the 
entire market. That’s the dynamic. That’s 
the shift that Facebook is providing re 
tailers.”
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The final piece is the actual 
creation of the ad, and Weis 
blatt offered a few words of 
advice here, too. The no, no, 
no promotions the industry is 
so steeped in and those 50% 
offers? “They don’t play with 
the consumer online anymore,” 
he said.

“They’re tired of getting 
that promotion. W hat they 
really want to know is who is 
going to be there to take care 
of them? They want to hear 
stories of successful customers 
who bought from them. Instead 
of these screaming commercials 
yelling sales, sale, sale, how do 
we engage in a conversation 
that makes them want to be 
part of us — not that we’re just 
another furniture, store?”

Among the ad types that 
Weisblatt said tend to be suc 
cessful is “the treasure hunt 
strategy,” in which a retailer 
takes the audience through the 
showroom to show off what’s 
new, exciting and inspiring. 
They may be interested in in 
what is on sale today, too, but 
the trick, he said, is to show 
this without screaming “sale” 
maybe by showing a featured 
living room of the day, com 
plete with specifications, price, 
how to get approved for financ 
ing and how to find out more 
about the store.

And think video. A text ad 
will draw only a handful of 
impressions, Weisblatt said. An 
image is worth 10 times that 
reach, while a video gives the 
retailer 100 times the reach.

His advice to retailers new 
to Facebook advertising is to 
start with one campaign objec 
tive, put $50 behind it and see 
what happens. But the point 
is to start. Facebook is today 
what Google was to retailers 10 
years ago, he said.

“It’s the biggest opportunity 
retailers have in terms of target 
ing their audience and sending 
the right customer the right 
ad.”
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