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IN THE WORLD OF HOME 
accents and accessories, add-ons 
are the name of the game.

Say your consumer purchases 
a brown sofa. By itself, it’s 
probably a decent order with a 
solid margin, but there’s room for 
so much more. Add a couple of 
pillows, a throw, a coordinating 
rug and a couple of new lamps 
and that one item has suddenly 
become a really big ticket at 
checkout.

But what about when a 
transaction is complete? 
More than a few retailers have 
found that by the voluntary 
collection of consumers’ data – 
email addresses, social media 
interaction, etc. – they’re building 
repeat clients who return again 
and again for their home needs. 
Some might call that the ultimate 
add-on.

Online lead generation
Perhaps the most eff ective tool 
a retailer has in its arsenal is 
its website. As more and more 
home furnishings retailers get 
into e-commerce and showcase 
their product mix online, potential 
customers can be reached without 
entering the store.

“If you look at our retail client 
base, greater than 400 web 

retail websites, the majority of 
them have the ability to collect 
lead gen at the product level 
by ‘request information,’” said 
Jesse Akre, senior vice president 

of e-commerce for solutions 
provider MicroD. “All retailers get 
a proportionate amount of leads 
daily from consumers who want 
price or availability or people 
emailing asking for a call because 
they want to talk to a person. 
That’s the biggest level of data 
collection our retailers enjoy on a 
daily basis.”

Akre said as MicroD develops 
websites, it creates space for 
third-party programs or plug-ins 
to share space.

“We can fully integrate with 
IContact and Constant Contact. 
If there are form fi elds, that 
information is captured and sent 
to the third-party provider for 
whatever the retailer wants to do 
with it,” Akre said. “I don’t think 
a lot of retailers do a lot of that 

because there’s so much on their 
plate. Email marketing, done right, 
can be very eff ective, pre-sale 
and post-sale. Retailers that think 
about that can see the benefi ts 

very quickly.”
Another type of third-party 

program that Akre said MicroD 
has noticed to be especially 
eff ective is on-site review 
programs. While he said MicroD 
recommends Power Reviews, 
there are many in the web space 
that do a great job at successfully 
mining data.

“Reviews are humongous in the 
e-com space. We encourage our 
clients to aggressively consider 
and incorporate reviews” he 
said. “It empowers the consumer 
for that kind of information and 
you need to start capturing 
that information. That’s a third 
spoke in the wheel in terms of 
data acquisition. The continuous 
engagement with your visitor 
that’s out there and available. 

There’s not a lot of adoption yet 
but it’s gett ing there.”

Akre said reviews not only 
gather data, but off er the added 
bonus of showcasing a retailer’s 
att ention to its customers’ needs. 

“As a best practice, we tell 
our clients good reviews and bad 
reviews all have merit,” Akre said. 
“It’s the bad review without follow-
up comments from the business 
owner that’s dangerous. It’s the 
thank you for your comment, we 
take it very seriously and here’s 
how we’re going to fi x it – those 
kinds of things are almost bett er 
than a good review. It’s engaging 
the consumer in validation of 
your product or your service 
post-sale. It brings a ton of value. 
That review interaction or taking 
email addresses from the review 
platform for that lifetime customer 
value proposition is invaluable. 
More retailers should think about 
doing that.”

 
Corralling the data
While data can be gathered in 
many ways, it doesn’t do a retailer 
much good if it’s fragmented or 
stored in unconnected silos.

That’s where companies like 
Data Mentors come in. Founded 
15 years ago, it specializes in 
building databases for business-

A diff erent kind of add-on
Data collection enables retailers to remain in front of consumers

This infographic from Data Mentors shows how its new Furniture ROI program works to corral data from a 
number of different sources.

“EMAIL MARKETING, DONE RIGHT, CAN BE VERY EFFECTIVE, 

PRE-SALE AND POST-SALE. RETAILERS THAT THINK ABOUT 

THAT CAN SEE THE BENEFITS VERY QUICKLY.” 

– JESSE AKRE, MICROD
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Ekman said. “They expect to 
be recognized across channels 
and be marketed to with an 
understanding of who they are. 
That comes from data collection.”

Ekman said the fi rst step is 
to collect the data. The second 
step is to gain an understanding 
of your audience and what data 
they’re willing to share and what 
your downstream options are. 

“Then you put a plan in place 
to be sure you’re collecting the 
right data uniformly in the right 
channels and your infrastructure 
can respond accordingly,” he said. 

He said Furniture ROI can 
target messages based on what’s 
being received. 

“The use case would be, ‘I 
know who you are, a Millennial in 
my market. I’m going to monitor 
you for purchase intent signals,’” 
Ekman said. “If you tweet out, ‘I 
have a hole in my couch,’ I can 
associate that tweet to name, 
address and geography and our 
clients can market from there.”

More than one way 
to use the same data
Storis, which provides an array of 
digital solutions to the industry, 
has two unique pieces that draw 
from the same bucket of data in 
diff erent ways.

Storis’s CRM tool gathers 
data and reports on it, informing 
salespeople about customers’ 
birthdays or anniversaries, 

past purchase history, etc., 
which enables them to send a 
personalized message. The next 
tier, Storis Data Warehouse, 
automates many of those 
functions and adds to the 
functionality. Instead of simply 
gathering information, Data 
Warehouse exposes the data to 
more applications.

“We can do things like take 
a look at customer purchase 
history and target customers who 
haven’t bought anything in over 
a year, or look at customers in 
Data Warehouse that purchased 
from our sofa category over the 
past three months and send 
them marketing about end tables 
and coff ee tables,” said Storis 
executive Donnie Surdoval. “The 
level of detail that is available is 
what we provide. We can work 
with retailers to look at it this way 
or target this information or that 
information.”

Additionally, Surdoval said 
Data Warehouse can also align 
with other programs to provide 
additional layers of customization. 

“We’re able to integrate into 
third-party services that score 
that data against Experian data 
or to look at how it matches or 
doesn’t match to information for 
trending or demographic details,” 
he said. “Some of the most 
forward-thinking retailers are 
empowering their marketing with 
that.”

to-business and business-to-
consumer marketing. In the realm 
of home furnishings, its collected 
data generally comes from 
point of sale systems and credit 
systems. Additionally, it now 
specializes in data quality, taking 
data sources from a multitude of 
sources to create more effi  cient 
operating means. 

President Anders Ekman said 
while it’s great to have that data 
handy, retailers can do so much 
more with it if it’s organized well.

“The fi rst thing we have 
encountered, before you get to 
any sophisticated data collection 
in retail or online, is nine furniture 
retailers out of 10 still today 
have not pulled their data into 
a form you can do something 
with,” Ekman said. “The data is 
all over the place and not in a 
consolidated database. Furniture 
retailers are in this formative 
stage of realizing that data, if 
properly used, can turn into 
money, can turn into sales, if they 
start marketing with what the data 
is telling them.”

Ekman said Data Mentors’ 
newest program, Furniture ROI, is 

aimed at the home retail segment, 
an area he feels is lagging behind 
others in the retail sector due to 
its reluctance to change.

“I think now that a lot of 
retailers are able to be in position 
to collect data in a diff erent way 
other than the transaction. I 
would hazard a guess that most 
retailers we know and talk to 
are still at that level,” Ekman 
said. “A lot of retailers in non-
furniture categories and other 
marketers have fi gured this out 
and are fi guring out that customer 
experience as informed by data, 
really does matt er. Furniture, 
because of the business model, 
and because of the nature of a lot 
of retailers, being closely held, 
family-owned, things like that, it 
hasn’t gott en to that level yet, but 
it’s here now.”

He said while the technology 
is designed to work across 
generations, he feels it will 
resound most with Millennials, 
since they are generally viewed as 
a generation of digital natives.

“When you talk to Millennials, 
they’re disappointed when you 
don’t collect data from them,” 

Electronic receipts from Flex Receipts offer a number of ways for retailers to get 
back in front of consumers. 
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Surdoval said the technology 
enables retailers to fi ne-tune their 
messages so that they stand a 
bett er chance of resonating with 
their intended targets.

“One of the things we’re 
seeing on the marketing front 
is a remarketing strategy – 
documenting customer interest,” 
he said. “You can create quotes 
or leads in what the customer 
is interested in. Retailers can 
remarket from that interest with 
data that fl ows through the 
system. People are so inundated 
with marketing in general, the 

ability to provide the retailer with 
more personalized or targeted 
campaigns is helpful to the 
retailer.”

Receipts as collection 
tools
While electronic receipts are 
nothing new, companies are 
fi nding ways to expand them 
beyond a record of purchase to an 
aft er-the-fact sales tool. 

“Our receipts are more like 
marketing messages,” said 
Megan Licursi, Flex Receipts chief 
marketing offi  cer. “We can take 

your receipt and put anything 
around it such as social media 
links, custom off ers, videos, 
etc., and deliver that right to the 
customer. It’s a way to engage the 
customer beyond the sale.”

In business for about four years 
and with around 10,000 stores 
among its clientele, Flex Receipts 
has established a foothold in 
electronics and apparel and is 
now turning its att ention toward 
the home furnishings segment. 

“In the last couple of months, 
we’ve been gett ing a lot of interest 
and att ention from the furniture 

industry,” said CEO Tomas Diaz. 
Recently, Flex Receipts 

secured an agreement with 
Top 100 retailer Rooms To Go. 
Although the Seff ner, Fla.-based 
retail giant wasn’t ready to talk 
about the arrangement yet, Diaz 
said he believes RTG offi  cials will 
be most pleased with the receipts 
once they’re up and running. 

“They’re a big company, and 
the reason they decided to 
go with our solution was they 
were very impressed with the 
manner we were able to create 
engagement aft er purchase,” Diaz 
said. “They adopted the solution, 
and we’re in the process of rolling 
out their stores as we speak.”

As the technology continues to 
improve and gain more of a place 
in consumers’ lives thanks to big 
players across the retail segment, 
Diaz said he sees programs like 
Flex Receipts gaining additional 
acceptance in the marketplace.

“As far as the overall industry, 
electronic receipts are becoming 
mainstream – big giants are 
announcing they’re doing 
electronic receipts: Walmart, 
Walgreens. When you have giants 
like this rolling out the program, 
it becomes mainstream and an 
expectation of customers,” Diaz 
said. “What we would say to 
retailers is if they’re not doing 
electronic receipts today, they’re 
leaving a technology and retailing 
tool out of the equation. The 
receipts give you the capability 
to have a relationship and further 
interaction with the customer.”

One reason electronic receipts 
are gaining traction in the retail 
world is they will almost always 
lead to a valid email address – 
drastically cutt ing down on data 
decay, or the phenomenon of 
collected data going bad. 

“When we fi rst start working 
with a retailer, we see 20% to 
30% of email addresses they 
have are wrong or bad emails,” 
Diaz said. “Most of our retailers 
have 2% to 3% bad email 
capture. We can drop that down 
prett y dramatically. One of our 
customers gave us a fantastic 
testimonial. They said once 
they implemented our digital 
receipt program, the capture 
rate increased by north of 50%. 
They quickly doubled their email 
addresses and all of them are 
valid.” 

And in terms of digital currency, 
a valid stockpile of usable data is 
almost as good as money in the 
bank. 
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