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Looking for a vendor that protects you against internet competition?

"ShowTime"

by Jaunty Co., Inc.

is the Answer!

The most innovative method of selling multiple size handmade Area Rugs by utilizing our
extensive assortment of 18” square Rug Samples & Color Catalog.

‘Soho’
SO-2088 Farth

* Choose from over 150 -
18” square Rug Samples
that replicate color, design
& quality

* Standard & Custom sizes
available

* Quick ship program

(ﬁy/ﬁ/{f/’a(f V%

Atlanta - AmericasMart # 5-F-1, 3
Markets Only - 404.521.3600

Dallas - WTC - Space #10062
Open Daily - 214.693.7325

64 Area Rug Choices in 5.3 sq. ft.

Measures 5’°4”w ¢ 7°8”h » 12”d
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aunt y

Company, Inc,

www.jauntyinc.com

Corporate Headquarters:

‘Soho’
SO-2041 Smoke

* Rugs offered under this
program are not available
on any discount internet
website

*For a Sales Representative
in your area, call
(800) 323-3342 ext.110

(/A CUICOINS.,

High Point - IHFC D329
Markets only - 336.889.7976

Las Vegas - WMC Bldg. 2 B566
Markets only - 702.380.4829

13535 S. Figueroa Street, Los Angeles, CA 90061 ¢ Tel: (800) 323-3342 * Email: info@jauntyinc.com







The Eden collection features hand-tufted rugs with classic floral designs and medallions reimagined in bright, fashion forward

colors and stylish, over-scaled elements for today’s customer. The distinctive looped wool construction adds a sense of warmth

and texture to any room and the large loops create a comfortable, soft foundation for your space.

ORIENTAL WEAVERS USA INC. PH.800.832.8020 WWW.OWRUGS.COM
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- Distinctive looped wool construction adds warmth and texture to any room. ™
- Large loops create a comfortable, soft foundation under foot. S I | I I N X

- Over-sized florals and medallions come in bright, fashion-forward colors and designs. BY ORIENTAL WEAVERS
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TRANS-OCEAN IMPORTS.






Walking the Market is NOW online af www.WalkingtheMarket.com

Trends

By Leslie Stroh

Markets are all about seeing new
products and trends. For new
product introductions, fibers and
colors, go to Walking the Market
on www.rugnewsanddesign.com. Our
goal at any market is to have post-
ed detail pictures of new introduc-
tions from 90% of the companies
we have scheduled to visit. This
last market we had 77 of 80 com-
panies covered by the end

they had hanging on their 13 foot
rack. Because of the Mass Mer-
chant/Internet  connotation, not
everyone is enamored of machine
woven rugs, but when you see one
in that size, it is impressive. Forget
price points, look at the value
proposition. 9° x 13% for next day
shipping in 170 designs and five
price points, all more than affordable.

stock, they can upload the design
in the course of the normal pro-
duction run; weave, finish and
ship the rug. One off production
using multiple creels and con-
structions on a large number of
looms is a substantial Made in
America benefit.

They then walked me over to an-
other product introduction called
Anthropology. That loom
runs 70 different colors

of the second day By us-
ing the search buttons you
can get current and retro-
spective pictures of design
and color trends.

The most negative trend
is the decline in availability
of rugs larger than 9" x 12,
and the lack of selection in
machine mades over 9 x
12" The mass merchant/in-
ternet channel has done a
good job of selling 5 x 8’
and 8 x10/11" from thumb-
nails or scatters.

Everybody in the indus-
try knows that a big rug is a

Visit Walking The Market

on

www.rugnewsanddesign.com

We Walk the Market LIVE
SO you can
See What We See
As We See It
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from one creel, so that the
rug is woven with 70 differ-
ent colors. They declined
to tell me how it was done,
but it was clear that they
were competing against in
line space dyed nylon.

The basic trend is inno-
vation In construction.
Vendors want to be differ-
ent in ways that are difficult
to copy. Color and design is
easy to copy. Construction
is much more difficult to
copy. There is a new
flatweave coming from India
this summer, but by July

spectacular sight. And every
body knows that turnover
determines the sizes that you carry.

When 1T walked into Orian Rugs
new showroom I was blown away by
the selection of 9 x 13" rugs that

Orian’s position is that they are
running the looms daily in the

USA, so if an order comes in today

for one of the 170 different de-
signs, and it happens to be out of

market, there will be multi-
ple variations already in
the market.

Another trend is rugs are an ac-
cessory. While the major vendors

continued on page 14
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Whatever your customers desire in a custom rug, Dalyn can deliver. Dalyn offers the industry’s = -
most extensive line of custom rugs. With a shipping lead fime of 3 weeks, Dalyn offers the fastest

furnaround in the marketplace. Our in-store, easy-to-understand merchandising combined with ™
our online Virtual Custom Rug Builder™ give your sales team the confidence to close the sale. So D A L Y N
bring on the questions, we love to answer yes! RUG COMPANY

BEAUTY BEYOND THE SURFACE™

Showrooms

HIGH POINT, SPACE D-315 e« ATLANTA, SPACE 6C5 s LAS VEGAS, SPACE A814 e TUPELO, SPACE TB1, 1359 800-241-2909 dalyn.com
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NONYHA

NOLLOUTTOD

BY
LOLOI RUGS

HIGH POINT
LAS VEGAS
NEW YORK

HEADQUARTERS:
4501 SPRING VALLEY,
DALLAS, TX 75244
TEL (972)503-5656

—I Texture. Design. Color.

www.loloirugs.com



Antique & Decorative Rugs

NEW YORK

102 MADISON AVE, 4TH FIR.

NEw YOrk, NY 10016
TEL. 212-725-1600
Fax. 212-725-1885

COME VISIT US IN
NEW YORK,
THERE'S ALWAYS
SOMETHING NEW

elikorugs@aol.com
www.elikorugs.com
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Gripdii

Non-Slip Area Rug Pads

1\\\‘——.
Rug o Hargd Surfgce ‘

Rug on Carpef Conventiong|

New Products! Great Prices!

Outdoor

e 16 styles of Grip-it® rug pads in stock and ready to ship

¢ Packaged pre-cut or bulk roll sizes

e Conventional Non-Slip PVC, Natural Rubber, and Needle Punch

e Needle Punch styles are also available in packaged pre-cut “rolled” sizes
¢ Drop Ship direct to “YOUR" customer programs

¢ 10 Year Non-Slip Guarantee

e Over 20 years experienced rug pad manufacturer

e Quality products, competitive pricing, personalized
customer service

Toll Free: 1 800 648 6648
Office: 615 355 4355
Fax: 615 355 6874

Email: inffo@msmind.com

Web: www.msmind.com
i . 802 Swan Drive
industrics Smyrna, TN 37167

Rug Pads for Every Price Point!



Trends

continued from page 8

command a dominant share of the
market, there are more and more
niche resources who have found a
niche and are filling it. By defini-
tion, a niche is too small for a ma-
jor vendor, but in this era of indi-
viduality, a real or imagined niche
is a powerful marketing tool. We
see the number of small rug com-
panies growing. While the
Oriental rug companies may re-
main in business, few are increas-
ing market share.

Alex Peykar, Nourison, said he
didn’t care if rugs were the under-
pad to the accessory, as long as
people bought rugs.

From a trade show/markets
perspective, for some rugs are an
accessory, and for others, rugs are
a destination. The size of the ven-
dor doesn’t matter if the rug is
pretty. And the niche vendors tend
not to be mass merchant oriented,
but brick and mortar oriented.
For brick and mortar, it means
seeing more vendors not fewer,
and clearly identifying and mar-
keting the identity of your retail
establishment.—clearly!!'&

14
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Walking the Market is NOW online af www. WalkingtheMarket.com

ANApesign: Custom

By Sarah Stroh

It should come as no surprise
that when you ask about some-
thing as individualistic as a cus-
tom rug, the responses would also
be very individualistic. The main
thread from each source 1 talked
to was the importance of knowing
from whom and {rom where your
custom rug comes.

Fabrics are
picked before the
rug...

Roz Rustigian

(14

29

The choice of what type of cus-
tom rug depends on how the de-
signer interprets the consumers’
preference for the surface effect of
the rug itself. If you want a cus-

tom rug from Nepal, then pick a
company that specifically works
with Nepal on a regular basis.
Each of the companies 1 spoke
with works with different manu-
facturers, in different countries,
and each has a different opinion of
which country does the best work.
As long as there is a good relation-
ship between the manufacturer
and the company that does cus-
tom work, you will be in good
hands.

From a vender’s viewpoint,
Ronnie Jaffar of Dalyn Rugs gave
me insight as to why their retailers
like their custom rug program.
There are several reasons:

1. THE RETURN ON INVESTMENT.

“With customs, the initial
amount of inventory necessary for

a sufficient display is minimized.
Stock collections require that
partners carry inventory in the
various designs or colors which
are offered in those collections.”

2. FASTER RETAILER TURN-AROUND.

“Based on a Rug News (now Rug
News a”dDesign) article some time
ago, the average turn on a rug in-
ventory is less than three times
per year. We have experienced
some of our partners getting as
many as fifteen or more turns per

year from our custom collections.”
continued on page 16

When your customer or your client needs a
very fine Persian Rug we can help you.

Maintaining a large stock of fine Persians takes generations of

experience and knowledge.

Specializing in Very Fine Tabriz, Nain (three grades),
Esphanan (silk foundation), Silk Ghom (all silk), and classic

Bidjar.

Our website is www.TeppteamUSA.com,
email is info@teppteamusa.com

We are pleased to share our experience and knowledge with you.

Tepp Team USA ¢ 100 Park Plaza Drive ® Suite 102
South Secaucus, NJ 07094

Phone: 201.863.8888 ¢ Fax: 201 863 8898

¢ info@teppteamusa.com

MAY 2012 www. rugnewsanddesign.com 15



ONdpesign:
Custom

continued from page 15

3. VARIETY OF COMBINATIONS

“The wvariety of combinations
available for our partners makes
their offering more appealing for
the consumer. Not to mention the
fact that consumers have such var-
ied tastes when it comes to color
combinations that it can be next
to impossible to find that perfect
rug for their décor. In these cases,
the custom option is perfect.”

Ronnie’s three reasons to go
custom ring true for many whole-
salers working with retailers.

Sheila Rahmanan of Lotfy
Rugs sells to very high end New
York City retailers who need as-
sistance from start to finish from
designing to installing the cus-
tom rug. Sheila’s custom rug
services include customizing,
backing, refinishing, and in-
stalling the rug in the space if
need be. Ms. Rahmanan has been
in the rug industry for a long
time and has built up strong rela-
tionships with manufacturers out
of India and Pakistan. The main
reason she sees her clients going
custom is because of size. In her
opinion, a custom tufted rug is
the best venue because of the
short production time. Sheila
gives her clients impeccable high
end customer service by having
hand selected the manufacturers
that make her custom rugs. This
allows her to have control over

16
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| Ol Oi Rugs

aNtique Rug CONNeCtiON
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Color Inspiration for the custom rug made by Rustigian Rugs of Providence, RI came from the Dale
Chihuli glass fish.

the quality and keep everything in
the acceptable range of variation
and have a timely delivery.

Elizabeth Vehko of Shaver-
Ramsey Rugs, a retailer out of
Denver, sources Tibetan rugs be-
cause she believes the Nepalese
synthetic dyes and easier patterns
are well made. Elizabeth was in
agreement with Sheila, that the
number one reason to go custom
was because of size. Color is the
second reason for custom rugs. At
their retail store, they see on aver-
age at least one custom rug pur-
chased a month. They have seen
custom rugs increasing in sales
over the last seven years. When
adjusting the color within a pat-

MAY 2012

tern, Elizabeth will work many
times with a designer to achieve
the end consumer’s ideal rug.

Roz Rustigian of Rustigian
Rugs, a retailer out of Providence,
RI gave me a great three picture vi-
sual of how a customer chose/de-
signed a custom rug. The first pic-
ture is that of a Dale Chihuly glass
of a fish. The second is that of a
peacock. Notice in the third pic-
ture, the rug in the room follows
the lines of the peacock and the
Dale Chihuly glass fish comple-
ments the room colors. It is clear
from the two main pieces of art-
work on the walls that the client
wanted to accentuate the colors

continued on page 25

KALATY

Fredtion 604 To//‘y

PORTFOLIO

SEE US IN ATLANTA
AMERICASMART, #4G14
JULY 12 - I5*
*CLOSED SATURDAY, JULY 14

KALATY RUG CORPORATION
TEL:800.255.7847 WWW.KALATY.COM

SHOWROOMS:
NEW YORK ¢ ATLANTA ¢ HIGH POINT

(NE SYSTEM T0 MANAGE YOUR ENTIRE BUSINESS.

Go to www.inno-intl.com, or call (888)488-9517

Manage: Inventory, Point of Sale, Commissions, Customers,
Designers, Back Orders, Detailed Reports, Business Intelligence...
and so much more. For one affordable monthly price.

RMProlngenuity.

www. rugnewsanddesign.com
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Observations

Leslie Stroh, 40 plus

Can Brick and Mortar
Compete with Mass Merchants
and the Internet PART TWO

In the April issue, online at
www.rugnewsanddesign.com, we
discussed the Yes and No of this
competition. In the New York
Times (http://rugne. ws/nytbonbos)
there is a story about how an
Internet men’s clothing retailer
called Bonobos is partnering with
Nordstrom’s in order to extend the
Bonobos brand to brick and mor-
tar, and the Nordstrom retail ex-
perience to the Internet and mo-
bile devices. Note that IRUGZ, an
advertiser in this publication, is
making the same outreach possi-
ble for home furnishings retailers,
starting with rugs.

In this part of the article we fo-
cus on 10 ways the brick and mor-
tar can compete with the Internet.
The basic rule comes from baseball:
“Hit them where they ain’t.” In oth-
er words do the things the Internet
can't do. Service, knowledge and a
personal relationship are big com-
ponents of where they ain’t.

In the previous article we
talked about price points. In this
issue in “By the Numbers” we talk
about Restoration Hardware’s use

of their catalog to drive traffic to
their website, for rugs at what 1
would call Brick and Mortar
prices, but the rugs are available
only on the web or in the catalog,
not Restoration Hardware’s stores.

Two things are clear from these
two stories. One, I don’t under-
stand the rug business, and Two,
Restoration Hardware is making a
big bet that they do.

Nine things Brick and Mortar
can do to compete with the Mass
Merchants, Internet and Catalog
retailers follows:

Nine Things the Brick and
Mortar Retailer Can Do to
Compete Successfully

It is like getting hits in base-

ball. You hit them where they
ain’t.
Offer sizes other than 5x7 and

Sx11: 10 x 13, 12 x 15, runners,
stair rods, under pad etc.

1. Find rug lines that have a
wide variety of designs/colors in
one quality: The oldest example of
this is Lolois Stanley Collection,
some five years old and still run-
ning. Started traditional, and con-
tains transitional and modern, all
in one quality off one loom.
Import.

Another version is Shaw
Living’s Mirabella Collection line,
made with space dyed nylon (ex-
clusive to them) in line with the
weaving process. Basically eight
colors with six shades of each col-
or, and currently 66 designs. Buy
America.

A third version is Orian’s
polypropylene line where they are
building a running line on looms
that produce for the mass mer-
chants with designs for the brick
and mortar. Buy America.

2. Merchandise the competitive
products, margin the others:
When you are carrying products
that are easily cross shopped to a

continued on page 20

18

www. rugnewsanddesign.com

MAY 2012



Walking the Market is NOW online af www. WalkingtheMarket.com

By The Numlbers: Restoration Haraware

By Leslie Stroh

About two pounds of coated paper appeared at
our front door recently It was the new three-part
Restoration Hardware catalog. Impressive. Part one
was the Spring catalog, part two was the outdoor fur-
niture catalog, and part three was a flyer for people
in small spaces.

The outdoor furniture catalog had no rugs, but
the Spring Catalog had a section on natural rugs, and
74 rugs by Ben Soleimani. Ben Soleimani, the
founder of the West Coast rug firm Mansour
Modern, is from a four-generation rug family. The
antique rug business is run as Mansour.

In the Restoration Hardware catalog there were 74
rugs in 18 different collections in four full sizes.
None were tufted.

As 1 recall, the big news a while back was that J.
C. Penney had discontinued their main catalog to
concentrate on Internet marketing.

The rugs in the Restoration Hardware Spring
Catalog, which included all categories of home fur-
nishings, are available only by Internet and catalog.

By every measure, Restoration Hardware has
made a major commitment to marketing hand wo-
ven, hand knotted, hand loomed and flatwoven rugs
at price points above those written about in the arti-
cle in our April issue on Brick and Mortar competing
with Mass Merchants and the Internet.

A lot of 8x10%s in the Restoration Hardware cata-
log were in the $2,000 to $3,000 category. The range
was from a $539 retail 8x10 plain flatwoven to a mo-
hair (angora goat) Moroccan look 8x10 at $8,840.

Although there was a 15% off preseason sale offer,
the general run of rugs that Restoration Hardware
was offering online and by catalog only was priced at
a price point that I would have expected in a Brick
and Mortar retailer or in a “to the trade showroom.”

All the rugs (except three that lacked a 10x14)
were offered in 6x9, 8x10, 9x12, and 10x14 full
sizes, no notes on cut sizes. If the back up stock in-
cluded one of each size, times 74 rugs, that means
the minimum back up for drop shipping was about
28,000 square feet. Somebody’s commitment to this
promotion is very likely to be over 100,000 square
feet of rugs.

From an overall perspective the colors tended to-
ward cream, sand, grey and chocolate. All designs
were simplified. Strong color saturation and contrast
were absent. Patterns were Qushak, Persian,
Moroccan, Stripes, Plains. The rugs were mostly
wool with viscose, cactus, linen, and jute.

Online at www.restorationhardware.com, there is
also a story about Ben Soleimani. Whole effect of the
catalog is that of a combination of J. Peterman and
Lands’ End before the takeover of Lands’ End re-
moved the editorial that validated the products be-
ing offered. It is a good story told well at prices that
most brick and mortar would be happy with. But re-
member, the rugs are available by catalog and online
only, and do not appear in Restoration
Hardware stores.

I did not know you could sell these goods at these
price points online, but somebody made a big bet
that you can. [ wonder what the return rate will be &

MILLIONS OF APP (1SERS ARE LODKING FOR YOUR PRODUCTS.
IRUGZ BRINGS THEM T0 YOUR STORE.

Go to www.inno-intl.com, or call (888)488-9517

People are buying differently today...smarter, more plugged in and mobile.
All you need is an eCatalog subscription and iRugz shows clients your products and
directs them to your store. E5-Fepal It’s that easy. And it’s a free app.

MAY 2012
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Walking the Market is NOW online at www.WalkingtheMarket.com

10 Points Apbout Rugs: 6 of 10

By David Lew
POINT 6: SHEARING

In all knotted pile carpets, after
coming off the loom, the pile re-
quires a shearing or cutting of the
pile.  Most of the countries are
still using a hand shearing
process, where people use large
cutting shears, to cut the pile.
One must examine if the pile is
sheared evenly or not. If certain

areas are sheared too low, there is
no remedy Normally the pile is
cut in one direction. The natural
phenomenon of a light and dark
version of the carpet from one end
to the other will appear. By run-
ning vour hand across the pile
from the light side, one can fell
the valleys from the shearing
process. As a rule, the pile is al-
ways sheared after every rug wash.

The other process is when a
hand held shearing machine is
utilized. One can find a combed
finish on the pile as a result. One
must pay attention to the consis-
tency of the pile cut. €

David Lew started in the rug business with
ABC Oriental Carpets in 1982, worked for a
series of well known and well respected re-
tailers and wholesalers, and since 2000 has
worked for the Bokara Rug Co.
To be continued.

Observations

continued from page 18

mass merchant, live with the real-
ity that the mass merchant/
Internet sets the price on the sizes
you both carry. Those prices will
inform the consumer of your pric-
ing policy.

3. Re-branding products can
protect your margins, but the reali-
ty is mass merchants dominate
price points, and quality or lack of
quality, below $199 retail for a 5x7.

4. Go online yourself so con-
sumers can lind you (under 40’
live on the Internet): Online pres-
ence is a reality. Advertise online
with any and all local/community
websites. Have your own website.
Caution: as we are learning, you
need to keep a website active, oth-

erwise it goes stale, so you need to
find some way to have daily up-
dates. We call it feeding the beast.

5. Buy America and ship, from
the vendors inventory: Internet
retailers ship from vendors’ ware-
houses. You can as well. You have
to organize for it.

Shaw Livings line for Sears
provides hundreds of in store
2 x 3 samples for quality, color,
feel and price of rugs that are or-
dered at Sears, and drop shipped
by Shaw. A Buy America strategy.

Orian is building their running
line on the principal that, with 29
looms, if they are out of stock to-
day they will be in stock tomor-
row. A Buy America strategy.

Oriental Weavers makes 15
collections of rugs in their US
plant. That means they can service
domestically 15 lines. A Buy
America Strategy.

Ameroingenuity.|NNOVATING FOR RETAILERS

Go to www.inno-intl.com, or call (888)488-9517

Selling has changed. Buyers are smarter, they are plugged in and they are mobile.
Innovations International works for retailers. We build industry-leading
software solutions that help retailers compete and thrive. Call us today.

Jl) Innovations International..

<Catalog

20

www. rugnewsanddesign.com

MAY 2012




VVAAINIE g TS TV IS T 1O TN VY AT T IS WA VY VY VYLV VTN I T IOV I NS AT

Observations

6. Sell custom at every price
point, particularly in Buy America
products: Custom is important
because of shrinking vendor in-
ventories, particularly among cer-
tain low turnover sizes. Custom
size rugs are 80% of the custom
business. In terms of competing
with mass merchants and the
Internet, we are talking machine
woven rather than hand knotted,
or hand made products.

Hand tufted is a significant ex-
ception in that it can and does
compete with machine woven
products depending on the price
of labor and raw materials.

Dalyn has, to our knowledge,
the most extensive range of cus-
tom machine-woven products in
the market. At High Point, Dalyn

introduced two new shags at step
up prices. And three-week deliv-
ery is about as instant gratification
as you can get. This is a product
category that mass merchants and
Internet retailers don’t sell. They
can't sell this kind of customer
satisfaction. The lady with a cus-
tom shag showing off to her
neighbors is about the best word
of mouth that a retailer can get. A
Buy America strategy.

Delos’ line of custom rugs in-
cludes a line of baby rugs for new
parents. This article hasn't even
touched on lifestyle products. A
Buy America strategy.

Kalaty makes custom hand
knotted and hand made products.
By definition these are imported
so there are lead time issues, and

process management issues. This
makes selecting custom resources
a partly product and partly man-
agement analysis. There are a
number of importers who make
custom color, custom size, and

continued on page 22
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continued from page 21
custom design, e.g. Noreen

Seabrook, Kooches, Tamarian.

7. Expand your horizon from
products to services. Retailers that
wash rugs, sell rugs: Consumers
who come into your store want to
buy something. You can sell them
services. It is probably too late to
get into the rug washing business,
but that kept a lot of retailers in
business through the recession.
Sell runners and stair rods. Sell
rug pads and offer to install it
(move furniture) for free. Install
anything. It isn’t just price, it is
service. That may mean educating
the consumer, so do it. Mass mer-
chants and Internet retailers sell it
and ship it, they don't install it.

8. Support designers and interi-
or design events: Designers talk to
consumers. Get to know them.
Support them. Go to their events.
Designers and decorators are multi-
pliers. For every consumer you talk
to, they talk to ten. Mass merchants
tend not to service designers.

9. Sell lifestyle: Consumers
have aspirations. Consumers want
to be seen a certain way Help
them. Sell a lifestyle, not just a
product. Their price point for a
lifestyle may be greater than their
price point for a product. Mass
merchants and the Internet are not
selling a lifestyle, they are selling
price attached to a pretty picture.
You know the problem, all rugs
are pretty pictures until the retail-
er adds value.

The Bottom Line: Mass
Merchants and the Internet are
not going away. It is up to the
Brick and Mortar to make the
same statement. They can.
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EYEBALLS AND FOOTFALLS

One of the problems that trade
shows and markets have is that
they focus on the buyers who
come into the building, much like
retailers who count only their
store traffic. As the Internet retail-
ers have taught us, there are a
large number of buyers who shop
with their eyeballs, not their foot-
falls.

Earlier in this article, we talked
about the differences between
what is sold on the Internet, and
what can be sold in Bricks and
Mortar. And in “By the Numbers”
we noted that Restoration
Hardware may be breaking new
ground in price points on the
Internet.

As a publication, our approach
is “Walking the Market,” where
people who don’t go to markets or
trade shows can at least “see what
we see.” And we already know that
more people read “Walking the
Market” than go into a showroom
at any market.

But when you bring the focus
down to your Brick and Mortar
store in your marketing area or ar-
eas, then your question is how to
cost-effectively attract first eye-
balls, and then footfalls, then clos-
ing sales. GOB’s are back, so we
know consumers are buying.

However the Internet/Mass
Merchant/Catalogs are the real
competition to Brick and Mortar
stores.

[t has been a long-held belief
of this publication that there are
two, and now three, types of
sales: rugs that are bought, rugs

www. rugnewsanddesign.com

that are sold, and rugs that are
placed (by designers).

David Khazai of Innovations
International (disclosure: an adver-
tiser) has re-branded his company
from Rug Manager Pro to
Innovations International. Rug
Manager Pro is a retail inventory
and point of sale management sys-
tem that is now one product among
several, and it is also re-branded as
RMPro (Retail Manager Pro).

At the High Point Market we
saw a video of a new product that
incorporates inventory manage-
ment, rug visuals, visual display
technology with a virtual room
setting, and an interactive hands-
on intuitive graphic feature, all in
one display.

This product is the result of a
strategic alliance between three

companies: Microsoft, Snibbe
Interactive and Innovations
International. Scott Snibbe of

Snibbe International is an innova-
tor 1n creating immersive experi-
ences using the Microsoft AVATAR
Touch technology. Microsoft has
lent four engineers to Snibbe who
work on  the Innovations
International Application, to be
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delivered as a production product
at the July summer market in
Atlanta. Only a video prototype
was shown at High Point.

The objective is to allow the
customer/designer to interact with
the 100,000 rugs available
through the Innovations
International eCatalog in an intu-
itive way, working their way down
to those they want to see as quali-
ty and color samples. Not every-
body wants to go through hun-
dreds of rugs hanging on a rack,
but they probably do like playing

in a new electronic sand box.

As  important  as the
Internet/Catalog space is, 73% of
consumers, according to the re-
search firm Qmetrix, like to be
able to walk into a retailer to in-
teract with and get the feel of a

room. Having an intuitive interac-
tive relationship with the room
design and product placement is
only possible through new tech-
nology which younger buyers are
living with, gaming with, and us-
ing every day of their lives.
Demographics are on the side of
technology.

Mark McWane, the new
CTO/CIO of Innovations
International, said that their four-
year plan focuses on extending
their retailer management solu-
tions into the following verticals:
flooring, broadloom carpet, home
furnishings, furniture, and other
verticals with similar inventory
management characteristics.

McWane brings Innovations
International his twelve years’ ex-
perience managing complex infor-

Rug Display Clips

Rug Padding
Brass Stair Rods

H.M. NABAVIAN & SONS, INC.
ORIENTAL RUG ACCESSORIES & SUPPLIES
36 E. 31st ST, BASEMENT
NEW YORK, NY 10016
Phone: 212-213-2476, Fax: 212-213-4276,
Orders: 800-352-7510

www.hmnabavian.com

Rug Wrapping Papers
Packing & Shipping Supplies
Tags & Tagging Supplies

Fringes, Edging, & Binding Tape
Wool Yarns, Cotton & Linen Threads
Needles, Scissors & Rug Repair Tools
Rug Shearing Machines
Moth Sprays, Moth Balls & Flakes
Staple Guns & Staples

Inks, Paints, Dyes, & Markers
Pens, Pen Holders, & Brushes
Rug Cleaning Supplies
Spot, Stain, & Color Removers

For more detail please visit our web-site or
call for our catalogue.
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mation technology projects (de-
velopment and operational), lead-
ing systems selection processes,
developing integration plans, and
providing oversight on system im-
plementations, for several health

continued on page 24
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is the market
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The Textile Building at 295 Fifth

Give your business the best market, in the market.
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continued from page 23

care and financial organizations,
and technology providers.

E-commerce and the associated
support requirements are general-
ly big store budget items. Paul
Shoup, new COO of Innovations
International, laid out a strategy
based on his experience working
for UPS, Target and Amazon. It
comes down to the granularity of
data in  the  Innovations
International database. With very
granular data, grains of sand on a
beach, you can build any applica-
tion you need without re-invent-
ing the whole system. When asked
if Target or Amazon could com-
pete with eCatalogs inventory
management system, Shoup said
“Hell No” and “No Way,” although
[ am not sure in what order.

One of the big boys’ night-
mares is same day delivery In
store delivery is same day, or at
worst drop shipped the way on-
line stores drop ship. The objec-
tive of eCatalog, and the new vi-
sual interactive display, is to get
the consumer into the store where
they can interact with technology,
with the products, and with peo-
ple. As we all know, when you
add people, you add cost.

The online shopping experi-
ence is a static presentation of
thumbnails of rugs. The challenge
that the majors have is to present
a lifestyle intuitive visual search-
ing technology. The Snippe
Interactive/Microsoft  strategic
partnership is intended to address
that issue.

Paul Shoup started as a UPS
manager, and then was recruited
by Target in 2000 to work within
their distribution network, imple-
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menting a new supply chain strat-
egy that allowed Target to buy im-
ported products at negotiated
lower-than-market prices, house
them in the United States in a sin-
gle consolidated warehouse called
an Import Warehouse, and quick-
ly feed these products into their
supply chain with JIT (ust in
time) accuracy, cutting down lead
times considerably and better
control in-stock items at Target
stores. This was a start-up oppor-
tunity, and at the time Target had
strong growth, which allowed
Shoup to move to Kansas and be
part of another start-up as an ex-
ecutive for a Regional Distribution
Center.

In 2005 Shoup was recruited
by Amazon.com, where for the
next six years he worked within
Amazon’s fulfillment center net-
work introducing Lean/Six Sigma
manufacturing techniques and
tailoring them to distribution. He
also helmed leadership develop-
ment initiatives preparing
Amazon for future growth.
Having had experience with large
organizations, in 2011 he refo-
cused his experience on helping
smaller organizations, began
working for an emerging apparel
manufacturer in Oklahoma, and
more recently joined Innovations
International.

In one of our conversations
with  those at Innovations
International about the new inter-
active display technology, it was
mentioned that the company now
has a designer version of iRugz
With a designer log-in and pass-
word, the designer on site with
the client can, with a mobile
phone, access the retailer’s inven-

www. rugnewsanddesign.com

tory, in stock and online, at the
prices set for the designer (on a
designer-by-designer basis), lever-
aging the eCatalog data base with
full visibility to the consumer.

Innovations International has
shared with us examples of their
new reports which range from an-
alyzing product categories seven
ways to Sunday, to showing the
impact of one extra sale a day on
the retailer’s bottom line. Most of
our readers from Brick and Mortar
probably don’t need a report to tell
them that they can’t make money
at Internet price points for a 5x8
equivalent, But they can merchan-
dise other sizes to meet their mar-
gin requirements. In today's busi-
ness environment, information is
key to managing the business.

Online in “What’s New,” at
www.rugnewsanddesign.com,
Innovations International has a
short but very clear video of the
eCatalog story. We are encourag-
ing our advertisers who post to
their “What’s New” page online to
provide us with videos available to
the rug community.&
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continued from page 17

and the lines that they offered — this
custom rug was born.

Roz works with high end clients;
custom products range from tufted to
Tibetan and occasional Indian and
Persian design rugs. She also finds
that the size is the element that needs
changing. In answering the question
of why customers are going custom,
Roz responded “There is little avail-
able inventory anymore. Fabrics are
picked before the rug and mandate
something that does not exist. Size
and color have been prioritized and
custom is the only fit.” Roz talked
about when a client can’t “see thru” a
color on existing samples — “that is
where the black and white line draw- Design Inspiration for same as above came from the peacock.

continued on page 27
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Kathy Alexander, Alexander Inferiors, LLC
Mclean, VA 22101

WHEN DO YOU CHOOSE THE FLOOR COVERING?

It depends on the look that I will be doing. If I will be using
an Oriental carpet, then T start there first. T will have the client
participate in the selection and then use that carpet as the foun-
dation of the room. If I am going for a very clean look and am
using broadloom or a custom area rug, then I choose it after the
upholstery has been established. There are so many patterns
and designs from which to choose. I always find the perfect se-
lection that pulls the room together.

One of my specialties is custom homes. When working on a
project I like to do a variety of carpets, textures and weaves. 1
select the carpet based on the function of the room, the amount
of traffic it will get, whether there are pets or not and of course
the look for the client.

HOW OFTEN DO YOU PURCHASE A CUSTOM RUG?

[ purchase a custom rug frequently, as it is important to have the
appropriate sized carpet for the room. I cannot stress this enough.
The right size carpet makes the room look finished and even alters the
appearance of the size of the room. It also softens the look of the room
and creates an appealing atmosphere. Whether you are covering hard-
wood, tile or broadloom, the right carpet can make the space look fin-
ished, feel grounded, and bring life to a room. The carpet must be
carefully planned.

WHERE DO YOU SOURCE YOUR RUGS?

My favorite is Shayan Persian Rugs. The owner has taught me every-
thing 1 know about oriental carpets, and 1 can send clients there,
knowing they will be kindly treated. For custom carpets and broad-
loom, 1 use Fabrica International and Stark Carpet located in the
Washington Design Center in Washington, D.C. 1 do not pur-

chase online or use catalogs, as | want to see the colors in per- (44 ..the Tlght carp et
son with the fabrics T will be using. makes the space looh
DO YOU HAVE A FAVORITE STYLE OR FIBER? fim’shed, feel
I love the Persian carpets, because they are works of art and groun ded and bring 29
come in so many patterns and colors. Many clients have expressed ]
a dislike of what they think oriental carpets are, until they meet llfe to a room.

me at Shayan Persian Rugs. I have converted many clients to

Persian carpets. Wool is my favorite fiber for the look, the feel, the

color, and the practical nature of being easy to clean. It is also the green option, because it is a renewable re-
source.

WANT TO SEE MORE? GO TO WWW.ALEXANDERINTERIORS. COM
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continued from page 25

ings are invaluable. Then some clients find that they
actually like a design that they disliked in a rug of a
color they were not partial to. People cannot see be-
yond color to the design and that is important to
keep in mind.” When asked “what does custom mean
for your business,” her response was

*The ability to service and satisfy a client for
whom there exists no ‘prét-a-porter’ (carry-out) rug.

*The ability to service a designer who wants
something slightly different for his or her client.

Julie Dasher Rugs is a design firm that focuses on
Tibetan wool and Chinese silk hand-knotted rugs
that can be custom made in any size and color. They
believe their direct link
to the manufacturer
benefits the interior de-
signer or client. Julie
works with “interior
designers to help them
develop private label
collections.” A good
example of custom
rugs they have pro-
duced — there was a
commission to custom |
design a rug for a client
with a Ph.D. in neuro-
science. “T hadn't worked
with shapes like mito-
chondria and DNA
double helix before,
but they are certainly
great inspirations for a
fun  rug  design,”
she said.

Josephine Kurtz of
New Moon Rugs states |
“a custom rug is the
perfect alternative for
clients who want un-
compromising quality
and the attention to de- | -
tail with the ability to
customize and person-
alize a rug in the shape,
size, color and design |

of choice.” New Moon is owned by a trained artist,
giving them an in-house artistic team that can “bring
any inspiration to life by hand, forgoing the use of
computers to create a truly organic piece of art for
the floor.”

We are seeing more and more Designer Rug com-
panies that produce high end niche market rugs for
the individual. We will continue to search them out
and report back to you on whom is doing custom
rugs for and by designers — keep an eye on our weh-
site. www.rugnewsanddesign.com and Designers’
Notebook. &

The Room: the custom rug, the peacock and the glass fish are the focal point
of this room. Custom rug design copyright 2012 Rustigian Rugs.
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starr Miller Allied ASID, starr Miller Interior Design
Lake Norman/Charlotte, NC

AT WHAT POINT DO YOU CHOOSE THE FLOOR COVERING?

In a perfect world we start with the floor coverings as they
are the largest swatch in the room and often the most im-
portant and costly. However, sometimes we are working in
reverse, because of a love affair with a fabric or piece of art.

WHAT MARKETS DO YOU ATTEND?

We always go to High Point and have attended NeoCon
and ICFF in NYC. This year we added the Las Vegas
Furniture Market in January. I shop the design centers when
I travel, such as D&D, ADAC and DCOTA. We will be in
Europe this summer, where I am hoping to find new sources.

DO YOU HAVE A FAVORITE SOURCE FOR YOUR RUGS AND
WHY??

We carry both Stark and Kravet (in sample form) in our studio.
We love Stark for their custom abilities, and Kravet for their options
and, best of all, their customer service. When the project calls for it,
we will design custom rugs. Surya and Safavieh continue to have well
priced contemporary options. Amy Butler has fun lively choices for
kids’ rooms. Company C has great lighthearted options. ABC Carpet
& Home is always a stop, when in New York!

ARE THERE ANY DESIGN RULES YOU LIKE TO FOLLOW OR LIKE TO
BREAK?

[ want a rug that is properly sized for the room and large enough
that the chairs around the dining table do not plop off when a guest
scoots their chair back from the table (approximately 24”). Other
than those rules, the trick is to know the rules and then make

decisions based on the proportions of the room and furniture «
arrangements. If T have a rug with a dense, small scale pattern, ¢ The washed out rugs

[ typically want it to be muted or have tea stained look, so as with SpldSh@S Of color

not to overwhelm the space.
are fabulous.”

DO YOU LIKE TO FOLLOW RUG TRENDS, COLORS, OR STAY 929
AWAY FROM THEM?

[ am actually a big fan of what I see coming out in the market place. The large geometric statement pat-
tern rugs make a splash in the right place. I do not see them as a signature item, as they are very client spe-
cific. The washed out rugs with splashes of color are fabulous! 1 cannot wait to use Orientals. I tend to stay
away from heavily patterned Oriental rugs. It truly depends on the client, but I find them to be heavily tra-
ditional, and most of my clients are transitional/eclectic in their tastes. I prefer open larger scale choices.

WANT TO SEE MORE? GO TO WWW.STARRMILLER. COM
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Rug Boutique

The most bang for your huck...

Nourison was the first to introduce a comprehensive, space-saving,
rug display. Although it's often been imitated, our Rug Boutique is
still the gold standard.

Nourison Industries
5 Sampson Street, Saddle Brook, NJ 07663
201.368.6900 e www.nourison.com

Requires only 20 syuare feet of space
For a very modest investment, Nourison’s Rug Boutique will
provide you with the best ROl in your store.

Minimize Inventory - Maximize Profits
Almost 100 designs representing 600 SKUs. WOW!!!

Actual Rug Samples with Lifestyle Displays

27"x18” sample of every rug along with lifestyle scenes.

Quick Delivery
With the industry’s largest inventory at two locations,
Nourison can ship out orders in under 48 hours.



