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Tell me a bit about yourself.”  
No matter how many times I’ve 
been asked that question (or 
a variation of it) in networking 

circles, I will unabashedly say that my 
inner monologue still hesitates from time 
to time. What should I lead with? What’s                
most important? How will 
I come off?
 As easy as it may 
sound to just tell 
people about yourself, 
I, as a writer, especially 
understand that 
sometimes the hardest story to tell is your 
own. It’s no different in business, and 
it’s crucial that you not only identify and 
understand your company’s story, but also 
that you communicate it through the way 
you interface with customers.  
 Take the six winners of this year’s 
Showroom of the Year Awards, for instance. 
Starting on page 33, you’ll read about their 
thoughts on the future, the most exciting 
technology they see coming down the 
pipeline, and most interestingly, the biggest 
risk they’ve taken. The answer to that 
question gives you a glimpse into the heart 
and soul of each of these winners, and across 
the board regardless of their responses, 
it communicated that they are 
passionate about and believe in 
what they do. You understand 
how they got to where they are 
today, as successful and thriving 
retail showrooms and winners 
of these prestigious awards, by 
them simply sharing a bit about 
their experiences.
 Industry veteran Kimberley Wray 
also wrote a great article for us this month, 
starting on page 44, where she explored how 
content marketing (aka storytelling) is shaping 
a new generation of furniture retailing. 
Utilizing social media like Palette & Parlor 
in Chapel Hill, NC, hosting a radio show 
like Cynthia Heathcoe from Contemporary 
Living in Palm Beach Gardens, FL, or even 
publishing a magazine like IBB Design Fine 
Furnishings in Frisco, TX, provides value and 

communicates your brand ID, rather than 
trying to sell, sell, sell to potential customers. 
If they connect with you first, they’re more 
likely to buy from you later on — that we 
know for sure — and there are plenty of 
ways to make this happen.
 It’s hard to be vulnerable and feel not 

quite ready, but sharing your 
company’s struggles, gambles 
and triumphs in a way that 
adds to the authenticity of 
your brand is a building block 
to success. Know your truth, 
the good and the bad — 

write it down, memorize it and share it 
with the world. 
 Personally, I’ve settled on “I’m Nicole, 
Editor-in-Chief of Lighting & Decor, a 
trade magazine for the lighting and home 
furnishings industry. I’m based in Boston but I 
travel frequently to trade shows, markets and 
retail showrooms reporting on product and 
business trends. Yes, I love it, and no, I never 
would’ve guessed I’d be using my journalism 
degree to do it.” 
 And, by the time this issue hits many 
of you, I’ll be able to add “wife” to that 
self-description as well. Keep an eye out for 
communications from Nicole Davis starting 

in September — I’m looking forward 
to continuing to write my story 

with you all. LD
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A TALE OF TWO TRADE PROGRAMS
Scoring great products is essential to any interior designer, and with trade   

programs through Houzz and Steelyard, finding them has never been easier.         
If you aren’t familiar with these two resources, here’s what you need to know.

design notebook
B Y  A L I S O N  M A R T I N

HOUZZ
THE PROGRAM: Launched in June, Houzz’s trade program lets 
professionals save in several ways. Designers buying products directly 
on Houzz.com can receive substantial discounts. Also, for those that 
recommend products to clients through Idea Books, they’ll receive 10 
percent of the purchase as a credit to their accounts on the site. Finally, 
designers who don’t recommend products can give out referral codes to 
clients. When used on the site, clients get 5 percent off their purchase, 
and designers receive a 5 percent rebate to be used on Houzz.com.
 “No matter how you work with clients,” Liza Hausman, Vice President 
of Industry Marketing for Houzz, says, “we have a way for you to be more 
profitable with your business.”

$ THE DISCOUNT: Designers can expect between 5 and 55 percent off, 
depending on the manufacturer, although some offer even larger discounts. 
Progress Lighting plans to offer up to 76 percent off to the trade.

THE LITTLE KNOWN FACT: Designers can score a 3 percent          
Houzz credit on products from manufacturers not participating in        
the trade program, which is great for those who like to buy   
off the beaten path.

THE BEST FEATURE: Houzz’s account management team works 
efficiently as the go-between to help designers work with manufacturers 
on all aspects of product purchasing, whether the designer or the client 
handles it.

THE MOST POPULAR PRODUCTS: Furniture, bath products and lighting, 
according to Hausman. “If they do need to do a return, we have the 
support for that,” she adds.

STEELYARD
THE PROGRAM: An industry staple, Steelyard 
connects residential and commercial designers 
with lighting, furniture and decor manufacturers. The 
site doesn’t sell products, but it allows designers to search company 
catalogs and directly connect with those manufacturers. Designers 
can build relationships with well-known manufacturers as well as small, 
niche manufacturers, all of which are vetted so they can be certain that 
the company will work with them.
 “It doesn’t matter what kind of project you’re doing,” Jane Dagmi, 
Editorial Director at Steelyard, says. “You can get a really good idea 
and basis on Steelyard.”

$ THE DISCOUNT: Designer net or trade pricing. “Many of the 
designers who use Steelyard already have accounts with brands on 
Steelyard, and they come to our site to get inspired by the depth and 
diversity we offer,” Dagmi says.

 THE LITTLE KNOWN FACT: Designers can keep organized using 
Steelyard’s folders, which allow them to save products and manufac-
turers where they can access them later. There’s no limit to the number 
of folders, so designers can create one for each project.

THE BEST FEATURE: Want to start building relationships with 
manufacturers? Steelyard provides contacts for manufacturer’s repre-
sentatives, so even if you can’t make it to markets, you can still foster 
connections with your favorite brands. Steelyard’s messaging system 
keeps all contacts between designers and manufacturers in one place.

 THE MOST POPULAR BRANDS: Noir, Theodore Alexander and 
Sunpan. Oly Studio launched on Steelyard in July.
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Showrooming has become a given in 
the retail business. You’ve all seen 
it: A customer walks into your store, 
looks at an item on your shelf, and 

takes out his or her phone to compare prices 
on Amazon. In fact, a 2016 Pew study showed 
that 45 percent of Americans have used their 
phone in a store to look up online reviews or 
find better deals. Alyson Anderson, Partner at 
Retail Concepts, says the practice isn’t going 
anywhere soon, and retailers should accept it 
and work with it rather than fight it. 
 You can’t exactly ask customers to check 
their phones at the door, but there are tactics 
at your disposal for handling showrooming. 
Read on to find out more. 
 
ESTABLISH A CONNECTION 
When Mark Bouchett, Operations Manager 
of Homeport in Vermont, sees customers 
comparing a product on their phones in his 
home goods store, he confronts it gently by 
striking up a conversation. He chats with the 
customer about what they’re finding out, asks 
how his prices compare and tactfully mentions 
that Homeport is family-owned. 
 “If I can’t walk up to someone who’s taking 
pictures of my items in the store and engage 
them, I’ve failed on a lot of levels. We don’t   
see it so much as a threat — in fact it’s kind of 
an invitation,” Bouchett says. “We’re shifting 
our mental paradigm and we’re thinking of it 
as an opportunity to engage.”
 At Adorn House, a home furnishings 
boutique in Seattle, owner Renate Ruby has 
seen her fair share of showrooming, so she 
focuses on establishing strong relationships 
with her vendors and customers. She loves 
talking to customers about how products are 
made and the materials that are used.
 “The more you make it less of an inanimate 
object and the more it becomes something 
that’s a product of a craft,” Ruby says, “then 
I think it has not only more meaning to a 
customer, but also they get more enjoyment 
out of it.”

SET YOURSELF APART
One of the best ways to combat showrooming 
is setting your business apart with strong 
customer service, unique products and services 
and a fun environment.  
 “The ability to touch and feel products is 
huge,” Anderson says. “Brick-and-mortar will 
never fully go away. Screens can’t show color 
the same way, or smell or texture. [The internet] 
is a great researching tool, but people will still 
want that high-touch aspect. There are so 
many creative ways to compete.”
 Creating a unique atmosphere in your 
store is one way to gain a competitive edge. 
Bouchett says he teaches his staff that 
Homeport is in the entertainment business and 
that the customer experience is paramount. 
 “We’re in theater. We have to delight people 
when they come through that door,” he says. 
“Their experience, whether or not we sell 
them anything, is important to us.”
 Offering specialized services will also help 
you stand out. At Adorn, Ruby helps clients 
find and source items using her vast product 
knowledge and interior design background. 
She is able to offer a personalized experience 
that scrolling through pages online can’t match.
 Much of the motivation behind showrooming 
comes down to pricing, so do your best to 
stay competitive even with ecommerce sites. 
If your prices are higher, be ready to explain 

why, whether it’s the expensive rent at your 
prime location or how you support your staff. 
Offering financing options, as Bouchett does, 
can help you close the sale and open up 
options for your customer as well. 
 While it may be hard to do at first, try 
taking on an “if you can’t beat ‘em, join ‘em” 
attitude. For Bouchett, embracing and working 
with customers who have their phones out 
has proved successful. He describes a recent 
situation where a woman was looking at online 
reviews for a coffeemaker on his shelf. He 
casually approached her and asked if she had 
questions, and she replied, “Not really, but 
I might in a minute.” After a few minutes, he 
checked in with her again, and this time she 
did have questions. After some conversation, 
he set her up on a store computer so she 
could look up product details and reviews on 
Amazon. When she finished browsing, she was 
ready to make the purchase at Homeport.
 Ultimately, seeing a customer with their phone 
out doesn’t have to be cause for alarm. Google 
data illustrates that 82 percent of shoppers 
consult their phones for items they’re planning 
to buy in-store. The internet within reach has 
empowered consumers with more information, 
and it’s up to you to work with that, offer a rich 
shopping experience and close the sale. LD

By Katie Caron

HOW TO HANDLE
SHOWROOMING

When you see a 

customer with their 

phone or tablet out in 

your showroom, don’t be 

afraid to approach them 

and tactfully strike up a 

conversation about their 

research. They took the 

time to come all the way 

to your store, after all.  
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The reality series “Married at First Sight” follows three       
couples as they say “I do” the very first time they meet. 
   Sound a little fast to you? Us too!
   Unfortunately, many businesses and brands use this 

too-much-too-soon approach in their social media marketing. Think of 
your followers as first dates. Before you try to seal the deal with a ring — 
errrrr, sale — try talking with them first so they can get to know you.
 Enter live streaming, the new way to bring your customers directly into 
your world through video. Here’s what you need to know about this cool 
social media tool.
 
GIVE… GIVE… GET!

You’ve probably heard “It’s better to give than to receive,” right? This 
is just as true on social media as it is in life. When designing your social 
media content, be sure to follow the model “Give… give… get!”
 Better yet, since customers need to see consistent brand messaging at 
least seven times before they’re ready to purchase from you, perhaps your 
model should be: GIVE, GIVE, GIVE, GIVE, GIVE, GIVE, GIVE, GET!!!
 So how do you do this? Create social media content that not only 
provides followers with information that they will find helpful, but also 
relates to what you will eventually sell to them. Each time you provide 
your followers with useful info, you’re building onto a foundation that will 
ultimately get prospects to consider you an expert in your field and trust 
you when you recommend your product or service to them.
 Live streaming is just one form of social media content, but when used 
effectively, it can give your brand the boost it needs to attract customers 
and cultivate a loyal following.
 
LIVE FROM YOUR BUSINESS

One of the easiest and most effective ways to deliver valuable content 
and build valuable relationships with your followers is through live video 
broadcasting on social platforms like Facebook and Instagram. Live video is a 
proven engagement-getter — did you know people spend three times longer 

watching live broadcasts compared to replays and 
recorded footage? Use it to get people’s attention 
so you can ultimately get their money, honey!
 When you broadcast live, your video is shown 
to your followers in real time. You can see 
followers’ comments as you broadcast so that you 
can respond or answer questions, and there’s no 
better feeling than seeing a sea of little thumbs 
up and heart symbols floating across your screen 
as viewers let you know they “like” your content.
   So aside from viewer interaction (which is 
AH-mazing for building engagement!), why 
go live? To outsmart the algorithm, of course! 
Facebook and Instagram recently announced 
that their algorithms — the computer ranking 
systems that determine what content appears 
in a user’s newsfeed — will prioritize live videos 
when they are being broadcasted.
   Plus video is proven to boost your business’s 
results. According to Adobe, shoppers that view 
videos are 1.8 times more likely to purchase from 
you than non-viewers, and Nielsen studies show 
that purchase 
intent increases 72 percent after just 10 seconds of viewing.
 
LIGHTS, CAMERA… THEN WHAT?

Once you’ve brainstormed broadcast topics related to your biz, get ready 
to go live one to two times a week. Visit www.lp2boutiqueagency.com/
lightinganddecormag for a free video training on broadcasting live and 
our full Go Live Guide, which includes a step-by-step tutorial on creating 
a broadcast plus tips for a fabulous Facebook or Instagram Live. LD

By Linley Paske and Lauren Pasqualone

HOW TO MAKE LIVE BROADCASTS WORK FOR YOUR BUSINESS

Linley Paske and 
Lauren Pasqualone: 

Social media 
‘entertrainers’ and 

co-owners of the 
marketing firm LP2 

Boutique Agency.
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TIP 1: Flaunt what ya got
Ceilings are often the forgotten component 
when it comes to lighting. Architects create 
some wonderfully inspired elements 
below the roofline. There are vaulted 
ceilings, coffers, domes and beams 
that would simply fall into shadow 
after the sun sets unless some light 
was pointed upwards — don’t let 
these treasures be lost at night. In the 
image on the far left, the architect has 
created a circular step ceiling detail. 
The interior designer selected three 
Cascade fixtures by Boyd Lighting, 
which in addition to being an inspired 
decorative element, also project a 
subtle illumination onto the raised 
areas so that they add dimensionality 
to the ceiling at night. 

TIP 2:  Make some 
outta none
Sometimes an architectural challenge can 
turn into an architectural home run. The far 
right image shows a dining room in a high-rise 

condominium with concrete ceilings. There was 
a dropped soffit on one side of the room that 
hid the HVAC system. A matching soffit was 

fabricated on the other 
side, which is used to 
run the wiring for the 
lighting. A series of 
five box beams were 
suspended between 
the two soffits. These 
hollow beams were 
open at the top, so 
that linear indirect LED 
lighting could project 
a pleasing glow of 
illumination along the 
ceiling, which then 
bounced down to 
soften the shadows 
on people’s faces. 
The beams were used 
to house recessed 
adjustable fixtures with 

12V LED MR16 bulbs, which highlighted the 
tabletop and sculptural pieces placed around 
the room. 

    Smaller box beams could be used to create 
a coffered detail over a concrete ceiling as well. 
Adding a crown molding or a cantilever detail 
around the perimeter of a room creates a place 
to hide indirect lighting. Here’s your chance to 
play architectural dress-up.

TIP 3: Trip the light fantastic
Sometimes, just light itself can do a pretty 
good job of adding visual interest to a ceiling 
plane. The image in the center shows a living 
room with a pattern projected onto the ceiling 
— this comes from an LED projector made by 
Beachside Lighting. There are hundreds 
of patterns to choose from, and the focus of 
the projector can also be adjusted to be soft 
or crystal-clear.
 Placing a floor mounted uplight behind 
a palm tree or a ficus can also create an 
intriguing shadow pattern on the ceiling while 
adding some flattering ambient light to a 
room. For $25 on Amazon, I got a Soothing 
Ocean Wave projector that looks like gentle 
ripples of water traveling along the surface of 
my bedroom ceiling. I find it very calming. LD

3 tips from the lighting doctor
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When working out the lighting design 

for a room, take a moment to look 

upward. There is a vast canvas available 

that could benefi t from your inspiration.

CEILINGS: THE FIFTH WALL OFFERS GREAT POSSIBILITIES

Randall Whitehead, IALD, 
is a professional lighting 

designer, author and 
recognized expert. Visit 

www.randallwhitehead.com 
for more information on his 
books, upcoming seminars 

and the latest lighting trends.
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From the deck to the dining room, 

Regency’s Indoor/Outdoor Designer 

Series Fans bring a consistent level 

of comfort anywhere. Each fan 

features a whisper-quiet DC motor, 

brilliant LED lighting and blade 

lengths up to 66” for maximum 

comfort. Best of all, the Designer 

series is available in the striking 

new Driftwood finish on the Vantage 

model and other popular styles, 

making them the perfect fit for any 

room, no matter where it is.

In stock and ready to move. 

Indoor Comfort in the Great Outdoors

Tier fan shown in Oil Rubbed Bronze finish Module fan shown in Brushed Nickel finish Spire fan shown in White finish

Vantage fan shown 

in Driftwood finish





w w w . l i g h t i n g a n d d e c o r m a g . c o m   A U G . 1 7   |   1 7

Britton side tables fro  
constructed of 100  

mango wood, work pe f  
a nightstand. The larg  

measures 32 inch g  
www.imaxc p m

y  
g k

c a de e ea s 
 

a y g  
elements for a touch 
of tradition and sparkle. 
www.crystorama.com

The Aster Linen pillow from 
Howard Elliot is part of the 
Davida Kay designer pillow 
collection. It features a 100 
percent natural linen fabric 
by Robert Allen, decorated 
with  ower embroidery and 
trimmed in a coordinating 
r p

m IMAX, 
0 percent
rfectly as 
ger table 
hes high. 
corp.com

From Candice Olson’s collection for 
Surya, this Modern Classics rug is 
hand-tufted with a lustrous sheen, and 
the paisley pattern brings just a bit of 
boho  air into the mix. www.surya.com

T nstructed bed from the Roslyn 
C part of Hooker Furniture’s new 

American Life brand, offers details like exposed 
bolts and beams, and is crafted in Walnut and 

Hickory providing that rustic farmhouse appeal. 
www.hookerfurniture.com

Crystorama’s 
Highland Park 
chandelier wears 
an Old-World Silver  nish 
and classic crystal design

This king decon
County Collection, pppp

A i Lif b

g
rope. www.howardelliott.com
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B E D R O O M

IDEA BOARD

a k Home’s coastal resin Shell 
w es, sold in sets of four, 
m .5 inches by 8.25 inches. 
w brookhome.com

f hell pink and 
p ster diffuse 
l f eneath an 
off nen shade in 
C pal table lamp. 

hand-applied 
sh ensures 

n exactly alike. 
ycodealers.com

Shades of sh
pearly alaba
light from b
off-white lin
Currey’s O
A creamy h
Amber  ni
no two are 

www.curreyc

breathe easy
When coastal meets organic, you’re left with 

serene scenes perfect for the bedroom. 
B Y  N I C O L E  B O W L I N G 
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agebrook
wall plaque
measure 8
www.sageb

Sa
w
m
w

Looking for a modern yet natural 
touch? The plantation hardwood 
frame, rail and legs of the Woodside 
canopy bed from the Jeffrey Alan 
Marks Collection for Palecek are 
wrapped in  nely woven natural 
abaca rope. www.palecek.com
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From Phillips Collection, the 
Chamcha Wood console 

table now comes in a Super 
Bleach  nish, adding an air 
of lightness to this organic 

piece. Sourced from Thailand 
and measures 87 inches long. 

www.phillipscollection.com

This pillow, pa f E  
Ellen DeGeneres C o  

with Loloi, blends w , o  
and viscose in fu  

neutral tone, acc y 
subtle braiding  

www.loloir g m

T S
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ta p
natu a ood c oss
sect pp
a Sa

fabric s ade  
w w ste o d co

From KAS Rugs, the 
Landscapes Blue 
Contempo rug is 
machine-made of 100 
percent polypropelene. 
www.kasrugs.com

The base of Stein 
World’s Clearcut 

ble lamp is full of 
ural wood in cross 
tion, topped with
and-colored linen 

fabric shade.
d.com

rt of the E
s Collectio

wool, cotto
a beautifu
cented by
g details. 
rugs.com

www
fabric s

w.steinworld

ED 
on
on 
ul 
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Relax: Laurel bedding 
from Eastern Accents by 
Thom Filicia wears a soft 
sage color palette. Its 
painterly  oral accent is 
paired with a geometric 
motif for a clean, 
versatile aesthetic.
www.easternaccents.com
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Casually cool indigo and white combos 
rest easy on top of bed.

B Y  N I C O L E  B O W L I N G

Pine Cone Hill’s Aylin linen duvet cover was created based on 
the elements of glass, stone and wood to infuse aspects of 

nature into a living space. pineconehill.annieselke.com











Winners of the 8th annual Showroom of the Year Awards 
were announced at a special opening night reception during 
Lightovation at Dallas Market Center.

2017

WINNERS ARE...
and the
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8th ANNUAL

SPONSORED BY:

THE 2017 WINNERS ARE:

FOLLOW US AT #SOTYAWARDS
Entry and nomination forms for the 2018 
Showroom of the Year Awards will be available on 
LightingandDecormag.com starting in November.

EXCEPTIONAL COMMUNITY INVOLVEMENT
Crest Lighting, New Lenox, IL

SOCIAL MEDIA STAR
Montreal Lighting & Hardware, Montreal, QC

REVENUE UNDER $2 MILLION
The Lighting Design Center at Warshauer Electric, 
Tinton Falls, NJ

REVENUE UNDER $5 MILLION
Ferguson Enterprises, Clive, IA

REVENUE $5 MILLION AND OVER
Lightology, Chicago, IL

OUTSTANDING MERCHANDISING DISPLAY
WaterPlace, Crown Point, IN
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Crafted in 100 percent metal, 
this wall art from Moe’s Home 
Collection is a detailed study of 
a World War II fi ghter engine. 
Measures 31.5 inches square.
www.moeshome.ca

Go into the wild, blue 
yonder with Iconic Pineapple’s 
Vintage Propeller I. This black 

and white print measures 
40 inches by 30 inches.

www.iconicpineapple.com

Framed in wood, this automobile blueprint from 
Surya comes in four sizes. Made in the USA.
www.surya.com

This oil painting from Streamline 
Art is 3-D. The rocks and metal 
lines come right off the canvas, 
adding texture and interest.
www.streamlineart.com
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 D AUTOMOBILESPLANES, TRAINS ANDD

Part of a series of three, this airplane schematics artwork 
from Home Trends & Design breaks down the plane and 
provides a detailed look at the wings and propeller. 
www.htddirect.com

Perfect for any train enthusiast, this engine 
pops with splashes of red. The piece is high gloss on a 

burnished metal panel. www.stylecraftonline.com

Sepia tones and typography highlight this vintage propeller from 
Paragon. The canvas is gallery-wrapped and measures 36 inches 
by 49 inches. www.paragonpg.com

Part of Wendover Art’s Vintage 
Contours series, this automobile print 
is giclée on paper. Measures 22 square.
www.wendoverart.com





INTRODUCING THE

lighting & decor
f ree  ios  app

DOWNLOAD AT THE MAC APP STORE
SEARCH KEY WORDS:  L IGHTING & DECOR

Apple and the Apple logo are trademarks of Apple 
Inc., registered in the U.S. and other countries. Mac 
App Store is a service mark of Apple Inc.
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Family-owned for more than 60 years, the Lighting Design Center at Warshauer Electric blends 
the latest technologies with expert lighting design, offering an exclusive product selection from 
the industry’s leading manufacturers. “This award is true validation of all our hard work, 
energy, effort and resources spent to bring our Lighting Design Center to where it is today,” 
Executive Vice President James Dunn says. “It was truly an entire team effort — from our 
management team, marketing staff, lighting designers, vo-tech employees, to our fully committed  
manufacturer partners and their representatives. Everyone bought in 100 percent and are           
all equally responsible for our success.”

DUNN ON THE BIGGEST RISK EVER TAKEN:
In 2010, we invested in a complete remodel/makeover in       
the throes of a recession. Not only was our showroom business 
off drastically, but also our overall electrical supply business 
was in sharp decline. Thankfully, our owner, Jim Warshauer, 
trusted the vision to invest instead of recoil, and we took the 
downturn as an opportunity and completely remodeled our 
entire showroom. Seven years later, the business is doing very 
well. We went from two full-time designers to six, and we are 
the current Lutron 5-Star Showroom of the Year winner and   
now our latest award — just awesome.

DUNN ON THE BIGGEST CHALLENGES 
FACING THE HOME DESIGN/RETAIL INDUSTRY:
Keeping up with the changing technologies, especially LED, 
is one. Installing LED fixtures is a lot like installing a laptop: 
The minute it’s up and running, it’s obsolete and replaced by 
something brighter and more energy-efficient. The second 
biggest challenge is getting paid for adding the real value our 
designers offer everyday. We do complete designs, specify 
the right products for the right applications, ensure total 
satisfaction, just to have the homeowner or business owner 
shop our prices online or at a competitor who did nothing 

more than lower a price. Hopefully, 
the first part will be handled by our 
manufacturer partners strictly enforcing 
healthy IMAP policies.

DUNN ON THE MOST EXCITING TECHNOLOGY:
Voice-activated automation like Google Home that really 
simplifies lighting control by using voice commands. We 
recently became a Google Nest Pro distributor, so we are in the 
process of rolling out a complete Google Home automation 
story tied in to our existing lighting control vendors that 
support it. Simple home automation has been around a long 
time, but has yet to really hit the mainstream — when Amazon 
sold out of Alexa this holiday season, it really hit home that this 
new technology is here to stay. We feel Google Home, and 
independent tests have proven, take this voice automation 
to a whole new level.

DUNN ON THE FUTURE:
I think we’ll be selling most of our one-off products and 
accessories online, and our Lighting Design Center will be 
100 percent focused on projects — whole home, major 
renovations or boutique stores and restaurants.

Revenue Under $2 Million: 
THE LIGHTING DESIGN CENTER AT WARSHAUER ELECTRIC 
TINTON FALLS, NJ

OF THE YEAR | 2017

Michael Estrin of 

Estrin Zirkman 

Sales accepted the 

award from L&D 

Managing Editor 

Alison Martin 

on behalf of the 

Lighting Design 

Center. 
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Though they were unable to attend Lightovation in person, Ferguson 
consultants Amber Pirillo, Amy Kimberley and Jessica Richardson huddled 
together to watch the live stream of the ceremony in Iowa. When their name was 
called, they screamed, hugged each other and started crying. “We are honored     
to receive such a prestigious industry award and can’t thank the judges enough   
for believing in our showroom the way that we do,” Pirillo says.

PIRILLO ON THE BIGGEST RISK EVER TAKEN:
We take risks everyday in our showroom, to think outside of 
the box and create new design trends. We want to stay ahead 
of current trends, be innovative and different. Whether it be 
creating a custom shower design tailored to a client’s needs, 
or selecting light fixtures that don’t match, per se, but bring an 
entire open floor plan together by mixing finishes, styles and 
textures, if you want to be a trendsetter, you have to take risks.

PIRILLO ON THE BIGGEST CHALLENGES 
FACING THE HOME DESIGN/RETAIL INDUSTRY:
Internet shopping. Clients have found that online shopping 
is oftentimes less expensive than coming into a specialty 
showroom. Well, let’s face it: A lot of the times, fixtures can be 
less expensive when purchased online. The way we overcome 
the challenge is by explaining that by visiting a showroom, 
they are not only receiving the fixture they need, but they are 
receiving guidance in the selection process by consultants with 
years of experience in the industry, assurance that they select 
a fixture that will perform the way they need it to, and a name 

and face of someone they can count on to give them a personal 
shopping experience that they will never forget. Our industry 
is all about building relationships. You can’t get that experience 
by ordering something online.

PIRILLO ON THE MOST EXCITING TECHNOLOGY:
Technology changes faster than I update my wardrobe, which 
is too often according to my husband. The convenience of 
controlling lighting in your home, or away from home, has 
become an amenity homeowners can’t get enough of. You 
not only have access from your cell phone or tablet, but also 
you can control it with your voice. Amazon Echo allows you to 
control light bulbs that work with Alexa by voice activation.

PIRILLO ON THE FUTURE:
Change ignites creativity and allows for industry innovation — 
change is a good thing. In five years, I think our showroom will 
expand both in size and reputability within the lighting industry. 
We will continue to grow stronger as a team and strive to be 
the best we have ever been. It only gets better from here!

Revenue Under $5 Million: 
FERGUSON ENTERPRISES
CLIVE, IA

OF THE YEAR | 2017

Shannon Nogar 

from Ferguson’s 

Dallas location 

accepted the 

award from L&D  

Editor-in-Chief 

Nicole Bowling on 

behalf of the Clive, 

IA showroom. 
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Winner in this category for the second year in a row, Lightology continues 
to keep its finger on the pulse of design, always looking for new ways 
to make design more accessible. “Amongst a field of some of the most 
innovative and successful lighting showrooms in North America,” Steven 
Schranz, Vice President of Sales & Marketing, says, “we are truly grateful 
to be considered one of the leaders in contemporary lighting.”

SCHRANZ ON THE BIGGEST RISK EVER TAKEN:
Early on, we decided to curate a selection of lighting no other 
showroom had in North America. To achieve this, we traveled 
frequently to Europe and worked with countless vendors 
around the globe, hand-selecting some of the most unique 
and groundbreaking lights on the market today. The technical 
differences between lighting overseas and lighting in the U.S. 
can be like night and day, but we committed to helping many 
of these boutique brands redesign and engineer their products 
for the U.S. market, and today it’s what truly sets us apart.

SCHRANZ ON THE BIGGEST CHALLENGES FACING THE 
HOME DESIGN/RETAIL INDUSTRY:
Like every industry, technology is advancing lighting at a 
breakneck speed. LED and computer-driven technology have 
changed the lighting landscape, with every element of your 
fixture now controllable with the tap of a button. We have 
an incredibly knowledgeable staff and hold four-month-long 
lighting classes twice a year to keep us on the cutting edge. 
If you have a vision for your space, we can make it work, 
from ideas and prints to installation, complete with all the 
latest LED controls.

SCHRANZ ON THE MOST EXCITING TECHNOLOGY:
Tunable white LED lighting is one of the most exciting 
technologies we see evolving in the lighting industry. Tunable 
white fixtures give you the ability to completely customize 
the lighting in your living or working environment. With 
the turn of a dial, you can change your room from a bright, 
cheerful 4000K daylight to a warm, cozy 2000K sunset color 
temperature.

SCHRANZ ON THE FUTURE:
The retail landscape has changed drastically over the past 
few years and will continue to evolve as digital channels grow. 
Succeeding in the future will require a retailer to distribute 
through multiple selling channels, offer unique value-adds and 
services, such as custom lighting designs and consultations; 
fine tune their marketing towards micro-audiences; and 
showcase new technologies, both in-store and online. At 
Lightology, we strive to understand what technologies and 
sales channels drive our customers’ buying behavior and 
patterns and adapt our operation to meet their needs. We 
work hard to ensure our digital footprint and showroom 
experience go hand-in-hand.

Revenue $5 Million and Over: 
LIGHTOLOGY
CHICAGO, IL

OF THE YEAR | 2017

Vice President of 

Sales & Marketing 

Steven Schranz 

took home 

Lightology’s 

Showroom of the 

Year Award with 

L&D ’s Bowling 

(center) and Martin 

looking on. 
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From supplying over $20,000 worth of new fixtures to Habitat for 
Humanity, to toy and coat collections, Crest Lighting embodies 
community service. The company’s philanthropic endeavors have 
touched people throughout the Chicagoland area. “Our community 
relationships have given us strength and have allowed us to grow 
through the years, and that’s why giving back to them is so important   
to us,” says Erica Gallagher, Chief Technology Officer.

GALLAGHER ON THE BIGGEST RISK EVER TAKEN:
One of our biggest risks was giving up a sizeable portion of 
our showroom space to partner with a local cabinet company, 
Seigle’s Cabinet Center. Fortunately, it has worked out really 
well, generating a significant amount of business crossover/
referral business.

GALLAGHER ON THE BIGGEST CHALLENGES 
FACING THE HOME DESIGN/RETAIL INDUSTRY:
What continues to be a challenge for the brick-and-mortar 
stores is the perceived value of the big-box stores. Clients 
assume big-box stores have good product at good pricing, 
when in reality, they have average product at average pricing. 
Our staff’s experience and our strong relationships with our 
manufacturers allows us to offer an extensive selection, great 
quality, style and design, at competitive prices, resulting in a 
better value for our customers.

GALLAGHER ON THE MOST EXCITING TECHNOLOGY:
Home automation is certainly one of the most buzz-generating 
technologies we touch. Advanced lighting controls, embedded 
sensors, WiFi-enabled and remote-programmable systems 

— paired with energy-efficient lighting, thermostats, room 
monitors and more — are making our environments healthier 
and smarter. The ability to control thermostats, ceiling fans, 
lighting, window shades, cameras, appliances and so much 
more, from virtually anywhere via smartphones, tablets, 
Alexa, Nest and other devices, is changing the way people 
interact with their environment, and we are excited to be at the 
forefront of these new enhancements.

GALLAGHER ON THE FUTURE:
We are just shy of our 50th anniversary in the lighting industry, 
and we have seen a lot of things change over that time. We 
have remained strong because of our ability to adapt to 
these changes. We will continue to be technology-driven and 
see growth in our online business as consumers’ shopping 
habits continue to move more in that direction. At the same 
time, we anticipate greater focus on our services as our true 
differentiator, as no online shopping experience can replace 
an in-home visit and time spent getting to know our customers 
and understanding the look, budget and timeline that will 
ensure their project’s success.

Exceptional Community Involvement: 
CREST LIGHTING
NEW LENOX, IL

OF THE YEAR | 2017

Amy Fimbianti, 

Showroom 

Manager at Crest 

Lighting, accepted 

the award from 

Dallas Market 

Center’s Van 

Zeyl (left) and 

Morris (right), 

accompanied by 

her fellow Crest 

colleague Patty 

Cunningham.



editor’s faves
eNEWSLETTER

Check out our editor’s 
favorite products in one 

of our Editor’s Faves 
eNewsletters, delivered 

every other week. 

S I G N - U P  AT 
www.lightinganddecormag.com
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When the Social Media Star campaign finished on Lighting & Decor’s 
Facebook page, Montreal Lighting & Hardware had garnered over 200 
likes and a ton of positive comments. Clearly, their social media strategy 
seems to be working. “We were very proud to have been selected 
amongst such fabulous showrooms,” Fred Naimer, President, says.

NAIMER ON THEIR SOCIAL MEDIA STRATEGY:
This is largely the work and creativity of our ecommerce 
coordinator, Teneisha Collins. We want synergy between our 
showroom and our online presence. Because of this, our social 
media channels are designed to convey the same “wow” 
feeling of walking into our showroom. From photos from our 
designers and manufacturer application photos to our weekly 
contests, we strongly believe that content and engagement 
are key. Teneisha is the person that makes it happen. Almost 
all of our marketing and advertising dollars are spent on our 
website and social media. Today, our social media consists of 
regular newsletters to our registered followers on Facebook, 
Instagram, Pinterest, Twitter and Houzz.

NAIMER ON THE BIGGEST CHALLENGES 
FACING THE HOME DESIGN/RETAIL INDUSTRY:
Our biggest challenge is getting people to appreciate and 
value our service and to buy locally. The large online dealers 
are very influential in the market today. We match or beat any 
price, but first, we have to be given that opportunity. This only 
happens by being tenacious with our follow-up and service. It 
starts the moment a client calls or enters our showroom, and 
it never really ends. We are there for the client, even well after 
the sale is completed and delivered. We even contact each 

on-line client to make sure they have ordered what they 
really want and need.

NAIMER ON THE MOST EXCITING TECHNOLOGY:
I guess the technology that I love is Amazon’s Alexa combined 
with Lutron’s Casetta or Radio Ra2. Don’t ask me how it works 
(my son and others at the showroom are responsible for this), 
but how great is it, when you can walk into a room and say 
‘watch TV’ and the lights dim, the blinds go down and the 
television turns on. No touching your phone and waiting for 
an app to load. We love demonstrating this to clients in our 
Experience Room. Alexa will even give you the weather and 
tell you a joke!

NAIMER ON THE FUTURE:
In five years, my sister and I will be fading out, and a new 
generation will take over. Our kids will hopefully take what they 
have learned from us and combine this with their own ideas and 
way of doing things. The lighting industry has become and will 
be even more technical as time passes. Our children are better 
equipped than us to address the technology. This, with the 
experience they are gaining now, should allow them to thrive in 
the years ahead. We are fortunate that they share our culture 
of hard work and passion for lighting!

Social Media Star: 
MONTREAL LIGHTING & HARDWARE
MONTREAL, QC

OF THE YEAR | 2017

Freddie Naimer 

(second from 

right), President 

and co-founder, 

and Daniel Naimer 

(second from left), 

Lighting Specialist, 

accept their 

award from DMC’s 

Van Zeyl (left) 

and Morris.



GET IN ON    

the scoop
An all-new bi-weekly enewsletter 

from Lighting & Decor, the scoop 
includes a short commentary 
video, hosted by our editors, 

recapping the industry news you 
need to know that week. 

the scoop also will link to relevant 
articles and podcasts from 

lightinganddecormag.com, plus 
social infl uencer content, including 
blogs and social media posts that 

we like and feel you will too.

There’s nothing else serving the 
industry like the scoop.
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5

Award Highlights

OF THE YEAR | 2017

1.  The 2017 Showroom of the Year Award winners.

2. Shared on Instagram by @illuminatinginteriors: “Excited to be a fi nalist for   

    Showroom of the Year.” 

3. Dallas Market Center’s  Cindy Morris (right) and Laura Van Zeyl take to the podium 

    to anounce the winners.

4. The team from fi nalist We Got Lites — Annalise Giglio and Joshua Marshal —  smile  

     before the awards ceremony.

5. The crowd gathers to hear the big announcement.

6. The stage is set on Dallas Market Center’s 4th fl oor loft space for the winners 

     to be announced.

Entry and nomination forms 
for the 2018 Showroom of the 
Year Awards will be available 
on LightingandDecorMag.com 
starting in November. 
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B R E A K I N G  T H R O U G H  T H E  N O I S E

Words to Make a Living By
For independent furniture retailers like the Simons, both the landscape 
and the industry’s language is changing fast, with new words like Amazon 
and phrases like artificial intelligence (AI) rapidly entering the lexicon and 
quickly dominating the dialogue. With change always a 
constant, one thing is certain now: Consumers are more 
connected and have more choices and control over their 
media experiences than ever before, and that makes the 
ability to reach them with consistent messaging a major 
challenge for marketers. 
 While Palette & Parlor’s social-selling techniques define 
the leading edge, there are also those who are breaking 
through the noise with old-school tools that reflect their 
core principles and enable them to define their companies 
and their personalities in ways that stand out in their 
marketplaces and the public mindset.
 Retailer Cynthia Heathcoe of Contemporary Living in 
Palm Beach Gardens, FL, recognized with the coveted 
Emerging Star Award by her peers at the Home Furnishings 
Association Conference in San Antonio this past June, is leading the charge. 
The award, bestowed by her peers at a gala celebration, is a stunning 
acknowledgement of her ingenuity, hard work and just how much Heathcoe 
has achieved since making the brave decision to flee an abusive relationship 
for the relative safety of a homeless shelter 18 years ago. At the time, she 
was a single mother of six, with a newborn in hand. 
 “I didn’t want to stay on government assistance so I decided to go back 
to school and get my business degree,” she remembers. “My plan was 
to become a social worker and help other women going through trauma 
in their life, but I applied for a summer job at a furniture store between 
semesters and fell in love with it. I loved engaging with the customers, 
problem-solving and helping them choose pieces for their home.”
 We humans are suckers for happy endings, and Heathcoe regularly 
shares hers with other South Florida businesspeople via charity events, 
leadership groups and the Jim Moran Institute for Global Entrepreneurship. 
Yet she connects best with her customers via her own weekly talk radio 
show on 900 AM, The Talk of the Palm Beaches. The radio show is regularly 
re-packaged as a podcast. 
 “I had visited the radio station as a guest on a show called ‘SCORING 
Your Business,’ with my SCORE mentor, who had asked me to come on to 
talk about my business,” Heathcoe says. “A week later, the sales staff from 

the show came out to visit and 
pitched the idea of doing my 
own show, where I could share 
my passion for design and 
doing it has been one of the 
best decisions I’ve made. This 
is a second-home market and 
the listening audience is an 
older, wealthier demographic. 
Sometimes I bring in non-profits 
and talk about their charities and 
causes, and other days I have 
no idea what I’m going to talk 
about and one of the women 
from the station and I just get 
on and talk. I really don’t write a 
script; I just talk from the heart. 
It’s real and it’s authentic.”
 Listeners respond to her 

genuine approach. “There’s no question that the show has helped build 
my brand and gives me more credibility with clients who see me as an 
authority on the subject of home,” Heathcoe describes. “I’ve had people 
who have heard the show come in and hand me the blueprints of their 

home within 30 minutes of meeting me. Others walk into 
the store and say, ‘I’ve heard your show and I think you’re 
awesome, and I just wanted to tell you that.’ Then they 
leave. They are not in the market to buy at that moment, 
but that’s OK, because they eventually will be.”

Star-Powered
Dallas-based Shay Geyer, owner of IBB Design Fine 
Furnishings, inherently understands that moving people 
and motivating them to buy today requires a shift in 
strategy and focus. The designer started IBB the blog in 
2008, and is well known throughout the home furnishings 
industry and on a social media as a blogger and High Point 
Market Style Spotter, and in the Dallas television market, as 
a weekly contributor on design on “Good Morning Texas.” 

Her burgeoning collections of licensed home furnishings collections debut 
this fall. From a marketing standpoint, however, the quarterly, self-published, 
60-page lifestyle magazine she launched in 2013 is the engine driving her 
family’s single-store, high-end retail business. 
 IBB Design Fine Furnishings employs 
36 interior designers who develop and 
write content for the glossy publication 
with a circulation of more than 15,000, 
distributed through free subscriptions and 
mailing lists, on site at the store, via the 
website and in the swag bags of various 
charity events that align with their targeted 
demographic of affluent homeowners 
($1.1M and above). Four years into the 
project, Geyer says, “There are people 
who have saved all 12 issues to date. 
We know, because when we announce 
on social media that a new issue is out, 
people will take pictures of past issues and 
post them on Facebook. They are holding 
onto the magazines for inspiration and 
they are coming in pointing to articles and 
saying, ‘I want to see some art,’ or ‘I want 
this lamp,’ or they are reaching out to a 
specific designer if they liked a particular 
article. In one case, a designer who wrote about an outdoor living area was 
contacted to do a similar concept and it turned into a whole house project.” 
 Not surprisingly, staff turnover is minimal. “I may be the face of the 
company because this is a family business, but we think it’s really important 
to showcase all of our designers and the work that they do in the magazine 
and at special events,” the executive says, acknowledging that recognition 
continually outscores compensation in any study of why employees remain 
loyal to an organization. “It’s really been a great tool for our designers. We 
get a lot of exposure from my design segment on ‘Good Morning Texas,’ but 
in terms of marketing investments, the magazine is our number-one return-
on-investment by far.”
 Storytelling, no matter which way you do it, makes a difference in your 
brand ID, your marketing and your bottom line. By diving deeper and not 
only telling potential customers, but showing them, how your business is 
unique, you’ll stand out in furniture retailing. LD

A LO N G  T H E  WAY  W E  L E A R N 
T H I N G S  L I K E  H O W  TO 

O P T I M I Z E  E V E R Y  S I N G L E 
I M A G E  A LT  TA G ,  A N D  T H E 

K E Y W O R D S  T H AT  S H O P P E R S 
A R E  U S I N G  W H E N  T H E Y  A R E 
LO O K I N G  F O R  T H E  T YP E  O F 

F U R N I T U R E  W E  S E L L .  W E 
L E A R N  A S  W E  G O,  W H I C H  I 

T H I N K  I S  J U S T  PA R T  O F  BE I N G 
A N  E N T R E P R E N E U R . 

- Ivy Simon, Palette & Parlor

Contemporary Living’s Cynthia 

Heathcoe credits her radio show, 
The Talk of the Palm Beaches, 
with continually driving traffic 
to her retail store. 

IBB Design Fine Furnishing’s 

quarterly self-published 

magazine shines the light on 

its designers’ work, among 

other lifestyle topics. 



WELCOME
HOME

millennialhomemag.com
APRIL 2017TAKE A SEAT

 style for Gen Y

MILLENNIAL HOME, BROUGHT TO YOU 
BY THE LIGHTING & DECOR TEAM.

www.LightingandDecormag.comwww.MillennialHomemag.com

A fresh new quarterly publication delivered 

digitally to your inbox, Millennial Home 

focuses on today’s and tomorrow’s most 

infl uential segment of the consumer market—

Millennials—zeroing in on what’s important to 

them, what products they want to make their 

house a home and how they go about fi nding 

their next purchases.

Subscribe now at MillennialHomemag.com, 

where you can access the issues on demand. 

Watch your email inbox each season for the 

new digital edition.
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1. I love using white in children’s rooms! It’s youthful, light and bright, and 
they can grow up with a white space without it ever feeling baby-ish. It isn’t 
a gamble if you choose the right materials like my new line of surfaces for 
Vetrazzo or a performance fabric from Crypton. You can install white drapery 
or countertops and walk away without a worry.

2. Children’s furniture de  nitely doesn’t have to be temporary! You may 
outgrow the need to soothe them to sleep in a rocking chair, but if the chair 
has style, it shouldn’t be tossed. Personally, I love to use a beautiful chest of 
drawers as a changing table. Just install a changing tray temporarily and you 
are taken care of for the  rst couple of years. Lose the tray, not the dresser, 
when you no longer need to change diapers.

3. A dramatic focal wall can be so impactful in an interior, and we loved the 
movement this motif created. One important thing to note is that this art 
piece is made up of decals. Once we tire of the endless train of camels, it 
isn’t a major undertaking to change it up.

Known for her “Classically Current” 
style, Houston-based Laura Umansky 

strives to create luxurious, livable 
interiors. Her firm, Laura U Interior 
Design, won an International Design 

and Architecture Award last year, and 
her blog continues to inspire us. In this 
Houston patio home, Umansky shares 

how she makes a child’s bedroom 
beautiful with room for growth. 
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ATLANTA    I     DALLAS    I     LAS VEGAS    I     TORONTO    I     888.893.2323    I     www.napahomeandgarden.com   

NEW FROM NAPA: THE DASHIL LAMP. 

A fresh take on farmhouse chic. Substantial in height (37”) with a wide 

burlap shade, wire caging and whitewashed body, the Dashil table 

lamp is comfortably casual. Also available as floor lamp and pendant. 

Call or click to place your order, or contact your local Napa Sales Rep.

FARMHOUSE REDUX.


