
from p84
from the factory to their store,” 
he said. “When you look at die-
sel fuel, it’s gone up a $1.50 in 
the last four or five months. The 
sofa that used to cost $20 to go 
from Craftmaster (in North Car-
olina) to Washington might be 
$25 or $28 now, so that’s going 
to affect the retail price as well.”

Calcagne, 
whose com-
pany produces 
its upper-end 
Estate collection 
in China, said 
that cost pressures have 
intensified at every link in 
the supply chain. In addition 
to the rising cost of raw mate-
rials, recent adjustments in the 
value of China’s currency have 
raised the cost of exported goods 

b y 
1 2 % 

to 15%. 
And China 

has  t igh tened 
subsidies on fuel, caus-

ing transportation costs to 
jump as well.

Craftmaster took a modest 
price increase at the April High 
Point Market but that “just 

barely covers the increases 
that we’ve been hit with,” Cal-
cagne said, adding the com-
pany won’t be making further 
increases here.

The impact on pricing that 
Hurricane Katrina had in 2005 
taught everyone that the indus-
try doesn’t have to have self-
imposed price points, said Ted 
Jarnagin, vice president of retail 
sales for upholstery maker Loft.

“We all think that we have 

to have a $399 sofa. But if no-
body had a $399 sofa, our busi-
ness wouldn’t suffer; it would 
just increase our gross dollars. 
When we had the mandatory 
foam increase a couple of years 
ago, it forced everybody to go 
up and nobody lost any busi-
ness because everybody had to 
go up at the same time. 

“The consumer doesn’t know 
the difference. They never have 
and they never will.”

Jarnagin said that, while 
unwanted, rising costs give re-
tailers an opportunity to read-
just their prices and increase 
margins.  

“They’ve got to come to the 
conclusion that maybe these 
price points don’t exist anymore 
and they’ve either got to suffer a 
margin hit or move on.” 

He added, “We all agree as 
an industry that furniture is one 
of the best values a consumer 
can buy today. In fact, it’s too 
good a value and everybody’s 
living on a shoestring. And if we 
get hit like this (with increases), 
we begin dropping like flies. We 
can somehow learn from this.”

Since retailer W.S. Badcock 
acts like a catalog company for 
its franchised dealers, the com-
pany is locked into its current 
price list. But the chain may 
have to make adjustments to its 
pricing in the future, said Mike 
Estridge, vice president of mer-
chandising and upholstery and 
leather buyer.

“We know (our suppliers) 
are getting hit with increases,” 
he said. “We’re trying to work 
with (them) as much as we can 
to merchandise around them 
and retain our price points as 
much as possible.” 

But hearing that some ven-
dors have been hit two or three 
times with increases since April, 
Estridge noted that retaining 
some pricing “is going to be 
tough.”

Consumers might not know 
if a sofa goes from $499 to $599, 
but they do “know value” and 
are aware if another merchant 
is selling the same sofa for $499, 
said Estridge. But, he added, “if 
times dictate, you’ve got to do 
what you have to do. We’ve got 
to make money — the suppliers 
have to make money. We don’t 
want to (raise prices) and we do 
everything we can to fight it.”

Despite the triple whammy 
of a weak economy, flat sales 
and price increases, upholstery 
makers said they plan to be ag-
gressive this market with plenty 
of new products and aggressive 
promotions.
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COOK UP IDEAS

FOR YOUR CUSTOMERS

AT CAPELRUGS.COM.

FIND 1 0 , 0 0 0
DESIGNS ONLINE!

VIS IT CAPEL IN L A S VEGAS : WORLD MARKET CENTER, SPACE A 226

toll free 800-334-3711 or online at www.capelrugs.com

MARY CLARA CAPEL AND PATTI PAGE AT HOME.

A family that’s spent 90 years making rugs knows a thing or two about style.
Creating rugs that make an original statement in the home is a Capel family tradition. And, with 10,000 different

inspirational designs, our range goes well beyond other rug companies. From colorful contemporaries created by hand

to beautifully crafted traditional designs, we make it easy for consumers to find the looks they love.

California upholstery manufacturer Nathan 
Anthony expects to attract buyer interest in Las 
Vegas with its new curved Lauren sofa.

 Upholstery




