Mid-Year Review

Focus on the WA Residential Ad Campaign & Nonwoven News

WHAT ARE SOME OF THE WAYS YOUR
COMPANY 1S PROMOTING ITS EMERGING
PRODUCTS THIS YEAR? HAVE YOU BEGUN
ACTIVELY SELLING OR MARKETING PROD-
UCTS ONLINE?

Jaima Brown (S.A Maxwell/Jaima
Brown Home): We are printing promo-
tional pamphlets on our collections with
roomset photos; we believe designers are
visual and like these products, as they help
display what we are offering. We are also
making postcards, which are great as thank
you notes for designers, vet they also pro-
mote patterns. We also try to do as many
presentations on the product as possible to
inform designers about new ideas on how
to use wallpaper.

PJ. Delaye (York): We're gearing up
for more point-of-purchase displays that
better mesh with a variety of special retail
environments. For example, York was first
to develop a genuine "country" border
merchandiser made of antiqued/distressed
wood, which was a big hit with country
stores that didn't want the standard wire
bin merchandiser. Our new "Peel & Stick -
Roommates for Kids" program is available

to dealers on an in-stock basis only, so

we've had to develop a variety of merchan-
disers for trademarked properties such as
"American

Chopper,"  "Spiderman,”

"Shrek," "Batman," "Nascar," cic. In a few

more weeks, we'll be launching "The
Wiggles" and a few other surprises.

Last but not least, expect to see more
displays, signage, and other innovative
POPs from York in the next few weeks to
coincide with the launch of Plavhouse (St.
James via Blonder Home Accents) and
Boys Will Be Boys (the companion piece to
the previously released Girl Power by
Three Sisters Studio). By the fall, we will
have a number of additional collections on
our ultra-removable nonwoven substrate,
Surestrip Prepasted.

Our web site continues to climb in the
ratings; we started a little behind the others
but we've caught up. Consumers can view
the majority of our product offering via
intuitive search tools. Dealers can check
inventory and place orders via our B2B site.
We will also soon launch a Ronald Redding
site specifically targeted to designers.

Sheila Friedman (IdeaStix): We really
came to life this past year with each new
product we introduced. We showcase prod-
ucts at major trade shows and make sure
that we have media kits available at these
shows. We also sell on our website through
our dealers, with a dealer locator tool.
(Roman
We don't sell on the internet,

Jerry  Russo

Products):

Decorating

though we've recently developed a "plan-o-
gram” in-store system for our products.
They're categorized into stripping, borders,
priming, adhesive, and repair/care sections.
This comprehensive color-coded shelf and
literature system helps consumers and cre-
ates a project-oriented sale instead of an
item-based sale.

Kathy O’Brien (FSC): We continue to
expand our marketing efforts around our
unique products, such as Paperlllusion.
Demonstration of this product is key, so
we've increased our in-store demonstra-
tions and presence at area home shows,
There 1s a tremendous amount of con-
S5Uumer awarcness Ih}lt creates a S“’(!l’l‘u’
demand for our retailers.

Our Waverly4 "Hangs like Paint" non-
woven program continues to be a focus at
our Waverly Place accounts and other pro-
gressive retailers. This product line really

“Punch Toile” from Jaima Brown’s

Mah Jong collection.

offers consumers a simplcr. rm'r)lutim‘mry
method of hanging wallpaper.

Forry Eisenhart Jr. (Eisenhart): We're
supporting our new Paperez® collections
with a public relations campaign aimed at
generating news coverage in consumer
shelter, decorating, and lifestvle media,
newspapers, and trade publications. Our
objective is twofold - first, to create aware-
ness of the new collecions and build
awareness of Paperez, and second to con-
tinue positioning wallcoverings as a versa-
tile and user-friendly decorating tool.

While we don't sell products through
our own web site, many of our retailers do
allow consumers and professionals to buy
online.

Tom Quinn (Chesapeake): To date,
Chesapeake has launched two new prepast-
ed nonwoven collections. Our first nonwo-

ven collection was Family and Friends 11, a

follow-up to our most popular book ever.
This collection was launched in October of
2004 and helped introduce our "Walls of
the Future" campaign and our transition to
a nonwoven substrate. Our second nonwo

ven collection was Growing Up with

Chesapeake, a fun kid's collection with
bright colors and hot themes. This collec
tion debuted December 2004 and has been
a hit from the start, as the rcmm‘:lbilir_\'
adds value to customers who transition
kid's rooms as they grow. From this point
forward Chesapeake will print all future
collections on its revolutionary nonwoven
substrate, These will include Kitchen and
Bath Fssentials (May 2005), Open Spaces
contemporary collection (July 2005), and,
later this year, our Lodge collection.

WHAT PRODUCTS ARE DOING WELL SO
FAR THIS YEAR? WHICH ARE PERFORMING
SLUGGISHLY? WILL THESE SALES PROMPT
ANY CHANGES IN FUTURE MARKETING?

Brown: The mass market is sluggish.
High-end is still good, but we're new in the
marketplace and it's a challenge when one
1s new on the block!

Delaye:
tions continue to perform very well. We

The border-driven collec-

were 4 little more uneven last year with our
traditional offering, but we've taken steps
to correct the aim. Look for some fantas-
tic bright colors in Cabana (]. Chesterfield)
and for a refreshed color palette in the
upcoming Redding books.

Friedman: Actually, our SwitchStix™
product has topped our charts but our new
3D Peel & Stick Murals are advancing rap
idly. We have recently hired rep. groups to
take our products into all areas of the US
and Canada. Both dealers and consumers



are receiving our products very well.

Russo: In our category, we're noticing
mold and mildew becoming residential con-
cerns, instead of commercial market issues.
Our line of primers and adhesives with
Mildew Guard® addresses these 1ssues.

O'Brien:  Village Paperlllusion is one
of our best selling products. Paperlilusion
ereates a beautiful faux finish appearance by
simply ripping the paper, dipping it in water
and applying it to the wall It's a great
example of true ]nrnduct Innovation.
Consumers love it beciuse it's even easier
than painting and gives a multi-dimensional
faux finish appearance.

Eisenhar: We're seeing the higgest
growth among our Paperez collections.
They include our newest designs, and con-
sumers are really excited when they see how
sasy it 15 to hang - and later change
Paperez. Responses to the new Paperes
Stripes collecton we introduced ar the end
of 2004 have been very positive. We just
launched Just Imaging!, our first children's
collection on Paperez, and we expect it £
be wery successful. Dealers have been
enthusiastic abour the designs, the color-
ways and how easy the collection will make

it for busy patents to decorate - and then

redecorate - their children's rooms.

Waverly’s [i
is printed on a nonwoven substrate.

Quinn: Our mar-
keting stratepy first
consisted of educating
our retail base of the
many benefits this rev-
|:a!1|.1 b L4 ||'|:|.T'!|' ey ]'1 It .ILhJ.L'!
offers. For example, it
is prepasted, requires
less prep, i1s environ-
mentally friendly, com-
pletely removahle,
hreathable, and much
maore user friendly, We are promoting this in
stores with paint-of-purchase signage and
flyers. We have an advertising strategy
which consists of a targeted Media Kit, a
Video News Release (WVNR), and a 30 sec-
ond commercial for retailers to promote on
their local cable TV stations. We are going
to do whatever it takes to inform industry
professionals and consumers alike on the
numerous advantages this product delivers,

DoEs YOUR COMPANY PLAN TO GET
INVOLVED IN THE WA'S NEW RESIDENTIAL
OR CONTRACT MARKETING CAMPAIGNS? IN
WHAT WAYS WILL YOU DO SO7 WHAT ARE
YOUR THOUGHTS 0N THESE CAMPAIGNS?

Delaye: OF course we plan on
being part of the industry push to bring
wallpaper back into the forefront of home
decorating - York has always been a big sup-
porter of the industry. We also plan on
"pigpgy backing” off the WA's efforts by
launching our own PR, campaign,

I personally believe the selection of
Robert Verdi as the indusery's spokesperson
was ¢ great choiee. He's very hip. He's
everywhere, He has a lot of enerpy. He is
one of those designer/celebrity influences
that 4 lot of people listen to. If more
celebrity designers start shouting out loud
that wallpaper is the newest decoranng
eraze, it can only be pood for the industry.

Friedman: We haven't been involved as
our marketing budget presently goes into
new product development and trade shows,
but as we grow in the marketplace we will
definitely consider joining the residential
campaigs.

Russo:  Roman is always involved in
WA initiatives. We strongly support any and
all progeams that could potentially boost
wallcoverings use and sales.

. i
.* Eisenhart's “Prancing
Pony"” from their

Just Imagine! Kids

nonwoven collecton,

O'Brien:
S Wall-

coverings s

actively
invohlved in the WA's efforts to promote
willeoverings to the consumer.  As a men-
ber of the WA Marketing committee, 1 am
fully supportive of an industry-wide effort
to enhance demand for our product
through a cost-effective marketing commu
nications strategy. COur :Lppm.lch 15 hl:rnp,
refined to provide the industry with the best
r{"u]rh Froam onar i l||r:|:'t|.'l.':.' Inmvestment.
Eisenhart: Securing Robert Verdi as the
WA's spokesperson will be a big positive for
the industry. There's a whole younger gen
eration of consumers who don't even think
about using wallpaper in their homes.
Robert appeals to that audience, helps edu-
cate them, and pets them thinking about
wallpaper. His background in fashion and
interior design and positon as a TV per-
sonality can help change the perception of
wallpaper as "something only Grindma
would wse" so young homeowners view
walleoverings as a cool decorating rool,
Quinn: Yes, | do believe thar there
should be an industry-wide etfort to pro-
mote the new nonwovens, We now have a
better product that addresses a lor of con

sumer concerns related to the applicaton
and removal of wallpaper, Eliminating this
fear with a fully removable sheet is hands
down better, and will be heavily requested
by the end users once they become educat-
ed. We need other companies to step up
and promote this new product like we are.
Together we can bring about change

for the beter, and those left

behind will be just a fading

memaory of a diminishing wall-

paper past. Our industry's efforts







