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Gallery Furniture Blends Tech and Touch 
Al-driven marketing platform helps furniture brand connect with customers 

by JULIE KNUDSON 

J i m M c l n g v a l e is p r o o f that the retai l 

f u r n i t u r e business encompasses m o r e 

t h a n f u r n i t u r e •— and more t h a n re ta i l . 

K n o w n t h r o u g h o u t the c o m m u n i t y as 

"Mat t ress M a c k , " the o w n e r o f Gallery 

F u r n i t u r e in H o u s t o n has been b u i l d i n g 

a r e p u t a t i o n since the early 1980s f o r 

superior one-on-one service w i t h a side dish 

of f r iendly. 

H i s deep, genuine connect ions w i t h 

customers have made h i m a n i c o n i n 

the area, and vis i tors r e g u l a r l y t r a c k 

M c l n g v a l e d o w n as he travels between the 

brand's three Texas locat ions . T h e y greet 

h i m as they w o u l d an o l d f r i e n d , w h e n they 

aren't g u s h i n g l ike fans. M a n y ask f o r a 

q u i c k p h o t o and he's always keen to obl ige. 

There's ample reason for th is g o o d w i l l 

between M c l n g v a l e and his customers , and 

i t isn' t a l l about sel l ing f u r n i t u r e . 

COMFORT AND HOPE IN THE 
EYE OF THE STORM 

A s H u r r i c a n e H a r v e y unleashed its f u r y 

o n H o u s t o n late i n the s u m m e r of 2017, 

M c l n g v a l e ' s l o n g - s t a n d i n g c o m m i t m e n t 

t o his c o m m u n i t y p r o v i d e d some m u c h -

needed l i g h t d u r i n g t h a t very d a r k t i m e . 

H e saw the devastat ion a r o u n d h i m a n d 

k n e w he had to d o s o m e t h i n g . 

" W h e n the hurr icane h i t o n Sunday and 

a l l hel l broke loose, I was at the store," he 

says. Mclngvale ' s son, w h o handles the 

company's technology i n f r a s t r u c t u r e , was 

i n Dal las at the t i m e , but the t w o q u i c k l y 

p u t together a Facebook Live event to 

connect w i t h those impacted by the s t o r m . 

" W e opened o u r stores f o r refugees," 

M c l n g v a l e says. T h e y also used the 

company's t r u c k s to help save numerous 

people s tranded by the deluge of r a i n . 

" W e rescued people a l l day and n i g h t . " 

Those forced t o flee the i r homes f o u n d 

w a r m t h a n d c o m f o r t , beds a n d meals , 

a n d a h e a r t y welcome i n the s h o w r o o m s 

of Gal lery F u r n i t u r e . 

Long-es tab l i shed brands somet imes 

w o r r y tha t h i g h - t e c h tools m i g h t erode 

the h i g h - t o u c h approach they 've w o r k e d 

so h a r d to b u i l d . F o r w a r d - l o o k i n g 

re ta i lers , such as M c l n g v a l e , 

are increas ingly f i n d i n g ways t o 

b r i n g the t w o strategies together w i t h 

t r e m e n d o u s success. 

" T e c h n o l o g y is def in i te ly a barr ie r to 

c o m m u n i t i e s , b u t at the same t i m e i t can 

be used to create c o m m u n i t i e s , " he says. 

G a l l e r y Furni ture ' s def t use o f social 

media i n the face of H a r v e y ' s rampage 

bore t h a t o u t , w i t h the brand's videos a n d 

posts receiving m i l l i o n s of v i e w s . 
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" T e c h n o l o g y created a c o m m u n i t y 

there and i t was i n c r e d i b l e , " M c l n g v a l e 

says. D r i v e n by connect ions o n Facebook, 

Snapchat, the retailer 's website and 

its n e w l y i m p l e m e n t e d a u t o m a t e d 

m a r k e t i n g p l a t f o r m , A l b e r t , t h a t deep 

sense of c o m m u n i t y c o n t i n u e d i n t o the 

h o l i d a y season: " W e had a feast here on 

T h a n k s g i v i n g D a y w i t h 6 ,000 people , " 

M c l n g v a l e says. 

OLD-SCHOOL MARKETING 
GETS A HIGH-TECH PUSH 

A l b e r t is a recent a d d i t i o n to G a l l e r y 

F u r n i t u r e ' s arsenal o f m a r k e t i n g and 

customer outreach p l a t f o r m s . Developed 

t o m a x i m i z e results us ing a r t i f i c i a l 

intel l igence, the system has been an 

effective t o o l i n w h a t M c l n g v a l e describes 

as a h i s t o r i c a l l y spray-and-pray approach 

to adver t i s ing . 

" I g r e w up i n the ana log age w i t h rad io 

a n d T V , " he says, t h o u g h his t r a d i t i o n a l 

b e g i n n i n g hasn't h i n d e r e d M c l n g v a l e ' s 

a b i l i t y to adapt . G a l l e r y F u r n i t u r e ' s 

d i g i t a l presence was already robust and 

t h r i v i n g , but af ter r e a d i n g t h a t H a r l e y -

D a v i d s o n — another l o n g - t i m e b r a n d 

w i t h a fiercely l o y a l f o l l o w i n g — had seen 

g o o d success using A l b e r t , M c l n g v a l e 

decided to b r i n g i t o n b o a r d . 

Keeping up w i t h the data demands of 

r u n n i n g campaigns across m u l t i p l e social 

channels — c o m b i n e d w i t h search engine 

o p t i m i z a t i o n a n d other o n l i n e ef forts — 

can be d i f f i c u l t . D o i n g i t i n a m e a n i n g f u l 

w a y sometimes seems nearly impossible 

f o r retailers s t r u g g l i n g to innovate . 

" T h e y ' r e d o i n g e v e r y t h i n g they can 

to get by, b u t creat ive a n d s t ra tegy 

are t a k i n g a backseat t o g a t h e r i n g , 

a n a l y z i n g a n d a c t i n g o n da ta i n s i g h t s , " 

O r S h a n i , C E O at A l b e r t , says o f 

d i g i t a l m a r k e t i n g teams c a u g h t i n 

today ' s a l w a y s - c o n n e c t e d , i n f o r m a t i o n -

heavy r e t a i l e n v i r o n m e n t . 

" A real p a i n p o i n t for retailers is, 

h o w do they compete o n l i n e w i t h o u t 

sacr i f i c ing the i r b r a n d and c o m p e t i n g 

o n pr ice?" I t becomes a n even bigger 

d i l e m m a i f a b r a n d f inds itself up 

against m a j o r retailers v y i n g for the 

same clientele. " T h e y w a n t t o b r i n g 

their customers back to the i r o w n o n l i n e 

or in-store proper t ies , so that they can 

establish a direc t re la t ionship w i t h t h e m 

there , " Shani says. 

That 's where A l b e r t a n d its powerhouse 

A I f i t i n t o Gal lery Furni ture 's m a r k e t i n g 

strategy. T h e retai ler already enjoyed a 

solid customer base, but A l b e r t a l l o w e d 

t h e m to f i n e : t u n e their m a r k e t i n g efforts 

m u c h more effectively. 

" O u r f u r n i t u r e m a y be more 

expensive , " M c l n g v a l e e x p l a i n s , " b u t 

w h e n y o u t a r g e t people w h o value jobs 

f o r A m e r i c a n s a n d the k i n d o f q u a l i t y 

t h a t w i l l last , a n d w h e n y o u have the 

r i g h t leads m a t c h e d w i t h the r i g h t 

merchandise a n d the r i g h t m a r k e t i n g , 

everyone is h a p p y . " 

A l o n g w i t h h o m i n g i n on customers, 

A l b e r t ' s lead generat ion features also 

enabled G a l l e r y F u r n i t u r e to better 

educate p o t e n t i a l buyers on the m u l t i p l e 

prod ucts lines available, g i v i n g t h e m 

another level o f engagement w i t h patrons 

and p r o v i d i n g an a d d i t i o n a l avenue to 

help i d e n t i f y q u a l i t y leads. 

FINDING A PARTNER IN AI 
T h e t e a m at A l b e r t helped G a l l e r y 

F u r n i t u r e t h r o u g h the setup and l a u n c h 

process. " W e p r o v i d e d t h e m w i t h the ad 

campaigns and they get the eyeballs a n d 

get us the leads," M c l n g v a l e says. " T h e n 

it's u p to us to f o l l o w u p . " 

Because A l b e r t ' s a l g o r i t h m s are closely 

a l igned w i t h the brand's m a r k e t i n g goals, 

M c l n g v a l e says the leads c o m i n g o u t o f 

the system have been t remendous a n d 

the customers A l b e r t has i d e n t i f i e d are 

exact ly w h a t his t eam has been l o o k i n g 

f o r . " A l b e r t can target , that 's the great 

t h i n g , " he says. 

A successful deployment o f any 

m a r k e t i n g s o l u t i o n requires a 

c o m m i t m e n t to d o i n g some necessary 

l e g w o r k i f a b r a n d w a n t s to get the 

best results. Shani says retailers f i r s t 

need to define their strategic goals, 

key per formance indicators and other 

parameters . " A l b e r t is a u t o n o m o u s , 

b u t he w i l l o n l y act u p o n the strategic 

d i r e c t i o n his users prov ide h i m , " Shani 

expla ins . T h a t includes e v e r y t h i n g f r o m 

conversion goals t o budget and creative 

content . P u t t i n g th is f r a m e w o r k i n 

place w i l l also help the retai ler better 

define and c o n t r o l the d i r e c t i o n o f each 

m a r k e t i n g i n i t i a t i v e . 

Retailers s h o u l d also be prepared t o 

i n p u t other i n f o r m a t i o n i n t o the i r A I -

d r i v e n m a r k e t p l a t f o r m , t o o . " F i r s t - p a r t y 

customer a n d c a m p a i g n data is fuel t o 

A I systems, g i v i n g i t a s t rong base for 

o p t i m i z a t i o n and n e w audience f i n d i n g , " 

Shani says. 

Feeding a lo t o f creative m a t e r i a l i n t o 

the system is c r u c i a l , a n d w i l l go a l o n g 

w a y t o w a r d a v o i d i n g w h a t Shani calls 

"creative fa t igue . " 

" A l b e r t w i l l ask the A I operator for 

constant p r o d u c t i o n o f new, h i g h l y 

engaging, creative mater ia l — based 

o n insights i n t o w h a t t y p e o f creative is 

m o s t effectively c o n v e r t i n g customers 

— t o keep campaigns fresh and h i g h l y 

o p t i m i z e d at a l l t i m e s , " he says. 

HERE COME THE LEADS 
W i t h Harvey ' s d e s t r u c t i o n s t i l l fresh 

a n d m a n y i n the area needing replacement 

goods f r o m cars to couches, G a l l e r y 

F u r n i t u r e was perfect ly pos i t ioned to 

c o m f o r t and s u p p o r t its neighbors as 

people began to p u t the i r lives back 

together. N o w that n o r m a l c y is b e g i n n i n g 

to r e t u r n to the area, A l b e r t cont inues to 

produce g o o d results by he lp ing connect 

M c l n g v a l e ' s t e a m w i t h a targeted p o o l of 

prospective customers. 

" T h e leads have been t r e m e n d o u s , " 

M c l n g v a l e says. " W e never rea l ly had a 

lead team u n t i l we s tar ted A l b e r t . " N o w 

G a l l e r y F u r n i t u r e is receiving nearly 

40 q u a l i f i e d customers da i ly , a v o l u m e 

that 's far beyond w h a t the b r a n d was 
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"When you target people 
who value jobs for 

Americans and the kind of 
quality that will last, and 
when you have the right 
leads matched with the 

right merchandise and the 
right marketing, everyone 

is happy." 
— Jim Mclngvale, Gallery Furniture 

accustomed t o seeing. " T h e biggest 

p r o b l e m is d o i n g a g o o d j o b o f f o l l o w i n g 

up o n a l l of these incredible leads because 

they're c o m i n g i n every day , " he says. 

" W e need m o r e people i n o u r lead 

processing r o o m . " 

M c l n g v a l e used t o rev iew m a n y o f 

the leads h imse l f , b u t says n o w he just 

doesn't have t i m e t o get t h r o u g h t h e m a l l . 

A l b e r t ' s targeted lead generat ion has been 

so successful t h a t the t e a m at G a l l e r y 

F u r n i t u r e is cons ider ing ways t o use A I to 

i m p r o v e their f o l l o w - u p act ivi t ies , t o o . 

T h i s rea l iza t ion t h a t a f u n c t i o n needs to 

be added or beefed up — lead processing 

i n G a l l e r y Furn i ture ' s case — isn't 

u n c o m m o n . Shani says retailers " s h o u l d 

take i n t o account t h a t a d o p t i n g an A I 

m a r k e t i n g s o l u t i o n w i l l o f t e n m e a n a 

r e s t r u c t u r i n g of the t e a m a n d resources." 

H e points to H a r l e y - D a v i d s o n ' s 

deployment o f the p l a t f o r m and the 

brand's need to create a s ix-person ca l l 

center to manage the n u m b e r of sales 

leads t h a t came i n as a result . 

O r g a n i z a t i o n s c o u l d also f i n d t h a t 

o p e r a t i o n a l changes soon f o l l o w . " W h i l e 

the A I machine is t a k i n g care of a l l 

the t i m e - c o n s u m i n g data tasks, the 

m a r k e t i n g t e a m w i l l n o w be able to focus 

o n higher- level tasks such as the strategy 

a n d creat ive , " Shani says, p o i n t i n g to just 

one example where retai lers are l i k e l y to 

discover the i r i n t e r n a l needs are evo lv ing . 

I t ' s i m p o r t a n t t o note t h a t A I is 

one c o m p o n e n t i n a b r o a d e r s trategy. 

L e a d i n g - e d g e p l a t f o r m s o f t e n p r o d u c e 

n e w i n s i g h t s t h a t re ta i le rs m a y n o t 

have h a d access t o p r e v i o u s l y . " I t is 

t h e n up to the user t o k n o w h o w to 

t rans la te w h a t comes o u t o f the system 

f o r the business a n d f u t u r e m a r k e t i n g 

a c t i v i t i e s , " S h a n i says. 

S k i l l e d analysis a n d t h o u g h t f u l 

a c t i o n w i l l c o n t i n u e t o be corners tones 

of any re ta i ler ' s t o o l k i t ; he adds t h a t 

his t e a m is t r a i n i n g c l ients o n the use 

o f A I so " t h e y can t a k e the system's 

l e a r n i n g s a n d i n s i g h t s back o u t to the 

o r g a n i z a t i o n a n d have h i g h e r - l e v e l , 

m o r e s trategic conversa t ions a b o u t the 

business a n d w h a t t o p r o v i d e A l b e r t the 

n e x t t i m e a r o u n d . " 

MORE TECH AHEAD 
W i t h a h i g h l y successful A l b e r t 

i m p l e m e n t a t i o n i n t h e b a n k , M c l n g v a l e 

is o n the l o o k o u t f o r o t h e r t e c h n o l o g y 

s o l u t i o n s t h a t m a y give t h e business 

an a d d i t i o n a l b o o s t w h i l e c o n t i n u i n g 

t o r e i n f o r c e the close b o n d G a l l e r y 

F u r n i t u r e has w i t h its c u s t o m e r s . 

C h a t b o t s have recent ly c a u g h t 

his eye. " Y o u need t o t a l k back t o 

c u s t o m e r s , " M c l n g v a l e says. O n c e 

a lead enters the sales f u n n e l , i t 

somet imes takes m a n y weeks f o r t h e m 

t o v i e w a n d evaluate f u r n i t u r e o n l i n e 

before t h e y ' r e ready t o buy. " Y o u have 

t o c o m m u n i c a t e w i t h t h e m t h r o u g h o u t 

t h a t , " he says. 

H e sees some p o t e n t i a l p i t f a l l s 

w i t h c h a t b o t s a n d expects there w i l l 

be h i c c u p s a l o n g the w a y , b u t , " W e 

need t o t a l k to these p e o p l e . " A s the 

t e c h n o l o g y i m p r o v e s over t i m e — a n d 

as G a l l e r y F u r n i t u r e ' s s k i l l e d sales 

t e a m t w e a k s the machines to suit t h e i r 

needs — M c l n g v a l e expects t o see g o o d 

t h i n g s i n the e n d . " I t w i l l enhance o u r 

a b i l i t y to serve A l b e r t ' s great leads 

be t ter , a n d i t w i l l reduce the f r i c t i o n 

b e t w e e n g e t t i n g leads a n d f o l l o w i n g up 

o n leads . " 

N o m a t t e r h o w A I a n d o t h e r tech 

t o o l s are m o l d e d i n t o the G a l l e r y 

F u r n i t u r e m a r k e t i n g s trategy, s t a y i n g 

t r u e t o the brand 's r o o t s c o n t i n u e s to 

be a focus for M c l n g v a l e . H e k n o w s 

his cus tomers care a b o u t m o r e t h a n 

a d v e r t i s i n g . " T h e w h o l e f u n c t i o n o f 

m a r k e t i n g and g i v i n g back here l o c a l l y , 

i t has been t r e m e n d o u s f o r us , b u t 

tha t ' s n o t w h y we d o i t , " he says. 

M o s t people w h o purchase f r o m 

M c l n g v a l e ' s stores te l l h i m they're there 

because of the g o o d t h i n g s he and the 

b r a n d do f o r local ne ighborhoods . 

"So h o w d o we e x p a n d t h a t t h r o u g h 

A l b e r t , to reach people w h o believe, 

a lo n g w i t h us, about d o i n g th ings i n o u r 

c o m m u n i t y ? " he asks. F o r g i n g t h a t f i r s t 

c o n n e c t i o n w i t h those key customers is 

where A I m a r k e t i n g can help. "Those 

people w h o believe t h a t w i l l buy f r o m 

us , " M c l n g v a l e says. STORES 

Julie Knudson is a freelance business writer who 

focuses on retail, hospitality and technology. 
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