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W il l iams-Sonoma 
has a long history of going home with the 

customer. sometimes that means making 

sure our customers have everything they need to pull off a memorable meal, other 

times it means ensuring that only the most beautiful, innovative and useful products 

available line our shelves. f But the most meaningful way we go home with the 

customer is by building and nurturing relationships and loyalty to our brand. f 

we’re reminded of that as we bid a very fond farewell to Richard Harvey, our Brand 

President. after a thirty year career with williams-sonoma, Richard’s legacy lives on 

through our incredible products and the culture of our brand that he truly helped to 

shape. Thank you, Richard for all of the ways you have inspired us through the years. 

You will truly be missed!  
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You m igh t be not ici ng 

the williams-sonoma label 

popping up more and more in 

our stores these days — all for 

good reason as the company 

continues to introduce high 

quality products that blend 

style, function and innovation. 

Joining williams-sonoma’s 

exclusive food and tabletop 

collections are beautiful 

Cook’s Tools, Co-Branded 

Cultery, revolutionary smart 

Tools and, of course, the 

stunning Thermo-Clad™ 

Cookware. 

Each williams-sonoma 

product is meticulously 

crafted and manufactured 

to the highest of standards. 

with williams-sonoma 

Branded products, our 

customers know that they 

are getting the very best 

products on the market 

that they can only find at 

williams-sonoma!

Become the Expert on 

williams-sonoma branded 

products and share the 

features and benefits with 

your customers each day on 

your selling floor.

not only can we take pride in 

the williams-sonoma name 

on these products, because 

they are produced in-house 

the company enjoys a better 

profit margin on each piece. 

so, focusing on driving this 

part of the business helps 

each store’s overall operating 

contribution.  

Exclusively 
ours

directive phrase:

“Come with me to 
the cooktop, i want 
to show you how 
incredible our new 
williams-sonoma 
tools are.”
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directive phrase:

“let me show you our 
williams-sonoma Cookware 
collection, which is  
available only at  
williams-sonoma.”



and, explains Janelle lam, 

associate manager of Brand 

marketing, williams-sonoma is still 

the only national company with this 

type of program.

Janelle, who helps curate artisans’ 

markets for stores just starting 

out, has her pulse on what types of 

vendors are successful at williams-

sonoma and what makes a day a 

success. But, first it’s important to 

define what it means to be artisanal. 

“it’s a word that’s thrown around a 

lot today,” she admits. “To us, it’s 

small batch, hand-made products 

that have something special to them. 

we aren’t looking for things that 

are sold in whole Foods or national 

supermarkets. we’re looking for 

local, authentic vendors.”

Finding those vendors takes a bit of 

research, both on the street and the 

internet. “i like to walk around local 

farmers markets and gourmet food 

stores,” she says. “i’ll take photos of 

products that i think are interesting 

and then look them up online. i think 

it’s important that their packaging 

is appropriate and they have a good 

website, because it shows they are 

serious.” 

Picking the right blend of vendors 

for an artisans’ market is crucial 

to the day’s success. “i don’t like to 

have any overlap,” Janelle says. “i 

don’t want to have four baked good 

vendors. That’s not enough variety 

for our customers and too much 

competition for the vendors.” 

more often than not, she’ll pick a 

sweet vendor that will sell a jam or 

something chocolate, a savory vendor 

offering pickles or salsa, somebody 

that makes baked goods like 

macarons, fresh bread or cupcakes 

and then maybe somebody that’s 

selling dog biscuits. 

“There can be some overlap with 

the items we sell,” she suggests, 

“because these people are only 

coming in for one day to sell directly 

to our customers.”

at the same time, Janelle says, 

“when you’re curating your own 

vendors, make sure there is a way 

for them to incorporate our products 

into their displays or for them to use. 

let’s say you have a cheese vendor, 

set them up with the Breville Panini 

maker and they can make little 

toasted cheese squares.”
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two Y ea r s ago  Williams-sonoma became the first brand to host an artisans’ market When 

six stores Welcomed local culinary stars in to sell their Wares. a month ago the number of 

stores holding artisans’ market events jumped to 80 and by the end of the year it Will be 150. 

Curating an 
artisans’ market



on a practical level, Janelle suggests 

talking to vendors the day before 

an event so they know where they 

can unload and where to park. “i 

also think it’s a good idea to have a 

strong list of back-up vendors, just 

in case,” she says. “For the most 

part these are one person operations 

and sometimes things happen, so 

you might need somebody on a short 

turnaround.”

There may be many reasons why 

the artisans’ markets program has 

been a hit with williams-sonoma 

stores. Janelle believes it’s because 

each event hearkens back to the 

company’s history. “Each store gets 

to be their own shopkeeper,” she 

says. “in that fashion, they are each 

like Chuck during the early days. 

That’s pretty special.”  

T
his month’s winner of the making 

williams-sonoma special contest 

was selected by Julie Kuns from 

a number of amazing entries! we 

want to hear how your store is making 

williams-sonoma special, so please 

continue to send your stories to us at 

pantry@wsgc.com.

Congratulations to Ws478/roseville, 
Ca, who tells us their story:

“in early December, a guest called in 

looking to purchase a Harvest Dining 

Table and four Farallon arm Chairs. 

she spoke with Gm Rachelle macias, 

but the expected delivery date ended 

up not working with her holiday plans 

and so the order didn’t go through.

when the RTC program launched 

in February, Rachelle reached out to 

gauge her interest in purchasing the 

dining set. The guest was excited, 

but admitted that she was elderly and 

was concerned that she wouldn’t be 

able to unbox the chairs and throw 

away the debris by herself. Rachelle 

told her it wouldn’t be a problem to 

come to her home, put the set where 

she wished and to take away all the 

packing materials. wowed by the 

commitment to service, the guest 

placed the $4,700 right then.

The day after the chairs arrived, we 

came in to help set them up as she 

wished. During our time at her home, 

we told her about our complimentary 

in-home consultations and that we’d 

be happy to set up an appointment 

when she was ready to upgrade her 

kitchen appliances. she was ecstatic 

at this news, telling our assistant 

manager Katie mulock that it was 

great that she could continue to get 

the hands-on experience she had at 

our stores although she wasn’t able  

to visit. 

we believe we’ve developed a 

passionate customer because of RTC 

and the in-Home service program.”

well done, Rachelle and Katie! 

You exceeded your customer’s 

expectations and created the weather 

in your store by offering stellar 

service.  

Below, left to right: Madyson’s 

Marshmallows, Dog-Gone Good 

Company, and Firefly Kitchens all 

participated in the March Artisans’ 

Market for WS641/Bellevue, WA and  

Z Confections was in the March 

Artisans’ Market in WS002/Beverly 

Hills, CA.
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customer appreciation events give us the chance to say “Thank You” to customers who are loyal to our store all 

throughout the year. a lot of things make for an amazing event. we asked a handful of General managers for their best 

tricks of the trade. Here’s what they had to say:

Saying Thank You

“we try to get as 

many vendors as we 

can to provide the 

manpower for your 

demos! Customers 

love to talk to them 

about all of their 

products and you 

will use less payroll 

driving higher profits. 

we also create sales 

(units) goals for those 

demo items and let 

our team know how 

we are doing during 

the event.” 

– shari courbois

 Ws807/

bridgehampton, ny

“Everyone Clienteles. 

we plan out time 

for Clienteling the 

monday and Tuesday 

before the event as 

well so that everyone 

has time to reach out 

to their customers.” 

– sanna harveY

 Ws859/ 

oakbrook, il

“we like to call our 

customers because 

that allows us to pre-

sell products for the 

event. our customers 

love it because it 

saves them time. our 

store has also had 

success selecting a 

cookbook, preparing 

a couple of favorite 

appetizer recipes 

and then displaying 

that cookbook next 

to the dishes. This 

helps sell the featured 

cookbook.” 

– michelle  
de marco 

 Ws271/ 

mt. lebanon, pa 

“Know who your top 

customers are. in 

Clienteling (under 

Preferences) make a 

notation like “ViP” 

or “Top Customer.” 

Then, when you 

make a contact 

list, you can easily 

access your best 

customers. no need 

for keeping written 

lists or searching 

through forms. Payroll 

is tight, so we also 

make great use of 

product vendors, 

chefs, or artisans’ 

market vendors to 

help make our event 

special and assist 

with tastings. Build 

these relationships all 

year long so when you 

need a favor they will 

be happy to help.” 

– brian moore

 Ws261/king of 

prussia, pa

“i feel the key to 

making a Customer 

appreciation Event 

successful, is to really 

make it feel special.  

when inviting your 

clients, whether over 

the phone or on the 

sales floor, it’s best to 

make them feel like 

they are being let in 

on a secret event that 

they are important 

enough to be invited 

to.  Then during the 

actual event, the store 

should look and feel 

different. Perhaps the 

staff is all dressed 

similarly. maybe 

there are balloons or 

flowers. The key is 

making it feel like a 

true event! we make 

sure our team is 

talking up the event 

to everyone during 

the weeks leading 

up to the event.  The 

more excitement that 

is generated, the more 

exciting the event will 

be!” 

– travis rupp 

 Ws641/ 

bellevue, Wa

“we make “goodie 

bags” with current 

catalogs, cooking 

class fliers and 

technique class fliers, 

candy  (depending 

on the season) and 

i hand one to every 

customer.  i also ask 

them their name, if 

i don’t already know 

it and i thank them 

for coming right 

when they walk 

in.  it makes it very 

personal and sets the 

tone for the event.  i 

give them a run 

down of what we are 

demoing and serving.   

i always check in 

with them a couple 

times throughout 

the night, make sure 

they had tastes of 

everything, and have 

gone to each demo 

station. i really try to 

act like it’s my party 

at my house.” 

– JennY digrado

 Ws011/ 

pasadena, ca
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T
he first few months of the RTC program have been amazing, 

as overall comp sales continue to improve. as a brand, the goal  

is to have 10 percent of overall sales in RTC. so far, four stores  

are exceeding that goal and many more are on the verge of making  

that number. 

Pantry rang up the General managers at ws003/new York, nY and 

ws664/Portland, oR to get some RTC best practices.

“our opening line is: ‘How soon do you need this?’ Then we tell them 

we can ship it to them factory fresh, right to their house, for free in 

three to five business days,” explains ws003 Gm mark Binke. “it’s 

very popular here, especially when our customers buy something that’s 

cumbersome to carry down the street or in the subway.

“Then, when we get a RTC sale, we shout it out and give high-fives,” 

he continues. “we’ve given a lot of public recognition, so the team is 

really embracing it.”

The team at ws664, says Gm Edgar Paras, understands that every little 

bit counts when it comes to RTC. “if we order Cup4Cup Flour through 

RTC it might only be $8, but it’s still $8,” he says. “it’s front of our 

minds every day to let our customers know that we can order anything 

for them. and, if the customer says they’ll do it themselves, we press 

to do the order right then by telling the customer that we want to track 

the order, make sure it arrives and that everything is correct. Then we 

print that order, put it in our RTC binder and then add that customer to 

our Clienteling book in order to follow up with them to make sure they 

got it and ask if there’s anything else they need.”  

  YtD YtD rtC %
store  rtC sales   sales  to sales

ws003/new York, nY  $130,272   $893,276  14.58%

ws664/Portland, oR  $35,388   $290,515  12.18%

ws6013/Charleston, sC  $11,154   $95,356  11.70%

ws392/san Francisco, Ca  $47,885   $436,799  10.96%

ws237/westport, CT  $21,616   $216,362  9.99%

ws478/Roseville, Ca  $20,711   $207,773  9.97%

ws021/san Diego, Ca  $35,108   $365,780  9.60%

ws455/Chicago, il  $29,207   $304,109  9.60%

ws979/novi, mi  $15,902   $167,372  9.50%

ws356/Palo alto, Ca  $41,558   $448,824  9.26%

RTC Grand Opening:

i s  B o o m i n g

King street
an Y n ew stor e  brings with it 

anticipation, excitement and team pride. 

That’s doubly true when a new store 

opening is a relocation and expansion of 

one of the area’s most favorite destinations, 

which is exactly what the team at ws6013/

Charleston, sC discovered upon opening 

(again) on march 1st.

“it felt like an open house,” says General 

manager Teresa Troutman, “with so many 

people coming in saying, ‘Gosh, your new 

store is beautiful! i’ve been watching it 

come along.’”

The store’s opening was pushed forward 

two weeks so it would be open during the 

Charleston wine & Food Festival taking 

place in the neighborhood. “we knew the 

people coming to the festival were our 

customers and we wanted to be open,”  

she explains. “we had activities 

throughout the weekend with our 

Culinary Expert and chefs from local 

restaurants working in the demonstration 

kitchen. it was really wonderful.”  
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“Did you 
know that 
we sell 
furniture?”

directive phrase: 

directive phrase: “let me show you our cashmere throws. They are one of our favorite gifts for mother’s Day!”



Welcome

home
williams-sonoma home is an elegant collection of furniture and décor that is now available to all of our customers through RTC. 

Take a second to introduce your customers to this beautiful blend of furniture, bedding, pillows, rugs and throws. Pantry checked 

in with williams-sonoma Home Buyer sol Garay to find out more about the new williams-sonoma Home Collection for 2013. 

Here’s what she had to say: “I’m excited about our new Spring Williams-Sonoma home collection because the look is relevant, chic 

and timeless. We took the essence of Williams Sonoma Home and made it more livable without losing the original elegance.”  

“let me show you our cashmere throws. They are one of our favorite gifts for mother’s Day!”
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look sharp!
looking over the cutlery assortment at any Williams-sonoma store can be 

daunting — so many great names, styles and options. Pantry asked associate cutlery 

buyer aundrea nassif to share a feW tips to make it easier on our customers:

◆ Remember, an even 

wider assortment of 

knives are available 

online and RTC is a 

great way to further 

engage with the 

customer to find 

the right knife for 

them.

◆ Talk to each 

customer about 

the great Gift with 

Purchases from our 

vendors.

◆ always have the 

Cutlery Demo 

station up and 

running. Encourage 

the customers to try 

out the knives so 

they can feel what’s 

best for them.

◆ listen to the 

customer, since 

preferences will 

vary from customer 

to customer. let 

them tell you what 

they are looking for 

and then help them 

find it.

◆ Tell the customer 

about the great 

kickers — the value 

pieces in each 

collection designed 

to get them 

introduced to the 

line — available. 

The list is posted 

in the Cutlery 

perimeter packet for 

easy reference.



last month, we 

introduced the 2-2-2 

plan — add 2, Call 

2, thank 2. when 

used every shift, 

every day, by every 

associate, the plan 

helps everyone work 

with the Clienteling 

system daily. 

Throughout april, the 

plan is to have a wide 

array of Clienteling 

resource calls. we hope 

that you will attend a call 

or two in order to grow 

your skill set.

we’re also introducing 

Clienteling Tools — a 

collection of Clienteling 

activities you can use to 

Create the weather in 

your store. Four williams-

sonoma stores — ws261/ 

King of Prussia, Pa, 

ws021/san Diego, Ca, 

ws003/new York, nY 

and ws842/Tulsa, oK 

— have been piloting a 

handful of new ideas 

over the past few of 

months. 

By utilizing Backorder 

Clienteling, one of the 

new tools, ws261 had a 

$4,500 sale when sales 

associate laura Field 

(pictured above) reached 

out to a customer and sold 

six nespresso maestrias 

with one phone call. 

Each week the store has 

received a list of customers 

who attempted to order 

something online only to 

find out the item was out 

of stock. associates called 

those customers to let them 

know they had the 

item and that it could 

be shipped today.

ws261 General 

manager Brian moore 

is a big believer in 

Backorder Clienteling. 

“it’s been a success,” 

he says. “it has 

allowed us to add 

new customers 

to our Clienteling 

base, increase our 

sales comp percentage for 

the week, and kept our 

store in the forefront of the 

customer’s mind.  

“in the future instead of 

ordering a product on line 

they will call us directly, 

because we made that 

personal connection,” he 

continues. “we helped 

them make the right 

choice, added on 

complimentary items, 

and gift wrapped and 

shipped their item for 

free.”

look for additional 

information about 

Backorder Clienteling 

and more when you get 

the 2013 Clienteling  

Tool Kit.  

E v eryone  Sel l s     E v eryone  cl ien t el es

O
ur Clienteling results  are getting better and better as more stores 

than ever are meeting and exceeding the goal of adding 35 customers to their 

books a week. in fact, we continue to lead all williams-sonoma, inc. brands in 

customers added as you all reach out to your customers in record numbers.
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we need 
your sto

rie
s

Please send your stories and photos to Pantry’s Editor, Kristin Perrakis via email at pantry@wsgc.com.

From the Desk of Julie kuns

Engaging the customer, making new friends and building loyalty.

Everyday our goal is to engage the customer and make new friends. A great example of this 

comes from Beverly Buss in our St. John’s Town Center store. 

A couple entered the store looking for an “Art Gallery”. We let them know there was no gallery 

in the mall. They asked for a mall directory, which we provided. As they started to leave we 

offered them a tasting.......pie and ice cream. They were amazed by the versatility of the pie 

maker! $1,100 and 12 SKUs later, plus an RTC, the customers left our store saying they 

had not planned on shopping. The team added them to their store Clienteling Book, offered 

them the WS Visa Card and at the end of the day, we made a new friend. What a 

fantastic example of engagement and the power of our daily tastings. 

Yesterday, I visited our Crystal Cove store. Bob, our ACM approached a gentleman looking for a specific 

item. Bob began to talk to him about cutlery. The customer didn’t want to make that big of a purchase. Bob, always 

friendly and a great seller, shared his expertis
e and then rang up the customer and off he went. Not more than two 

minutes later, the customer returned and purchased 3 knives from Bob. $400.00 later he left happy and we made 

a new friend. The happiest customers leave with a bag in their hand. This is another great example of engaging the 

customer and sharing our expertise. 

Each day we need to ask ourselves “have I made a new friend?”. Our goal in 2013 is for each associate everyday to 

add 2 new friends, call 2 existing customers and thank 2 customers for a recent purchase or visit to the stor
e. We 

call this strategy, 2-2-2... add 2, call 2, thank 2. You can never have too many loyal customers. I like to say we can 

never make too many friends for the company or your store. 

In April, we are doing extensive training on our exclusiv
e Williams-Sonoma Cookware. It is beautiful product and 

our customers will absolutely love it when we share all of the features and benefits with them. This will be a great 

reason to call 2 customers everyday letting them know about our new cookware line. Just like the customers who 

weren’t planning on spending, but left $1,100 later, or Bob’s customer, who didn’t know he wanted new knives 

until Bob engaged him in a conversation, our new Williams-Sonoma cookware is a conversation we want to tell 

every customer about everyday! There will be many customers who will be so glad you did and will leave with our 

cookware for their kitchen. 

Every day we should be focused on “making new friends for WS” and growing the loyalty of our existing customers. 

How do we do this?

First and foremost, we want to provide great service each day. Greeting customers at the door and providing expert 

advice throughout the store builds loyalty. F
ollowing up on a recent purchase to make sure the customer is happy 

builds loyalty. Adding the customer to your personal clientele list and building
 that relationship builds loyalty. Adding 

more WS Visa Cardholders builds loyalty. We know that if a customer carries a WS card, they shop more often and 

spend 30% more. 

There are “No Limits” to our business if we engage, make new friends  

and build loyalty! Lets keep challenging oursel
ves to be exceptional!


