
AT URBAN BONFIRE AC-
CESSORIES ARE MORE 
than just extras – they’re big 
business. 

The Montreal grill lifestyle 
retailer utilizes accessories 
– everything from high-tech 
grill gadgets to the store’s 
own signature brand rubs 
and sauces – to not only gen-
erate additional sales beyond 
big-ticket grill purchases, 
but also to create visually ap-
pealing displays and ensure 
repeat traffic once those grills 
are bought, even during the 
off-season. 

“Accessories keep them 
coming back in the store, and 
that is critical,” said Ryan 
Bloom, founder and president 
of Urban Bonfire. “When we 
sell a grill, our objective is to 
get them back in the store 
two more times in the same 
year of purchase.”

Successful casual retailers 
across the industry follow this 
same model, incorporating 
rugs, pillows, grill gear and 
other accessories to enhance 
the look of their stores and 
create additional sales oppor-
tunities. And in an era when 
retailers such as Restoration 
Hardware, Pottery Barn 
and the like sell a “whole 
room” model, consumers are 
becoming more accustomed 
to visualizing their spaces 
and making purchases based 
on the entire room, not just 
individual pieces. 

“When we set up our furni-
ture displays, we use a variety 

of accessories to help the 
customer envision the set in 
their own home or backyard,” 
said Kerri Medina, store 
manager, Laura’s Home and 
Patio in East Northport, N.Y. 
“A customer who may have 
just come in the store looking 
for a dining set also leaves 
with coordinating accessories 
because of inspiring setups. 
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“Similarly, a seating group 
that would otherwise seem 
neutral or plain to a customer 
can be transformed to match 
their individual style with the 
addition of accessories, which 
in turn sells the furniture,” 
Medina added. “Customers 
are pleased to have a com-
pleted look when they leave 
the store.”

SETTING THE SCENE
At Laura’s Home and 

Patio, which earned the Best 
Use of Accessories, Single 
Store honor in Casual Living’s 
2015 Merchandising Awards, 
a wide array of accessories 
are used to create inviting 
vignettes and inspire custom-
ers. Incorporating accesso-
ries into its merchandising 
strategy has allowed the store 
to enhance both its in-store 
ambiance and its sales.

“We use accessories like 
placemats and acrylic plates 
to set the dining tables for 
entertaining,” said Medina. 
“Our large selection of accent 
pillows is spread through 
the seating groups to give 
customers options beyond 
the basic cushions included. 
We also use end tables and 
coffee tables to display other 
décor items such as candles, 
artificial plants and arrange-
ments. By setting up displays 
in this way, it allows us to sell 
multiple types of products 
simultaneously.”

Accessories help custom-
ers visualize the whole 
outdoor room, rather than 
just shopping for individual 
furniture pieces. 

“It enhances your show-
room in ways that furni-
ture cannot,” said Jessica 
Salisbury, general manager, 

Village Green Home and 
Garden, Rockford, Ill., which 
earned the Best Overall Mer-
chandising Award, Multi-
Store in the 2015 Casual Liv-
ing Merchandising Awards. 
“Think of a nice solid-colored 
outdoor sofa, just sitting there 
by itself. Now think of it with 
a rug, a bunch of accent pil-
lows, some art and a flower 
vase, and you have just cre-
ated an outdoor space.”

Establishing themes with 
accessories can help retail-
ers maximize the impact of 
those products, both from a 
merchandising and a sales 
standpoint, by giving the 
customer guidance on which 
items to buy and how to use 
them in their homes.

“We use accessories 
throughout the store in 
vignettes based on themes,” 
said Bloom at Urban Bonfire. 

“So we’ll put together a 
smoke lover’s package that 
has chips, spices and every-
thing you need for smoking, 
or a pizza lover’s package 
with a pizza stone and rolling 
pin or cutter. We have a pan-
try section of our store that’s 
all sauces and rubs.”

When using accessories 
as a merchandising tool, 
it’s important to constantly 
update how they’re displayed 
and what items are being 
featured. 

“We specifically coordi-
nate our merchandise to 
accentuate the details of each 
dining or seating group,” said 
Medina. “On a bi-weekly 
basis, we refresh the displays 
to highlight different items 
and new color combinations. 
We are able to completely 
transform the look of a set by 
switching up the accessories. 

F O C U S  O N  A C C E S S O R I E S
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by Jennifer  Bringle

Urban Bonfire builds themed 
accessory packages to appeal 
to gift-givers. 

Village Green Home and Garden incorporates fire tables, throw pillows, flower vases and more to create complete outdoor room vignettes. 



Merchandise that may have 
been previously overlooked 
by the customer now catches 
their eye when it is placed in 
the forefront of our displays.”

Independent retailers also 
can use accessories to build a 
distinctive identity and help 
their stores stand out from 
chain and big box competitors. 

“(Using accessories) helps 
set our store apart from 
the rest,” said Salisbury. 
“It makes Village Green a 
unique shopping experience 
and sets us apart from the 
rest. My ultimate goal is to 
have customers find and 
purchase exactly what they 
are looking for, to see Village 
Green as one of the most 
beautiful and unique stores 
they have ever visited. Acces-
sories play such an important 
role in that.”

INCREASING SALES
For most casual retailers, 

their main product, be it fur-
niture, grills or both, comes 
with a fairly high ticket price. 
Particularly for those dealing 
on the higher-end, these pur-
chases are often investments. 
That means that retailers 
need to find creative ways to 
keep those customers return-
ing to the store once the big 
sale is made. 

Enter accessories. Savvy re-
tailers leverage their accessory 
offerings as a tool to increase 
sales, both as add-ons when 
purchasing furniture or grills, 
and as return sale opportuni-
ties to keep customers coming 
back once they’ve made the 
big investment purchase. 

“The lifetime value of that 
customer, both word-of-mouth 
and revenue-wise, is far more 
impactful in staggered stages, 
and accessories allow you to 
do that,” said Bloom.  

At Urban Bonfire, Bloom 
encourages customers to take 
the time to get familiar with a 
new grill and maybe only buy 
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ADD-ON
ADVICE

EFFECTIVELY INCOR-
PORATING ACCESSO-
ries into a store’s product mix 
involves more than just adding some 
throw pillows to a seating set or hanging 
tongs near the grills. Ryan Bloom of Ur-
ban Bonfire offers a few tips for strategi-
cally utilizing accessories:

CHOOSE CAREFULLY:  Presenting 
a finely edited selection of the best items 
available increase not only sales, but 
also your reputation for offering only the 
best. “We get very few returns because 
we spend so much time on the front end 
making sure the customer knows we 
don’t sell anything that we don’t think is 
the absolute best product we can find,” 
said Bloom. 

EDUCATE STAFF: Whether it’s know-
ing the details of rug construction and 
durability or how the latest grill gizmo 
works, retailers and their staff should 
be able to provide informed, first-hand 
knowledge. “There’s not a product we sell 
that we haven’t tried and feel is worth the 
money; I think people appreciate the fact 
that if they buy something from us, we 
stand behind it,” said Bloom.

LOOKS COUNT: Consumers often 
make purchase decisions based on looks, 
especially with impulse buys. Attractive 
packaging and displays can make acces-
sories more appealing to customers. “It’s 
such a visual thing; people will pay for 
good packaging,” said Bloom.  
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one or two accessories at first, 
with the idea that they will 
return for more once they’re 
comfortable.

“We often encourage 
people to not take too many 
accessories in the beginning,” 
he said. “Sometimes you get 
too many gadgets and gizmos, 
and it’s daunting. A pre-
mium grill customer is often 
moving up the ladder from 
an old charcoal, which has a 
learning curve, and it can be 
too much at once to add too 
many extras.”

Other retailers take a 
different approach, placing 
accessories in strategic loca-
tions throughout the store to 
maximize sales opportunities.

“We have them spread 
throughout the store,” said 
Dan McDonald, co-owner, 
Colorado BBQ Outfitters 
in Colorado Springs. “The 
digital thermometers are 
up by the register to encour-
age impulse sales, in the 
middle of the store we carry 
the Big Green Egg products 
alongside their grills, and 
then we’ve got one wall with 
accessories. We try to spread 
them throughout the store 
because it gets people walk-
ing throughout the store.”

Regardless of whether the 

accessory is a grill tool or an 
outdoor rug, McDonald said 
it’s critical for retailers to 
be able to convey how these 
accessories will benefit their 
customers. 

“The important thing for 
a retailer is to explain to a 
customer how easy that acces-
sory will make their life,” he 
said. “If you can show it in use, 
obviously people like that.”

EXTEND THE SEASON
One of the greatest benefits 

of selling accessories is their 
ability to extend the selling 
season beyond the warm 
months. When most consum-
ers are too cold to think about 
buying patio furniture or 
grills, heaters and gift-able 
items can help drive traffic 
and maintain steady business.

For many retailers, gifting 
is a huge source of off-season 
income, and accessories can 
offer a wealth of opportu-
nity to generate sales around 
holidays and other events 
throughout the year. 

“We offer pre-packaged 
hostess gift sets with mer-
chandise such as acrylic 
trays and coordinating drink 
glasses, which have been very 
popular,” said Medina. “It also 
gives customers ideas on how 

to organize their own gift sets 
with varied accessories.” 

Urban Bonfire puts togeth-
er its own gift packages, as 
well, which are popular gift 
items for family and friends 
of customers who’ve recently 
purchased grills. 

“We create curated pack-
ages, and we found that 
works extremely well for gift 
giving,” said Bloom. “We’ve 
found a lot of success for ac-
cessories is from third-party 
purchasing. A guy buys a 
new grill, and his father, wife, 
coworkers, etc., make the 
third-party gift purchase.”

Regardless of the type of 
outdoor retailer, developing a 

strong strategy for incorporat-
ing accessories into the store 
can provide a big boost to both 
the look of the space and the 
health of the bottom line. 

“Because I try and set 
up all furniture displays 
complete in vignettes, so 
many times customers will 
say, ‘I will take the set, the 
rug, the vase and flowers and 
the umbrella;’ it just makes 
such an easy add-on sale,” 
said Salisbury. “If you don’t 
show it, people cannot get the 
visual, and they won’t buy it. 
(Accessories) really should 
be a whole new category if 
outdoor furniture stores are 
not doing it now.”  
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Laura’s Home and Patio finds that accessories serve to inspire 
their customers.

Colorado BBQ Outfitters displays small items such as thermom-
eters by the cash register to encourage impulse buys.


