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You Might Have Won A Prize



Industry-wide PR/Marketing Programs 





Catalyst for Change



Catalyst for Change 

Requires Big Ideas
(often from looking at things differently)







• Ogily and Mather

• Increased market share by 18%



Background/
I.D. Problem

Evaluation

Tactics / 
Elements

Messages

Content

Measurable
Objectives

Target
Audiences

Strategies

Issues/
Sensitivities

Goals

Research

Leveraging 
Success



Building Blocks





Big Idea



Sculptor: Larry Morris



THE 
PROBLEM
PROBLEM



Listening and 
Immersing



Marketing 
Research

Pre/Post Measurement
Program guidance
Stakeholder relations 
Education
News generation
Insights 



What are We Selling?



¼” drill bit



¼” drill bit¼” hole!



What 
are
you

really
Selling?

“In the factory 
we make

cosmetics.

In the stores 
we sell
     hope.”
                   
          Charles Revson



Exercise Your 
“Big Idea” 
Muscles



Big Idea
Stop selling mattresses 
and start selling the 
importance of good 
sleep
Call to action: 
Replace your mattress 
every X years



Sleep Better. 
Live Better. 

The Better Sleep Council 



• Decreased the number of years consumers keep 
their mattresses from 12.2 years to 11.3 years to 
10.8 years…

• Created market for ultra premium mattresses

• Created Better Sleep Month – providing a 
reason for media to write about sleep and 
mattresses, and for retailers to promote the 
connection between a good bed and good sleep.

• May sales doubled over previous years and 
became the fastest growing sales month for the 
industry



INTERNATIONAL
PARKING
INSTITUTE



INTERNATIONAL
PARKING
INSTITUTE

Big Idea

Parking Matters.

Changing perception of the importance of 
parking – and parking professionals – to 
planning 





HOW DOES THE WORLD SEE US?

Parking Tickets
“The Boot”

Dark Parking Garages

Bad Parking

NO Parking

















2008

Flexible Polyurethene Foam 
Industry was Losing Market 
Share to Substandard Foams
Being Imported from Asia

No way to differentiate 
“good foam” from “bad foam”



Level the playing field and 
create a voluntary standard 
for foam used in upholstered 
furniture and bedding

Big Idea



Participating
Foam Producers

2019

57
2020

68
2021

74
2022

91
2023

100

75% increase in past 5 years



100 Participating Foam Producers

CANADA    2

USA    12

MEXICO    11

COLOMBIA    1

BRAZIL  1

KOSOVO    1

CHINA   48

TAIWAN    2

PHILIPPINES   1

VIETNAM   6

CAMBODIA    1

MALAYSIA    2

INDONESIA    3

TRINIDAD & 
TOBAGO 1

INDIA   4

TURKEY    2

ITALY 2

Updated 10/23/23

by Geographic Location (17 Countries)



Certified
Foam Families

2019

158
2020

177
2021

188
2022

210

2023

229

45% increase in past 5 years



Create Demand for Certified Foam 



But what are we 
really selling?



Peace of Mind



Foams that Feel Good 
and You Can Feel Good About®



Peace of Mind



certipur.us/directory

1,500+ Participating
Upholstered Furniture 
and Bedding
Manufacturers and 
Retailers



Sent: Sunday, January 07,  2024 10:46 AM
To: info@certipur.us
Subject: Certipur logo but not in directory 

Hi
I purchased a mattress because it had the certipur label but noticed they are not on your 
directory? Do you know if this brand is certified just not registered? Or is this a false claim?

https://sapphiresleep.com/product/thermic-cool-phase/

Thanks
Jen

mailto:info@certipur.us
https://sapphiresleep.com/product/thermic-cool-phase/


Guiding
Principles

Integrity.
Transparency.

Relevancy.
Visibility.



Guiding
Principles Integrity.

Transparency.
Relevancy.
Visibility.



Tough Standard

Re-certification Required

Independent, accredited laboratories

Round-robin testing of labs

“Living” Document

Random verification testing program



Furniture/
Bedding

Mfg/Retailer

Foam
Producer 
Certifying 

Foams

Terms of Use Agreement Form B

A Record of the Supply Chain 
Protects You, the Consumer and Us!

Supplier Verification Form A 

Must be registered for permission to use the CertiPUR-US® name and logo



First Time

B
Free Registration

Supplier 
Verification

Agree to
Program Rules/

Take Course

FORM FORM

A
FORM

C
Update

Annually

Subsequent Years



“safe”

“chemical-free”

“non-toxic”

The Rules:
Follow the Federal Trade Commission Green Guides

“green”



CertiPUR-US
®

Spell it Right



Clarify: Only the Foam is Certified 

We don’t certify mattresses We don’t certify sofas 



Get pre-approval for marketing materials that include 
CertiPUR-US® name, logo, claims

Pre-approval

Usually within 48 hours!
approvals@certipur.us



certipur.us/update

Update annually by 
submitting a 
Directory Listing 
Update Form C or…

you get de-listed and lose permission to use
our trademarked name and logo.



Guiding
Principles

Integrity.

Transparency.
Relevancy.
Visibility.



www.certipur.us



Guiding
Principles

Integrity.
Transparency.

Relevancy.
Visibility.



Made without

formaldehyde



Made without 

ozone depleters



Made without 

mercury, lead and 

other heavy metals



Made without 

phthalates regulated by the 

U.S. Consumer Product 

Safety Commission



Low VOC 

(volatile organic compound) 

emissions for indoor air quality 

(less than 0.5 parts per million)



Screened for relevant chemicals, 

including flame retardants, that are 

classified as carcinogens, mutagens 

or reproductive toxins 

and are harmful to human health



NEW: Biobased Foam Family



Guiding
Principles

Integrity.
Transparency.

Relevancy.

Visibility.



We Look Bigger Than We Are



Industry News Coverage















September 2023



November 28-30
Aventura, Florida



Riding 
Coattails 

and 
Building 

Alliances



How to Exercise Your 
“Big Idea” Muscles



Backwards             Campaigns               Analyze



Questions?



“Put the bucket out where it’s 
raining.”

Old Advertising Adage



“If all you have is a hammer, 
everything looks like a nail.”

Abraham Maslow or Bernard Baruch



“Tell the truth but make it 
fascinating.”

David Ogilvy



“Trends are like horses, easier to 
ride in the direction they’re going.”

John Nasibitt     



“Even if you’re on the right track, 

you’ll get run over if you just sit there.”

Will Rogers



What 
are
you

really
Selling?

“In the factory 
we make

cosmetics.

In the stores 
we sell
     hope.”
                   
          Charles Revson
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