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Those of you that are astute readers of this patidic will note the new look—that being th
addition of color to the publication. Since welnea fashion industry it's only natural that we try
to showcase some of the furniture in it's besttlitfence the color.

Another exciting addition for us is our nevgdoin the upper left hand corner. Not only does
the name indicate that we’re a worldwide suppler, it also indicates our mission statement
“dedicated to helping you sell more furniture.”

With this publication we are debuting several neattires that we would like to have as re(
lar columns. Emmet and | will continue to writdwmns talking about whatever the heck we
want to talk about, but in most cases it will perta furniture. We also have asked Judy and
Chris to contribute a column from the perspectif/@/loat’s going on at the office (page 2). We
will work on featuring a retailer particularly iiére is something new and exciting they are o
ing. The below article on American Furniture Warebe fits the bill with the generous donatig
& the opening of their newest store in Fireston®, G will also try and track down economic
news in a column. Another new column will be a kéding Tip (page 6) that | have discovere
in my studies. This could sometimes be an adwsrtént that pulled particularly well for one o
our customers. | will also try and offer a tiptbé month for selling furniture. In this issue we
talk about how to handle the issue of wobbly chaird barstools. Finally we will try and comg
up with some feature product from various manufaiithat retailer are having success with
(pages 4 & 5).

We would truly appreciate any feedback you giae us on this format. If there is somethi
you would like to see us talk about or not talk @héet us know. Since | am limited to this
space, please consult our website for additionatigps, pictures and commentary. Please let
know how we can help you sell more furniture.

| would be remiss if | didn’t wish each andeexone of you a Merry Christmas and a Happ
New Year. Judy, Chris, Emmet and | thank you fgreat 2006 & look forward to 2007.

ey | k

www.furnituresales.biz

Notable & Quotable

Jake Jabs and Andrew Zuppa, American Furniturg . . . .
Warehouse, present $1,000,000 to W. Douglas JdckCustomer to state of the art furniture picksupplies and equipment each year and

son, PhD, JD, President and CEO of Project C.U.R.En the attached 350,000 sq. ft. warehouséelivers them to hospitals and clinics in
pmore than 100 developing countries that do

The Grand Opening of Jake Jabs’ this evening was the $1,000,000 plus not have access to safe, quality medical
newest American Furniture Warehouse commitment Jake and A:merican made t&are: Jake was impressed with their good
store in Firestone, CO had a gathered cr V,c\{rae the world a better place. Jake told"‘bcfrks and offered matching funds to help
of furniture dignitaries and friends in aWehis Korean War experience as; an Air FortELé”d a new warehouse. He also has

The sheer size of the complex as well as ﬁger He was assigned to Africa as a

The most impressive thing to me fro

o contributed logistical and systems suppo-t.

!a(;j/ou: maIL<Je this I'kli.no ptthe{h$t°5r§()'nogléﬁourier of top secret correspondence. In hidDr. Jackson with Project C.U.R.E.
In uﬁs ry. p|>on walking into ¢ '; 'th’ Iftravels to 24 different countries he realizedmmed up our responsibilities as world
S@. L. complex, you are greeted With Selly,q i, rediple poverty, and many years laiézens when he said” Oh for the grace cf

service d!spl?ﬁ/st(t)f ractk;d furn[(ture &t hekis able to make a difference. God, we were born where we were.” More
accessories that tempt the cuslomer to maxe information on Project Cure can be founcl at

some purchase. The upstairs is a very wellIn 2004, Jake heard a speech about
displayed traditional showroom layout. Project Cure, a non-profit humanitarian
There are several upgrades in this store relief agency that collects thousands of
from a bedding kiosk that helps qualify apounds of desperately-needed medical

www.projectcure.org. For more pictures
and commentary of the new store, you can
see the commentary section of my website
at www.furnituresales.biz.
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Here’s another New Feature Column debuting in this issue. Chris and Judy have a unique perspective on our
business since they get to field all the inbound sa les calls. Therefore, we thought it was important to have them
let you know what’s going on in the office. Since Chris’s desk looks out at the neighboring Strip Clu b, we
thought it might be wiser to let Judy write the fir st few columns and see how it goes.

In my first letter | wanted to share what | doing to make the Worldwide Headquarters of Furgitbales live up to
its lofty name. With everything and everyone naedming more specialized, my specialization hagvedato that of a
furniture marketer extraordinaire. | have beeregithe task of dealer communication of productroftes, factory spe-
cials and order generation from our offices. As gaces and traveling becomes more and more békenge, | am cre-
ating my own special way of contacting our deaters regular basis and helping you grow your bgsine

If you have been noticing either gaur email or in your mail box, | have been sending out product bulletins on-va
ous factory specials and closeouts as they becwaikalle. My job will also be to keep you updatdall the new itemg
from the different markets when they become avéil&tr shipping. Many of you are getting these ahdcking out the
discounts we are offer. Just so you know, it idgutly acceptable if you see something in therBlyéo call us and place
an order. My phone number is 800-391-2166 ExtergidUDY. | am also able to take faxed order0@t391-2383 or
email orders at judy@furnituresales.biz. | wanpéosonally give a great bitHANK YOU!! to those of you that have
phoned, faxed or emailed me orders. My goal Isetthe best dedicated inside sales rep in therhistdhe furniture
business and with your help | know | can do it.

Now for those of you that have not been gettirytflyers or emails, you must not be signed up lier Eurniture In-
sider’s Club. This is our exclusive service tofkgeu up to date on specials as they become alaildlm sign up you
can do it any number of ways. Phone, fax or emailyour email address and mailing address and Lpdlate our dataf
base to show that you want to receive regular @sdabm us. You can also sign up at www.furnitakes.biz. This is
our comprehensive website that has pictures, pricesirniture Insiders Club link for specials, b&dues of the newsle
ter and much more. If for some reason you campeh the email | send to you, you may go therdéxk out the flyers

One final area | will develop for 2007 is w@llosarious dealers to get your feed back. Make gou let us know how
we can improve our service to you or what you wdiklel us to pass on to the factories. Remembenyark for you, so
give us the feedbackDEDICATED TO HELPING YOU SELL MORE FURNITURE Thanks, and talk to you soorj!!




town for the Wood-Armfield closing, Roses’ closiwgs in
trade papers, and companies like Gabbertaglasi
allas. Combine this with the invasion of Chinads, this
high end market sector is particularly hard hitaBtiful
bedrooms, step up leather and hand painted acisssp
(like Ultimate Accents!) coming in containers, theed for
better consumers to pay exorbitant prices has waned

The October market may have been the “Tipping Po
for High Point Center. Those that read the boakize that
in every business or situation there is a pointrwhe
circumstances change and from that date forwartdter
or worse, the change accelerates. In this Maheet t
confusion of when does it start, when do showroopen,
when do reps go home, and how can showroom se?¥ice  The second development was the reaction oé rand
and 3 tier accounts while having intense meetings with tnore company stores (particularly Ashley) beingaamted

100 dealers. All these eventualities came to @assber. in direct competition with the retailers that sugpd their

The biggest complaint from buyers was thair growth_through t_he years. The new twist is com_pmmyed
stores in states like lowa where the state lawstcah

BTy Sl RS IR (el IS, [REEL L V¥ranchising. Fortunately, more and more retaiterge

were not done by Tuesday found sales managersar ev h to offer alt h handise to hedae th

closed showrooms. This was unacceptable! MealntrmaeC osen 1o ofier allernate merchandise to hedge the
talk was all about Vegas in January and being laagelin in possibility of a giant competitor selling their oynods.
March. With goods still on order from last Aptilet entire To wrap up the show: the good, strong, hadstores
system is broken. Throw in a couple trips to Asja¢he  at everylevel are succeeding. The factories, dealers ang
majors and its no wonder the time a group hasftooais Wwholesalers who offer value are growing. Otheradta
very limited. Tune in for the next act. around complaining about a terrible market. Onceie

Two other trends noticed at the Southern Manize thanks to all who shopped the spaces of the fastohat we

first the deflation of high end retailers. G.Odyns all Overreprgsent. s |nt'end to cqnthue 0 strive tosaymu In
making more profit and satisfying the consumer gerve.

Don't Let Bad Business Become a business is bad, retailers and factories act atuglydand it be-
comes a self-fulfilling prophecy. They cut backtheir inventory

needs, they cut back on their advertising, and tekkyheir Associ-
ates that business is tough. Emmet, Judy, Chdd have decided
Listening to a CD of a teleconference between albrarrof high a  not to participate in bad business. We feel thatooistomers are
profile marketing experts that was conducted wiiinmonths of  strong, they are looking for value, they are logkiar deals that
September 11 incident it is amazing to see what thiee was on  they can advertise with, and they are constantiitg for new

the events of September 11 and how it impacts rtiackeOn panel offerings. It is our job therefore to provide vajuo provide quality
memeber on the conference call indicated that Sdpe11 im- manufacturers, to provide deals, and to provideghthat can be
pacted the business of about 10% of the custonser racause theyadvertised. Our business in 2006 was the besitric@mpany's
decided that people were going to be very conseevafter Sep-  history. We continue to grow that with tremendoiferings from
tember 11. The businessman decided they did reat teespend theour factories and a marvelous client base. Plieases know what
money or would not spend the money because thdg cotisee  we can do to help our manufacturers deliver merdisarthat will
people going out and buying products. Therefoeg tlck of mar- excite your customers and grow your business.

keting plan in their cutbacks became a self-fulfglprophecy. We
see the same thing in the furniture industry toddgu hear that

Self Fulfilling Prophecy

For My Democrat Friends: "Please accept with no obligation, impliedraplicit, our best wishes for
an environmentally conscious, socially responsible;stress, non-addictive, gender-neutral celétma
of the winter solstice holiday, practiced withiretmost enjoyable traditions of the religious pessaraof
your choice, or secular practices of your choiaéh wespect for the religious/secular persuasialii@n
traditions of others, or their choice not to preetieligious or secular traditions at all. We alssh you af
fiscally successful, personally fulfilling and medlily uncomplicated recognition of the generally ac
cepted calendar year 2007, but not without duesdpr the calendars of choice of other culturbsse
contributions to society have helped make Amerieag Not to imply that America is necessarily
greater than any other country nor the only Ameiriche Western Hemisphere, and without regard t
the race, creed, color, age, physical abilitygrelis faith or sexual preference of the wishesaBgept-
ing these greetings you are accepting these tdmis greeting is subject to clarification or withdral.

It is freely transferable with no alteration to thréginal greeting. It implies no promise by thesteér to
actually implement any of the wishes for herselhimnself or others, and is void where prohibiteddy
and is revocable at the sole discretion of the @ishhis wish is warranted to perform as expectidinv
the usual application of good tidings for a perd@ne year or until the issuance of a subsequaitdy
greeting, whichever comes first, and warrantynstiéd to replacement of this wish or issuance oéa
wish at the sole discretion of the wisher."

For My Republican Friends: Merry Christmas and a Happy New Year “Susie wants breast implants, Tommy wants liposuction,
M p y PRy Pilly wants a stronger chin. Nobody wants toys this year?!”
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Believe it or not, in this digital age of email ati Internet, eve-
ryone still has a real mailbox. According to "Dirédarketing"
magazine, over $36 billion was spent last yearicgctimail, beat-
ing both print and broadcast hands down. Howetermajority
of small businesses still do not use direct ma#féectively as
their larger counterparts. Nothing provides a lett&urn on in-
vestment than direct mail. And it does not matteaiproduct or
service you are selling.

A sales letter is the most powerful employee yould@ver hire.
For about the price of a cup of coffee, it will gistently go out
and deliver your message perfectly, every timailltnever call in
sick. It will never complain. And it will never qudn you. Simply

put, a powerful sales letter is like having aditdutomatic, money-

making robot working for you, day and night.

What is the secret for getting people into a maath o do busineséi

with you? The answer? Your list is the first andefnost. If you
think "junk-mail" does not work, then you are ahsely right!
However, using highly targeted direct mail alwayarkv

The most common story you will hear from other deap how
they mail out thousands of glossy, beautiful broeBwith pretty
pictures, flowery text, and everything looking alisely gorgeous.
But they get zero response. Therefore, they asslimeet mail
does not work. What could be the problem? Dimeail when
done wrong is almost always a huge waste of mdBetywhen it
is done right, you can expect tremendous resutigpasfits. Doing
it right only means one thing - getting results.

Your mailing list is essential to your success. Yannot just pick
a random resident list of nearby Zip codes to wtare. What you
need to do is consider who your ideal customer dibel and then
find a way to target your message directly to theffith direct
mail, you are given the opportunity to use lasearbepinpoint
accuracy to specifically target your message. Awaohks to the
growing direct marketing industry, privacy is déaddmerica.

There are two major types of lists available:

Recently, an excellent customer asked all it's ma-
jor vendors of casual dining to help with a service
problem: wobbly chairs or barstools. It is Ligo's
policy to advise all assembly personal to review
assembly instructions. If an end user customer
calls, the following should be relayed:

This chair / Barstool is constructed for maximum
support by including a "self-Leveling" process
during assembly. As the instructions state, after
all hardware for leg and backs are assembled to
seatboard, turn chair upright, apply light pressure
to seatboard, and make final tightening at this
time. If at any time the Chair / Barstool becomes
uneven, loosen the assembly nuts and re-do final
procedure. If the customer tightens all screws
before leveling, the chair / barstool will wobble.

1. The first kind of list is simply compiled infimation; taken fro
directories, phone books, motor vehicle records, &he most
common compiled list is probably a geographic Tistis usually
will not yield the greatest results. Another waysegment a com-
piled list is by demographics. This is a little teetway to target.
For example, you could specify you only want feraabge 30-55
who earn $75k and above. But there is an eveprstty and
that's to combine the two methods. You can pickageigeo-
graphic areas and certain demographic charactsri$tat you de-
sire. Think of your ideal prospect; the more yoowrabout them,
the better-targeted lists you can purchase.

2. The second type is called a direct responseTliwse are lists g
people who have bought or responded to direct niackeln
some cases, it will make more sense for you tosbmail-order
st. The people on this list have bought somettiiog direct re-
sponse methods. What you want is a "starving crosamebody
who has expressed an interest in looking bettenebody who
has paid money. And that is exactly who you cad fising direct
response lists.

There is one more list that almost everyone fordets literally a
gold mine just lying there at your feet. And thayour own list.
You are overlooking an incredible source of addesirtess if you
have not put all your customers' names and addrésigea data-
base. This list will be the most powerful and respee list you
can use for any offer because these people alteastyyou and
like doing business with you. This is criticalpportant. Espe-
cially if you are in a business that typically doed keep their
customers' names and addresses because you argraissn-
credible amount of money. Make it a habit for yetaff to collect
customer names. It is absolutely critical. It wiflrve a valuable
role once you start sending out direct malfsyou would like us
to help you develop a campaign, call Mike at 800-392166.

(This is a new column. 1t is supplied complimerit®an Kenned
www.dankennedy.com and the Information Marketingpgiation.
Please let us know what you think)

Funnies Off the Internet

Many will recall that on July 8, 1947,
witnesses claim an unidentified object
with five aliens aboard crashed on a
sheep and cattle ranch just outside
Roswell, New Mexico. This is a well
known incident that many say has long
been covered up by the US Air Force
and the Federal Government. You may
NOT know that in the month of March
1948, roughly nine months after that
historic day, Albert Arnold Gore, Jr.,
Hillary Rodham, John F. Kerry, William
Jefferson Clinton, Howard Dean, Nancy
Pelosi, Dianne Feinstein, Barbara
Boxer and Charles E. Schumer were
born. Hopefully this information clears
up some things that might be troubling
you.




Holiday retail E-Commerce spending through Decendber have been strong throughout the holiday season."
reached $11.7 Billion, up 24 Percent versus laat.yeom-
Score Networks released data on consumer onlingragel
(retail) spending at US sites during since Novenibdrotal
online retail spending reached $11.7 billion thiolpecem-
ber 1, representing a 24-percent increase versusotine-
sponding days in 2005.

comsScore also reported traffic growth to resdags for
November 2006 versus a year ago. Although retail e-
commerce spending has risen at a rate of 24 peveesus
last year, retail site visitation is growing at abbalf that
rate. Specifically, the number of visitors to resiies has
grown 13 percent while the total number of visis igrown

"Online consumer spending during the holidaassa con- 12 percent, demonstrating that consumers are spgadout
tinues to surge, growing 24 percent versus a ygaf' daid 11 percent more this year on a "per-visit" basis.
Gian Fulgoni, chairman of comScore Networks. "Bubigg
strong consumer spending during recent days likee€Cy
Monday (November 27th, 2006) and Tuesday November
28th -- which each saw $608 million in spendindjransales

We believe this reflects consumers' increasedawnvith
e-commerce and their willingness to purchase hitbket
items online."

Gift Cards Are Growing: According to the Kiplinger Report, “gift cards greised to receive an
added boost over the holidays from the lack of Awaste new products on stores' shelves. Consunants;iparly those
age 30 and under, are becoming more enamored tWwiddsvalue cards. Retailers will market them higaai lower-
income consumers who don't have bank accountsidBaes to get them to use cards as their primaopging tool,
adding value to them as needed. We see sales chgifs totaling $36 billion this holiday seasop from about $29
billion in the same period last year. In 2007, s&@&g.6 billion in gift cards will be purchased, 12% from this year.”

HOW TO MAKE MONEY IN 2007: 4. Make your stores fun to work in, to shop incédl on,
and to call your own. The world can sense it docks to

1. Find niches that you can exploit. Many shashfon Disneyland, Cabellas, Jordans, Great Wolf Lodge, et

specialty retailers have done this successfully.
5. Work closely with your resources and their nggmaent
and representatives. This is a time for partnpsshecaus
the consumer doesn’t care about our problems.wahés
us to solve hers, NOW.

2. Continue to offer styles, covers, designs, fooat dis-
plays that offer the customer a comfort and wartinéy
can bring into their home.

U

3. Offer value, value, and did | say value. Thera rea- 6. And most importantly use the talent and resesiaf the
son WalMart, Target, Costco, Southwest Airlines] an Worldwide Heag uarterys of Furniture Sales becalsan
many of our major furniture retailers are contirguio grab .

market share: VALUE. “dedicated to helping you sell more furniture”!

NEWS FLASH! There will be no Christmas celebratinrwashington,

DC this year. Apparently they could not find thieise men.

NEW AGE CHRISTMAS SONGS

SCHIZOPHRENIA - Do You Hear What | Hear?

MULTIPLE PERSONALITY - We Three Kings Disorientedré\

DEMENTIA - | Think I'l Be Home For Christmas.

NARCISSISTIC - Hark The Herald Angels Sing (AboueM

MANIA - Deck the Halls and Walls and House and Laawrd Streets and Stores and Of-
fice and Town . . . or Deck the Halls and SpareBxXpense!

PARANOIA - Santa Claus is Coming To Get Me.

PERSONALITY DISORDER - You Better Watch Out, I'm @@ Cry, I'm Gonna Pout,
then MAYBE I'll tell you why.

OBSESSIVE COMPULSIVE - Jingle Bell, Jingle Bellndle Bell Rock, Jingle Bell, Jin-
gle Bell, Jingle Bell Rock, Jingle Bell, Jingle Belingle Bell Rock, Jingle Bell, Jingle
Bell, Jingle Bell Rock, Jingle Bell Rock, JingleIBdingle Bell, Jingle Bell Rock . . .
BORDERLINE PERSONALITY - Thoughts of Roasting in @pen Fire.

PASSIVE AGGRESSIVE - On the First Day of Christni&g True Love Gave to Me
(and then took it all away).
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As | write this at the culmination of 2006, my mind floods with thoughts of many
things we have to be thankful for. As Mrs. B used to opine “I love this busi-

ness because people are happy when they buy carpet and furniture”. And truly

our greatest success as an industry is when consume r confidence is highest.

With the background of 5 years of record new and re sale homes as a backdrop, our
industry has the potential of years of continued ro bust growth. The other major
plus to the furniture business having a healthy out look is the extreme value we
offer the retail customer. We have fought a battle with deflation caused by the
Asian onslaught in wholesale goods and the prolifer ation of competitors in the
retail area. The winners have been the furniture b uyers who are beneficiaries
of a vast array of fabulous values being offered in an ever faster presentation.

It is certain that the buyers have no idea what a t rue value furniture is today,
but each time we sell a new room of furniture, we a re making the lives of our
customers better.

Just being a part of this exciting and challenging arena should make each of us
start out the day with renewed purpose. The old Ch inese adage about the coin
that has opportunity on one side and challenge on i ts flip side has never been
truer. Even as major dealers fight swollen invento ries, long and more erratic
container shipments, cost escalation in all areas o f their operation, and a con-
tinued increase in competition in their market plac es, they still are growing

and prospering. Internet sales, non traditional ou tlets, Ashley Home Stores,
and multi store chains overlapping, make distributi on and price maintenance two
subjects that will be pre-eminent in 2007. As for now, let’s be thankful to be
working in an industry with wonderful leaders in ma nufacturing, wholesale, and
retail that make us proud to say “I'm in the furnit ure business”!

Happy Holidays and a Joyous New Year.




