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About ayear ago, my wife, Nancy and |
went to s street of dreams in Omaha that show-
cased several new home floor plans. We liked
the looks, but the neighborhoods were al on the
edge of town and the price tags were extraordi-
nary. We decided that rather than move from
our house in a mature neighborhood, we would
invest in updating the main story floor plan. An

architect
friend drew
up plans for
an open floor
plan that
required the
elimination
or movement
of several
wallsasyou
can seein the picture. We moved out of our
house so construction could begin in earnest.
Mom and Dad agreed to stay in Arizona all
winter allowing us to stay at their place and out
of the workers hair.

Through this process | have witnessed first
hand the challenges of furnishing a house. The
first challenge is what to do with the good con-
dition used stuff. | advertised the good condi-
tioned furniture. | sold a promotionally priced
sectional immediately, but an expensive de-
signer sofaand dining set did not sell from the
ad in the paper. We sent it to asmall furniture
consignment store. To date | still own those
pieces even though | am willing to sell them for
amodest sum. The consignment person tells us
businessis slow—don’t | know it!

This may be a major reason why people do
not upgradetheir furnitureisthey have no
place to send their old stuff. People upgrade
carsregularly because there is an outlet for their
old ones. People upgrade computers and elec-
tronics and many times throw away the old
equipment because they want the new features
so much. Furnitureis caught somewherein the
middle. Thereisno outlet for the used, but
people still think it hasvalue and don’t want
to throw it away. The guy who solvesthis
mar keting dilemma will see his business
soar. Maybe partnering with a charity like St.
Vincent DePaul or the Goodwill would work.

After we decided which pieces of furniture
we would keep and what would go, we had to
work aplan for the new space. Thefirst casu-
alty was the entertainment center as the new flat
screen TV will be hung right on the wall over
the fireplace. If a TV will mount on a wall or
go on a bookshelf, a consumer will do this for
simplicity. That’swhat we did even though |
have access to some nice TV stands.

To replace the two main pieces of furniture
that were sitting in the consignment shop, we
had to go furniture shopping. | have not been
on that side of the equation for awhile and it
was eye opening. Though | am in the furniture
business, | had no idea how much money some
brands of furniture cost. My daughter and |
walked through a high end design store. She
gasped when she saw the sticker price of acom-
plete wall unit that cost three times the price of
her car and wasn’t near as functional. Even at
the high end, | found very few case goods made
intheUS and even less of it in stock. That
means the consumer has to wait for their prod-
uct. Impulse buying for the better end goods,
did not seem to be encour aged.

With upholstery we found domestic manu-
facturers that would custom make an order. It's
amazing the length of time it takes to make
something domestically. All my manufacturers
ship in less than 30 days. | found out the better
stuff takes 60-90 days. What | don’'t under-
stand is why some of these higher end brands
don’t shorten their lead times. That isone ad-
vantage domestic guys can have over the im-
portsis custom furniture quickly. Asaretailer
figure out how to promote quick custom or-
ders. It givesyou a definite customer benefit
to advertise over price & financing. Inthe
end, my wife and | were able to agree on a sec-
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tional and around dining set neither of which * 4 -
will be here when we move back in next month. | |/

Reaching a consensus with my wife and 0
placing an order was a process. | can’'t imagine
what consumers with no industry knowledge 1
must think when the make major furniture in- # 2
vestments. They will be highly dependant on

# &
a competent sales per son to have the answers
& guide them through the process. '




Eighteen months ago, the owner of Ultimate Accents asked us to represent the line in the
Midwest states. | pushed the guys because | thought it was a nice addition to our product
mix. It's also a line | personally liked a lot and knew | would have some fun selling.

Here's what excites me about Ultimate Accents. | like the idea that you are buying a
one of a kind, unique item. Since Ultimate Accents is hand pained furniture, there are no
two pieces exactly the same. Look at Jean’s quilted chests or cupboards. They replicate
her quilts, but there will always be that brush stroke that is different on each piece.

I like the quality that is inherent in each piece. It costs very little to do the job right
and finish the pieces properly. The fact that the majority of all the pieces can stand
anywhere in a room and not be an embarrassment is unique to this priced product. Most
Ultimate Accents items are finished on the back as well as the front and sides. Doors are
finished on the inside as well as the outside to make it pleasing to the eye when it is open.

| also like the versatility of Ultimate Accents. You will find accent tables galore, chests
of all different shapes and sizes, cupboards, curios, armoires, and oh yes, we have sinks.

The final thing that | like about Ultimate Accents could be described as a female
thing. ALL OF OUR ITEMS HAVE FUNCTION. Not only do Ultimate Accents items look
great, they have doors, felt-lined drawers, shelves, nooks and crannies for all that we fe-
males need for storage. And face it guys, the female is your customer for this product.

The last two markets, Ultimate Accents has introduced over 53 new items. Not only do
we still have all the hand painted items that | have mentioned, we have some new
items such as crushed glass insets, crushed shells, petrified leaves that add to the dé-
cor of the hand painted tables and accent pieces. We have added several, several
new accent chairs in all sorts of styles and fabrics. | mentioned that Ultimate Accents
sells sinks. We have sinks that will fit in the small powder room or double vanities that
will work in the master’s suite.

This past January at the Las Vegas Market, Ultimate Accents had one of their greatest
markets. We saw more dealers there than we have ever seen.

Dealers came to Vegas. They looked. They liked. They bought.

Put Ultimate Accents on your list of showrooms to visit at
the High Point Market

International Home Furnishings Center Hamilton Wing #545

Call Judy, Mike, or Emmet for a market appointment or for more information. See how to increase your ac-

cent business. .
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Mur phy' s Lesser - Known Di ct uns

Light travels faster than sound. This is why some people appear bright until you hear them speak.

He who laughs last, thinks slowest.

Changeisinevitable, except from a vending machine.

The 50-50-90 rule: Anytime you have a 50-50 chance of getting something right, there®a 90% prob-
ability you® get it wrong.

The things that come to those who wait will be the things | eft by those who got there first.

Give aman afish and he will eat for aday. Teach aman to fish and hewill sitin aboat all day drink-
ing beer.

The shin boneis a device for finding furniture in a dark room.

A fineisatax for doing wrong. A tax isafine for doing well. When you go into court, you are putting
yourself in the hands of 12 people who weren®smart enough to get out of jury duty.
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Recently, Mike Root and a select
group of 12 others from operations,
customer service, sales and factory
were invited to a conference with the
President of Progressive. Our mis-
sion was to identify how to do a better
job of helping our retail customers do
business with Progressive Furniture.
It was an incredibly productive day.
We identified some specific areas,
both internally and externally, that we
wanted to improve. Those items that

our dealer base will benefit most from immediately include an aggressive freight program, better catalogs, and an updated
accessible website. With regards to freight, Progressive has developed a comprehensive program that will guarantee the
freight percentage at a competitive rate by zone so that you land our product without a disadvantage. This rate will in-
clude all fuel surcharges and will billed right on the invoice. This new program allows you to buy one piece at a time
and the only way you can get freight cheaper would to be to buy in truckloads. It is a perfect option for special orders, fill
in orders and for those that want to buy case goods from someone other than Ashley. Here’s the best part, we have also
worked the freight out on all our Mexico product so if you want to only buy one set or fill in pieces, you will have the same

competitive Mexico freight rate. ( *
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For an Excellent ResourceOn | Golf season isright around the corner so here are Some Caddy Remarks
SalesTralnmgLook ,AtMate”al Colfer: "I'd nove heaven and earth to break 100 on this course!"”
From Jeffrey Gitomer Caddy: "Try heaven, you've already noved nost of the earth."”
He has severa booksincluding Little |~ .. . .. , Do o
=—— |CGolfer: "Do you think ny game is inproving?
Red Book of Sales Answersand Little | caddy: "Yes sir, you miss the ball nuch closer now. "
Black Book of Sales Connections. His |----------
most recent book | am reading is called CGolfer: "Do you think | can get there with a 5 iron?"
Little Gold Book of Yes! Attitude. Caddy: "Eventually.
Thweareallveryeas/regds,butexcel- Colfer: "Think I'mgoing to drown if | go in the lake to hit that
lent refreshers for anyone in sales. bal | ?
" o
Healsowriteﬁadaily S CaddyDoubt you can keep your head down that | ong-~
super. A recent article | really enjoyed |Golfer: "You' ve got to be the worst caddy in the world."
was entitled “ Self-belief helpssalesand |Caddy: "I don't think so sir. That would be too nuch of a coinci-
customer relationships, increasesper-  [dence-"
sonal success’. Itlists4.5corebeliefs | fer: "How do you like ny game?"
any good salesperson should have. Caddy: "I like it a lot but, personally, | prefer golf."
1) Belief in your company. 2) Beliefin |---------- o .
your products. 3) Belief in your service. Golfer:""Do you think it's a sin Ito pl ay on Sunday? )
4) Beliefinyourself. 45) Belief that CaddyThe way you play, sir, it's a sin on any day.
when a customer buys, they are better CGolfer: "This is the worst course |'ve ever played on
off. He writes “Mediocrity stems from Caddy: "Technically, we're no longer on the actual golf course."”
|ack ol belier more-then alack of &l -G;)I-;;a;?-'-':rhat can't be ny ball, it's too old."
For mo_remformatlon goto Caddy "'Wel I, it HAS been a Io'ng time since We teed off, sir."
www.gitomer.com.
D D 6 ) 4 4 "
1+ 6 & - # = ) 17 # - # ,
# = ; # 1 = & 1
& - ) ) - ’ # 3 1 ) #
& - # &&1 , 1 1 & --
/ , 5 # & 1 - - -#1
+ BEG'H J > &EKKGE J - # &, U / , 14
1 & # 1 , = ) , = K% # 1)
/ = K 1n- # # / , 1 =
I$H ) -# -# && 1 1 . 1 ik | # K% |,
# 1 # )2 , |/ #1 B -- 1) - 4
, 1 -# 1 1 | # ) -, 1#
7 # , : ; )2 , |/ # 1 = ;
/ /- K% - # 1 / =# , 1& & )



Baseline Licensing Group Is Here To Save The World From BORING Furniture!!!

Ships faster than a Chinese container, Brighter than the
galleries of taupe , able to bring in new customers in a
single ad...... It® a sofal! It’s a recliner!

its Furniture Fashion with Sports Passion!!
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Father’s Day Promotions are a perfect time to promote a sofa and recliner with Dad’s

favorite NFL, NBA or March Madness Team. See us at market or call for details.
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