| have dealers that may go to 8-10 mar-
ketsayear. With al the companies they deal
with, all the factory management, and all the
furniture salespeople they deal with | may be
thefirst oneto ever tell you this. You should
not go to market to buy furniture. | cantell
right now that you are wondering how in the
heck can Mike Root make any money if he
tells his buyers not to buy furniture. Well
that’s Emmet and my big secret. Thetruthis
we have always intuitively done this but we
never realized exactly what it was we did. At
the Vegas market, Ray Steele from Ultimate
Accents gave one of the best factory sales
meeting | been to. It wasn’t about the prod-
uct that got me as much as the concept and it
spoke right on point to the way Emmet and |
and our team like to sell. Ray said buyers
should not come to market to buy furniture.
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| have reflected on that for along time asiit
pertains to sales presentations at market. |
know a number of buyers have so much to
see and so littletimeto seeit all. However,
pictures will never do the furniture justice
once you get back home. It isimportant that
if items have special features, that you take
the time to see those in person. Know that
Progressive’ s Mexico bedroom sets have
5/8th’ s thick drawers and their Asia product
has felt lined drawers. Women open drawers
and thisisasilent salesman once you get
back to your stores. Know that all the Thai-
land dining product from Ligo are solid
wood and all the bunkbeds from Woodcrest
are solid wood. Know that Hughes Furniture
has the lowest defect rate of anyone in their
price category at several national retailers.
Thiswill pay for itself in back end repairs
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for yearsto come. And of course with Ulti-
mate Accents, there are many excellent fin-
ish featureslikeroller glides and felt lined
drawers. However, if you don’'t take the
time or if we as salesman don’t show you
how you can sell the furniture not just buy
the furniture, then everyone loses.

Here' s another thing you should consider
when going to this market: Areyouinthe
businessto sell furniture or make a profit. If
you get caught up totally in the container
game, all you are really doing isturning
goods because when business slows down
you have too much and when it picks up you
scramble to get more. Containers cannot be
turned on and off like afaucet. Theretailers
that are managing this cycle the best are do-
ing well with Progressive’ s Mexico bedroom
because of the 2-3 week versus containers at
2-3 month turnaround on orders. Also look
to resources like Ligo, Woodcrest, and Ulti-
mate Accents that can back up your con-
tainer orders with domestic warehouse stock.
Of course with upholstery going oversess,
domestic resources like Hughes and Lloyds
will still bein favor because of their ability
to get you goods in under a month and on
several framesin under two weeks. Turns
are still the name of the game and containers
purchases do not lend themselves as easily.

Finally, go to market and look for the ex-
citement. What furniture is going to make
people feel good. | Phonesfigured it out
with over amillion salesin the first week.
How did they do it? They created buzz and
excitement. People are looking for compli-
ments and new furniture will give their home
compliments. If you can come up with the
furniture that will make people feel good,
they will buy. We look forward to showing
you the new product that will help you sell
by making your customers feel good.
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Notable & Quotable
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| have few people complain |
haven’t had as many jokesin the
newsletter. Keepin mind that if
you come in to see us at market
we have afour page joke list that
will help you get through the bor-
ing presentations in other spaces.

Two hunters are out in the woods
when one of them collapses. He
doesn't seem to be breathing and his
eyes are glazed. The other man pulls
out his cell phone and calls emer-
gency services. He gasps to the
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operator: "My friend is dead! What
can | do?" The operator in a calm,
soothing voice replies: "Take it easy. |
can help. First, let's make sure he's
dead." There is a silence, then a shot
is heard. Back on the phone, the
hunter says, "OK, now what?"
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Like most Notre Dame fans,
Huey is having avery bad
September. Here's hoping
that Huey’ s beloved Irish turn
it around because if they don’t
Coach Weiss has given Huey
aconditional scholarship and
we would hate to lose Huey’'s
services at the office.
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From a Southwest Airlines employee: "Welcome aboard Southwest
Flight to Las Vegas. To operate your seatbelt, insert the metal tab into
the buckle, and pull tight. It works just like every other seatbelt and if
you don't know how to operate one, you probably shouldn't be out in
public unsupervised. In the event of a sudden loss of cabin pressure,
oxygen masks will descend from the ceiling. Stop screaming, grab the
mask, and pull it over your face. If you have a small child traveling with
you, secure your mask before assisting with theirs. If you are traveling
with two small children, decide now which one you love more."

From the pilot during his welcome message: "We are pleased to have
some of the best flight attendants in the industry. Unfortunately none of
them are on this flight."

As we depart | hear "Last one off the plane must clean it."
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A leprechaun walks into a bar. The bartender serves him and says, "That'll
be $2.50." The leprechaun puts two dollar bills on the bar and starts walk-
ing away. The barkeep shouts, "You're a little short!"

An old lady walks into a bar with a duck under her arm. A scraggly old
drunk staggers over, takes one look, and says, "Jeeeez, that's the UGLI-
EST thing | ever saw!" The woman turns her nose up at him and says,
"This happens to be a stately creature! Go away, you horrid man!" The old
drunk yells, "Lady, | was talkin' to the duck!"

A man walked into a bar holding an alligator. He asked the bartender, "Do

you serve lawyers here?" The bartender said, "Yes, we do!" "Good," replied
the man. "Give me a beer, and I'll have a lawyer for my alligator."”

An Irishman walks out of a bar. Hey, it COULD happen!

A guy walks into a bar and there is a horse behind the bar serving drinks.
The guy is just staring at the horse, when the horse says, "What are you
staring at? Haven't you ever seen a horse serving drinks before?" The guy
says, "No, | never thought the parrot would sell the place.”

A man walks into a bar with a slab of asphalt under his arm and says, "A
beer please, and one for the road."
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Last month in this very column we suggested that industry
leaders should “should spend their extra monies on market-
ing the industry” rather than endless no interest or ridiculous
price ads. We suggested that the factories would be better
suited to spend money romancing the product versus sup-
porting real estate market mogulsin Vegas and High Point.

The leaders of IKEA and Ethan Allen must secretly go to
our website and read RootNotes because in the September
18th edition of the Wall Street Journal an article stated that
both these companies are changing their advertising to a
more emotional theme. Both companies are leaving item
and price for a campaign to make people see the benefits of
upgrading their home furnishings “ emphasizing how people
feel about their homes’. By building their brands they hope
to escape the “ sea of sameness’ found when all that is em-
phasized isitem and price. They may be going alittle too
far towards “warm and fuzzy” for our tastes but if this helps
create a“NEED” for furniture that we discussed last month,
it will help the whole industry out when the housing down-
turn makes home furnishing retailers particularly vulnerable.

We are constantly amazed at the ability of Ashley to sell
everyone from two bay gas stations to Top 100 guys the
same thing when everyone el se needs to have exclusives.
Online Furniture Today on September 19 it was announced
that Ashley was going to give $1,000,000 of furniture to
flood victims in Minnesotaand Wisconsin. That's quite a

contribution but if | were retailersin those two states includ-
ing the Ashley Home Stores | would be allittle disappointed
that they are going to flood my market with product and thus
decrease the monthly demand for Ashley branded product.

Another item of note coming through loud and clear from
some major accounts is the shabby treatment of large and
small retailers by other resources. Just this month we heard
about a resource that won't return phone calls and $120,000
of goodsis heading for the dumpster and a chargeback.
Special shows and hard to believe prices are followed by no
delivery, programmed orders shipped al at once or worse no
continuity after the first order of agood sdller.

Our factories are not perfect and when there is a problem
wetry very hard to get management of retailers and facto-
ries together to solve. Communication isthe key and wetry
very hard to make sure all parties are on the same page so
we can help you grow your business. With market right
around the corner it is a great time to focus on relationships
with industry partners. management, customer service and
factory personnel, and salesreps. Buying more new offer-
ings to clog the warehouse may not be the answer. How can
your resources flow goods, back up their product and help
with promotions. We hope that Mike, Judy, Chris and my-
self along with our associates at Progressive, Hughes, Ligo,
Woodcrest and Ultimate Accents are your answer.




