Two days ago | received an email from
an acquaintance congratul ating me on the
international recognition this newsletter,
RootNotes received. What was he talking
about? Upon further investigation | found
that Bill Glazer, one of the retail industries
most successful marketing advisors had
picked out the last issue of RootNotes to fea
ture in his monthly column. Out of the thou-
sands of pieces of monthly mail he gets, he
chose this newsletter to feature. He wroteto
over 10,000 of his subscribers what a great
job we did in communicating to you, our
customer. Not only did he write three para-
graphs, but he also copied the entire newsl et-
ter as an exhibit to his dealer base.

Though | am proud of the fact that some-
one actually read my newsletter and even
thought enough about it to share with others,
| also realize there is an important |esson to
share with you. Bill wrotein his column
entitled “ Three Outstanding Examples of
Outrageous Advertising That’s Outrageously
Successful” thefollowing: “The next exam-
ple comes from Peak Performers Member
Mike Root who is a representative for sev-
era lines of furniture and uses a newsletter
to keep his customersloyal and in the loop.
Of course Dan (Kennedy) and | have been
teaching Members for years that they should
be sending their customers/clients/patients a
monthly “offline” newdletter in order to
build relationship. I'm thoroughly con-
vinced that it should be the foundation for
just about everyone' s marketing efforts.”

| have been writing this newsl etter for
five years now and | am amazed at the re-
sponses we get fromit. | have met Bill
Glazer twice - the first time being in April.
Both times were in seminars with hundreds
of people. And yet, because of my newslet-
ter, Bill not only knows me, but more impor-
tantly he knowswhat | sell. Recently | met a
customer for the first time, but because of
my newsletter he knew me immediately. It
makes the salling process much easier.
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| don’t tell you thisto toot my own horn,
but rather to suggest to you that if it works
for me, it certainly would work for you. If
you are aretailer, you should take a very
small portion of your advertising budget
and apply it to a monthly newdetter for
your customer list. Thereturnswould far
exceed anything else you could do. | am
certain a newd etter with decorating tips and
fashion trends would far out pull over along
period of time any no interest until the 22nd
century campaign you may run.

Many say they don’t have the time or de-
sire so | will offer one more service for those
that may be interested. | will create a Done
For Y ou Newsletter that is ready to go each
month. I'll get a generic newsletter written,
printed and mailed to your customer list.

Y ou provide any coupons or special offers
you would like to include as an insert and
you' |l end up with aregular mailing piecein
your customers home monthly. We could
customize it with articles as requested.
Please call Mike at 800-391-2166 if you are
interested in an easy and lucrative customer
contact and retention device.

Back to Bill Glazer’sfinal comments
about RootNotes were the fact that | used
“Borrowed Celebrity” with Tom Hopkins
(see Batman and Wonder Woman in Furni-
ture Insider’s Club insert). Bill quips“He
also had his picture taken with me, but |
guess he's saving that for an important is-
sue”. Wel Bill, | gave you the front cover!
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We thought it would be interesting to see what an outsider
thought about the High Point Furniture Market, so we asked
Jim Cooke (yes, Judy’ s husband) to write about his experiences
in attending the show. Jimisaretail veteran who was atop
retail executive with aregional multi-state discount chain until
he took early retirement. Jimisaretail expert experienced in
retail management from logistics to merchandising to personnel
issuesto real estate acquisition. Jim has been to many product
markets for all kinds of consumer goods, but thiswas his first
High Point furniture market.

Not knowing what to entirely expect, | arrived with an open
mind and awillingness to do whatever it took to learn as much
about the furniture business as possible in five days. Littledid
I know how big and wide spread the market was and hoping to
take in the whole thing quickly became something that was a
bit overwhelming? | decided to obtain a market guide and sat
down to map out my week. Fortunately | had full access and
was able to be very flexible. | scheduled time visiting show-
rooms from the vendor’ s side and from the buyer’s side. | was
ableto sit in the background during vendor meetings, shadow
buyers as they reviewed lines and made buying decisions. |
also scheduled timeto sit in on afew seminars on avariety of
topics from customer service, marketing, scheduling, back-
room/shipping efficiencies, etc.

From avendor’ s point of view, | was able to realize how much
work goes into the preparation for the market and what they
anticipate meeting with the many retailers. It isevident that the
majority are very passionate about the lines they carry and go
to great lengths to point out the various selling features. One of
the biggest pointsthat | see missing from some vendors was the
lack of how versatile a piece of furniture could be. | heard dur-
ing many of the seminarsthat | went to that it's now becoming
more important to let the customer know what that piece of

furniture can do for them as well as how it isbuilt. Many fe-
mal e customers are not interested in the make up of the piece
but in how functional it can be.

From the buyer’s point of view, it was evident that they were
looking for the best value for their dollar or “bang for their
buck” asI’ve often heard in the retail world. When they found
pieces that had the versatility that | mentioned above, they were
much more interested in this piece than one that was similar but
did not offer this extrafeature. I've often told buyersthat when
they buy an item, they should aways keep in mind what it was
going to show like on the floor and what it would look likein
the customer’s home. The buyers that | was able to shadow
had this orientation and often passed on items that they them-
selvesliked but did not foresee it showing well or looking good
in acustomer’s home.

The seminars were all well attended. | would recommend that
both vendors and buyers review the agenda and make a point to
attend at least one seminar of their choosing. | have over 35
years of retail experience and was able to walk away with a
plethora of ideas both old ones that | had forgotten and new
onesthat rejuvenated that retail firethat burnsinside al of us
regardless of what lines we are representing.

Y es, after five days, | wastired, my feet hurt and all that stuff
but the experience was well worth it. | plan on doing market
again in the near future. Good luck and good selling whether
you're on the wholesale or retail side of the business.

(Jim Cooke and Mike Root are authoring a sales and marketing
program designed to maximize the val ue of the customer ex-
perience when they come into your store. It’scalled “ Plug the
Holes Before You Fill the Bucket: How to Maximize the Cus-
tomer’s Retail Experience.” |If you would like further informa-
tion on this product please email mike@furnituresales.biz or
call Mike at 800-391-2166.)
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