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08 The Lost Secrets Of Scientific Selling - Part 4
In the first three installments of this series, Furniture World readers learned to identify and
develop productive and mutually beneficial relationships with the toughest and most elu-
sive personality types. Read on to find out how salespeople in your organization can
increase sales performance by questioning some of the conventional assumptions they
hold about success and selling furniture.

22 Parallel Performance Profit Analysis
There are many strategies furniture retailers use to involve and motivate employees, but
an important and often overlooked one, is to share with them financial information about
how your business performance is trending.

26 Perfect Delivery Index
The Perfect Delivery Index is a measure that assumes that problem deliveries are within the
control of the operations department, with the exception of customer errors and well hid-
den manufacturers’ defects. Here’s how to use this tool and others to move toward mak-
ing 100% perfect deliveries. 

32 Color Appeal 
Try using this “no-fail” color palette in at least one of your displays each season and see
the results! 

42 Best Selling Design
Editors’ picks of best selling furniture and accessory designs.

38 Business Intelligence & Mobile Dashboards
No matter which software system you are running, you have thousands of report queries
available. How you sift through this data and make sense of it all is the purpose of busi-
ness intelligence or “BI”. 

47 Building Your Dream Team By Creating Team Players - Part 3
To create a group of sales associates who are real “team players” you must develop and
maintain a healthy working environment as measured by four criteria: attitude, connection
via communication, having fun and walking the walk. 

52 Retail Success Stories - Part 16
This month’s retail history tracks the progress of retailer Bothwell Furniture founded as a

furniture and bedding manufacturer in 1904. Today at 40,000 square feet it is one of
southwestern Ontario’s largest furniture showrooms
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Cover: The dining room furniture featured on this month’s cover was Amish
crafted in Nappanee, Indiana by Borkholder Furniture. The company produces
American-made, solid hardwood dining and occasional tables, chairs, 
bedroom, entertainment and occasional furniture in many styles and finishes.
Borkholder Furniture comes with a lifetime warranty.  For more information see
page one in this issue, or visit www.borkholderfurniture.com.
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EDITOR’S CORNER
Super Storm Sandy 
& Risk Management

Super storm Sandy ripped through great
swaths of the USA this past month leaving
furniture stores flooded, damaged and

without power or retail traffic.
So, whether your store is at risk in Far

Rockaway, or situated in Little Rock, while the
pictures of devastation are fresh, it’s an excel-
lent time to send a memo to your Warehouse,
Marketing, Finance and IT Managers. Ask
them to think about how a fire, flood, wind
storm, crime, act of terror or utility disruption
might impact their departments and your busi-
ness as a whole. Encourage them to suggest
ideas for investing in infrastructure improve-
ments, emergency equipment, employee
training, supplies and the development of post
disaster marketing outreach and promotion
contingency plans. 

Meet with your insurance agent to review
policies and evaluate the kinds of damage
your policy may not cover. And ask your agent
to work up options, costs and deductibles for
possible policy endorsements.

Use all this information to make prepara-
tions and outline plans to deal with the short
and long term impact of a disaster on your
business, employees, and your wider commu-
nity. 

Finally, remember to assign responsibility
for putting your plan into action, for commu-
nicating with employees and coordinating
with business partners should an unfortunate
event come your way.
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Editor’s note: In the first three install-
ments of this series, Larry Mullins
explained how Furniture World read-
ers can identify and develop produc-
tive and mutually beneficial relation-
ships with the toughest and most elu-
sive personality types. Read on to find
out how salespeople in your organiza-
tion can increase sales performance
by questioning some of the conven-
tional assumptions they hold about
success and selling furniture. For
those of you who missed the first three
installments, please visit www.furnin-
fo.com /series/difficultcustomers.

S
alespeople who achieve victori-
ous careers in selling approach
their business lives according to
different assumptions than

mediocre salespeople. 
This article will explore the five con-

ventional assumptions that guide most
sales associates. These are ideas that
hold them back from achieving great-
ness. Before we begin, let’s drill down
into the old “think outside the box”
idea. You have likely heard of or seen
this puzzle (illustration #1). The object
of the game is to connect the nine cir-
cles with four straight lines, without
lifting your pencil or pen from the
paper. Please give it a try before you
continue reading. 

Did you succeed? To solve the puz-
zle you must go out of the area that is
bounded by the circles. Yet, very few
people discover the solution without
help. Almost everyone stays within the
circle area, even though there is no
rule that restricts them to this area. Try
as they may, no matter how patient
they are, or how hard they exert them-
selves, this self-imposed rule will

cause people to engage in a game
without end. Many people, really most
people, live their lives restricted by
similar self-imposed assumptions.
And, worse than this, they silently
believe the assumptions establish
rules that are real and cannot be
changed.

“It obviously makes a difference
whether we consider ourselves as
pawns in a game whose rules we
call reality or as players of the
game who know that the rules are
real only to the extent that we
have created them, and we can
change them.” - Dr. Paul Watzlawick

I first saw this puzzle many years
ago in a book by Professor

THE LOST SECRETS OF
SCIENTIFIC SELLING

Part Four: How great furniture salespeople win games and have victorious careers.
by Larry Mullins

Sales Skills
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Illustration #1 puzzle and common solution attempts

“Customers will buy
when the benefits you
promise are supported
by an adequate 
number of product
features. Right?
Wrong!” 
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Watzlawick
with the title:

“Change: The
Principles of Problem

Formation and Problem

Resolution.” The professor’s four
line solution can be found in
Illustration #2 (above):

But let’s stretch your mind further,
and go beyond Watzlawick. Imagine
connecting the circles with just THREE
lines in the same manner. Is it possi-
ble? Yes, unless you again impose a
rule on yourself that makes it impossi-

ble, such as that the lines must pass
through the center of each circle.

Naturally, circles have dimension.
So the new solution works. But let us
give you another “impossible” task -
can you connect all the circles with a
single pencil line in ONE stroke?

You can if you had a pencil with a
giant, flat piece of lead in it!

In much the same manner of the
circle game, the limitations and
restrictions we live by are self-
imposed. Most salespeople postulate
into existence false assumptions that
generate timidness, lack of resolution,
and defeat. In this article I will show
you five “games without end” that
nearly all salespeople play. Each
game is destructive and restrictive.
Great salespeople drill down deeper
and deeper and change the assump-
tions and the rules, so they can break
out into fresh possibilities. The infor-
mation you’ll read was gathered over
the last 35 years. The solutions have
been tested in real life, and they work.

THE DRIFT
DELUSION ASSUMPTION 
This assumption results in a game

of Fear and Procrastination, a game
without end. It goes like this: 

“I am keeping my talent, my real
enthusiasm, and my sincere commit-
ment on hold until I discover what it is
that I really want to do, or until the
heavens open up and God speaks to
direct me to some noble endeavor of
supreme magnitude.”

This is a false assumption that
destroys more talent and potential

10 FURNITURE WORLD November/December 2012

Illustration #2: four line, three line and one line solutions.

Call Today 1-800-465-0716
Fax: 888-437-7230 • info@nouveauconcept.com

39” Twin

39” X 80” 39 XL

48” 3/4

48” X 80” 3/4 XL

54” Full

54” X 80” Full XL

60” Queen

80” King

AVAILABLE SIZES

#854

#859

#855

#853
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and keeps more people asleep than
any other belief I know. The process of
holding back and avoiding commit-
ment prevents you from interacting
with the very dynamics that are neces-
sary to help you create meaningful
objectives. When you keep your
potentials in reserve, they will decay
and eventually they will disappear
altogether. Once gone, these poten-

tials are gone forever.
You might say: “Oh, I would like to

have a goal to believe in, but I just
don’t know what I really want to do.”
But this is not true. You DO know what
you want to achieve. If nothing else,
you know you want to find your goal!
This in itself is a goal, and a very dif-
ficult one. You must work very hard to
achieve it. Yes, you do know what you

want. You want to find your purpose.
You’ve wanted to do this for a long
time. You simply have not worked with
all your resolve and dedication long
enough to find it. If you can’t really
work hard to discover your goal in life,
what makes you think you’d work hard
if you knew what it was you “wanted
to do?” So less talented salespersons
may outperform you. They may have
very limited and selfish objectives, but
these goals are probably clearly
defined, and they are acting to
achieve them. An individual who
believes deeply in a foolish or unwor-
thy idea is stronger than an individual
who half believes in some noble idea.
You need to replace the Drift Delusion
with a whole new set of rules, a fresh
and nourishing concept, the Next-
Step Strategy.

NEXT-STEP STRATEGY: “TODAY I
will exert the very best there is in me to
move toward the accomplishment of
my own personal NEXT-STEP. This is
the constructive step I have known for
a long time I should take, but contin-
ue to procrastinate and fail to act
upon. Today I will begin movement

12 FURNITURE WORLD November/December 2012

“When you can persuasively
and honestly answer the
question: “Why should 
I buy from you and not 
your competition? The 
rest is easy.”

“Less talented salespersons may
outperform you. They may have
very limited and selfish
objectives, but these goals are
probably clearly defined, and
they are acting to achieve them.”
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What do Candice Olson,
Nate Berkus, and the 

Property Brothers have
in Common?

They use 3D to show their design ideas. 
Like Candice, Nate and the Brothers, your sales associates and 
in-store designers can create professional 3D customer renderings
quickly and easily. From only $39 per month for in-store use you 
can differentiate your store from the competition, increase closing
percentages and help customers make a more informed and 
confident purchase decisions.

Call Today: Remove the fear. Inspire confidence. Create excitement.
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toward that step so that the NEXT
Next-Step can appear.”

The Next-Step Strategy works,
because even though you may not
have long-range completely-clear
goals, you do know what your next
step should be. You’ve known it for
some time. If you are honest with
yourself, you will admit that you do
know of a step you should take, one
that will take you in the direction you
want to go. It may be a very modest
step, but that does not matter. What
matters is direction and movement.

The great psychiatrist Alfred Adler
had a favorite saying: “Trust only
movement.” Often we can be con-
fused by words and theories. But
movement is an infallible gauge.
Movement feels good. When you are
moving in the right direction you feel
buoyant, confident, and powerful. The
instant you stop, when you become
afraid or dependent, the world turns
grey. Movement is an unmistakable
gauge; you can feel it. Each day,
moment by moment, you are making
decisions to go back toward safety or
forward toward growth. It could be
that you will decide your next-step is to
sit down and write down what you

expect to achieve by this time next
year. (This single action of writing
down your goals would immediately
put you in the top ten percent of
Americans! Only one individual in ten
writes down goals!)

THE MESSIANIC
MISCONCEPTION

ASSUMPTION
“I can pursue my main goal and still

have time and energy to correct the
methods and attitudes of the individu-
als and organizations with which I
must deal.”

This idea is wrong. Some of the
people who practice the Messianic
Misconception accomplish things, but
they never come near reaching their
full potential. 

“Use things the way they are. Unless
your specific objective is to change
the status quo, do not attempt to
change the basic makeup of people,
organizations, mores, policies, etc.
Operate within existing structures.
Instead of, for example, fighting
bureaucracy, learn to use it for cover.
If a man is an egoist, you won’t be
able to change him, but you will be
able to communicate with him

through his ego,”  wrote W. A.
Mambert.

Many gifted people suffer from the
Messianic Misconception. These peo-
ple pursue “burning issues” and gen-
erally clutter their lives up with trivia.
The result is a game without end.
There isn’t any time left to do the real
work. You can avoid the trap of the
Messianic Misconception if you apply
the proper cure. It has various names,
but I call it the Main-Issue Maxim.

THE MAIN-ISSUE MAXIM: Today I
will exert all my effort to focus upon
the MAIN ISSUE of my life, my NEXT-
STEP, and will shun all ego food and
ignore all unrelated issues. I will use
existing systems, people and institu-
tions to accomplish my objectives.”

Now, the importance of having a
clear, defined goal is obvious.
Otherwise the Main-Issue Maxim
won’t work. Above all, write down a
goal that you really want, not one you
think you should want. Your heart and
your head must be striving for the
same purpose. There is no great
secret of success that transcends this
simple truth. Make the desire of your
mind the desire of your heart.

14 FURNITURE WORLD November/December 2012

“The Next-Step Strategy
works, because even
though you may not have
long-range completely-
clear goals, you do know
what your next step 
should be.” 

GREAT SALESPEOPLE
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The Main-Issue Maxim is especially
valuable in freeing you from games
without end when you are at work.
You’ll find the most aggravating
“problems” are those that have no
bearing on your own personal main
issue. They are usually someone else’s
main issue, or simply a bit of ego food
you could really live without.

If you could see into the future and
knew you were going toward an
inevitable victory, if you could know

for certain success would crown your
efforts, the Main-Issue Maxim would
be easy to apply.

THE ASSUMPTION
OF VICTIMHOOD 

Nearly every human being believes
they are a victim of forces or circum-
stances beyond their control, circum-
stances that shape their lives. Not only
the simple, everyday folks, but also
the famous and the infamous as well.

Even the toughest people, when
defeated and forced to the brink of
disaster, find great solace in the wine
of self-pity. A single sip of this brew
can numb the mind for days. 

Some people are absolutely brilliant
at living in perpetual martyrdom and
victimhood. No matter what the situa-
tion, it is soon twisted until it can be
made to justify their own chronic
indignant rage or hurt feelings. Few
people uncompromisingly accept the
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“Some of the people who practice
the Messianic Misconception
accomplish things, but they never
come near reaching their full
potential.”

Exclusive Design • Elegance • Comfort
Manufacturer of design oriented upholstered living room furniture since 1978.

Styles include traditional, modern, classic and motion furniture available in 
a vast choice of quality fabrics and leathers and c.o.m. We ship one piece or 
containers anywhere in the world within six to eight weeks. Frames are 
made from kiln dried hardwood, maple and oak: assembled with corner
blocks, glue and screws. Seating is made of a 2.25 pound foam density with
dacron wrap. Made in Canada.

Come and see our permanent showroom
for the unveiling of our “2013” collection

at the Canadian Home Furnishing Market
January 12-15, 2013 

International Center, 6900 Airport Rd. Mississauga, ON.
Suite 219, mezzanine level.

8255 East, Henri Bourassa E. Montreal, Quebec, Canada email:  via@viafurniture.com  web: www.viafurniture.com 

Call Today
(514) 648-4440
1 800 563-4440
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responsibility for themselves and their
lives. Thus was created the most pop-
ular loser’s game in the world: 

“I am not a free human being; I am
a victim. I live in the environment I do,
I am where I am in life, I associate
with the people I do, have the atti-
tudes I do, because of circumstances
beyond my control. I am dependent
upon the goodwill of others (which is
not dependable!) as well as pure luck
to supply the ‘goodies’ in life I want
and need.”

People would not make this decla-

ration out loud, of course, but they
ACT as though this philosophy ruled
their lives. The unconscious depen-
dence upon others is a subtle,
destructive factor. The Assumption of
Victimhood postulates the responsibil-
ity of other people for your own prob-
lems and your unhappiness. This mar-
tyrdom posture implies that you are
helpless to create and control your
own environment, and that you are a
noble victim of evil, selfish people.
Responsibility, and thus authority over
your life, are handed over to others by

default, in the hope that they will be
nice enough to feel sorry for you, or
be intimidated by your outrage, and
take action to help you out.

The alternative to martyrdom is the
irrevocable decision to accept self-
responsibility and self-initiative. This
decision rejects forever your depen-
dence upon the goodwill of others for
the “goodies” of life, including
approval, love, esteem, and power.
The Resolution of Responsibility is a
declaration of freedom from the self-
pitying narcotic of martyrdom: 

18 FURNITURE WORLD November/December 2012

The alternative to martyrdom
is the irrevocable decision to
accept self-responsibility
and self-initiative. 
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RESOLUTION OF RESPONSIBILITY:
“I am a free human being, I am not a
victim. I live in the environment I do, I
am where I am in life, I associate with
the people I do, have the attitudes I
do, because of circumstances I have
created or permitted to exist. I am
capable of achieving whatever I can
intelligently determine to achieve, and
I am responsible for my situation. No
one can rescue me, but mighty forces
will come to my aid when I begin to
make growth decisions and complete
them through positive ACTION.”

THE ASSUMPTION
OF MEDIOCRITY

Abraham Maslow called this
assumption the “Jonah Complex.” He
determined that most people, like the
Biblical Jonah, strive to escape from
their personal destinies. They decide
to do something, work hard, get close
to success, and then give up. Most
people start telling themselves: “Who
am I to think I could do such and
such.” Yet every great salesperson I
have known embraced a remarkable
assumption: They were conscious of a
victorious career at playing the game
of life itself.  And they based this
assumption on very different bench-
marks than most of us use. Most of us
compare ourselves to others. Winners
strive to surpass their own limitations.
When someone does this, it makes
the rest of us uncomfortable. We want
people to remain their mediocre
selves.

For example, when someone who

has been overweight for years goes
on a diet, we do not like it. (Especially
if we have a weight problem also!) We
are certain they won’t make it. If they
do, we just know they will get fat
again. So we counter-value their
efforts, we make light of them. This
protects us from the embarrassment of
being shown up. The very day that you
stop relying on something “out there”
to measure your worth, you will be
free of the robot-like treadmill of com-
parison and competition. All of us are
capable of what I call “Relative-
Greatness.” This is not a measure-
ment in the tangible sense; it is simply
the conviction of motion:  

“Today I will take a few minutes to
periodically establish my inner con-
nection.    I will seek greatness, RELA-
TIVE to my POTENTIAL capabilities
today, by surpassing those arbitrary
limits I have placed upon myself.”

THE ASSUMPTION THAT
SALES FORMULAS WORK
Customers will buy when the bene-

fits you promise are supported by an
adequate number of product features.
Right? Wrong! Great salespeople do
not sell furniture, mattress sets, floor
coverings and appliances. They sell
comfort, beauty, health, convenience,
and so on. Customers do not buy
when they are overwhelmed with ben-
efits and product features. They buy
when they meet a salesperson in
whom they are convinced they can
trust, and who is interested in the cus-
tomer’s welfare, and is looking out for

their interests. Establishing this kind of
trust should be the goal of every sales-
person, and every home furnishings
establishment. When you can persua-
sively and honestly answer the ques-
tion: “Why should I buy from you and
not your competition?” the rest is
easy.

If you are a sales manager, consid-
er using the puzzle for a sales meet-
ing, and encourage your team to use
the five assumptions to help them
achieve victorious careers. 

About Larry Mullins: Larry Mullins is a
contributing editor for Furniture World
and has 30+ years’ experience on the
front lines of furniture marketing. This
article is based on the book, IMMA-
TURE PEOPLE WITH POWER… How
to Handle Them. Joe Gerard, the
“World’s Greatest Salesperson”
according to Guinness, said: “If I had
read Larry Mullins’ book when I start-
ed out, I would have reached the top
much sooner than I did.” Larry’s main-
stream executive experience, his cre-
ative work with promotion specialists,
and mastery of advertising principles
have established him as one of the
foremost experts in furniture market-
ing. His turnkey High-Impact programs
produce legendary results for every-
thing from cash raising events to prof-
itable exit strategies. Larry is founder
and CEO of UltraSales, Inc. and can
be reached directly at 904.794.9212,
or at Larry@LarryMullins.com See
more articles by Larry at www.furnin-
fo.com or www.ultrasales.com. 
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“Abraham Maslow called this assumption the ‘Jonah Complex.’ 
He determined that most people, like the Biblical Jonah, strive 
to escape from their personal destinies.”
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“If I am given six hours to 
chop down a tree, I will spend

four hours sharpening the axe.” 
- Abraham Lincoln -

H
elping your employees to
feel like  they are important
members of your organiza-
tion can be a major motiva-

tional tool. There are many strategies
furniture retailers use to involve and
motivate, but an important and often
overlooked one, is to share  financial
information with them about how your
business performance is trending.
Here we will discuss how Parallel
Performance Trend Analysis® (PPTA)
can be used to easily and effectively
share financial information.

PPTA requires that you have a busi-
ness forecast to act as a baseline
measure for the trend analysis. Many
analysts suggest that a major reason
businesses fail is that they fail to plan.
This isn’t surprising. Time constraints
and work-load demands on today’s
furniture retailers are such that many
managers are so consumed with daily
operations that they believe there is lit-
tle time for planning.

Leisurely budget reviews are no
longer a viable option for the success-
ful executive. Instead, accurately esti-
mating forecasted revenues which are
underwritten by planned expenditures
is a critical step in managing both
cash flow and cash velocity.

CASH IS KING
Some suggest all other areas of

financial management are secondary
to precise cash projections. If
planned expenditures are not predi-
cated on a realistic analysis of antici-

pated revenues, many retailers know
from hard experience that they can be
left struggling to meet financial com-
mitments as obligations come due.

Few if any managers can be totally
accurate in forecasting financial bud-
gets. Retailers stock, staff and spend
in anticipation of projected sales, but
have limited control over competition,
the economy, consumer conse-
quences. When a competitor enters or
leaves the area, introduces products
or promotions, forecast may be signif-
icantly effected. 

Even so, realistic forecasting is a
vital and necessary role of manage-
ment. Forecasting too optimistically
may leave us with inordinate invento-
ry, disproportionate investment in
labor costs, excessive commitment  to
promotion and financial obligations
to infrastructure growth.

Cash flow statements are invalu-
able in responding to immediate
trends. However, these documents are
frequently proprietary in nature and
not readily shared beyond the corpo-
rate boardroom. So, how can you
share financial information in a
meaningful way with employees
across your organization without giv-
ing away too much? The answer is by
showing trends without using dollars
and cents.

The key indicator shown on the
Parallel Performance Trend Analysis
chart at left is forecasted revenues.
When performance parallels the fore-

90 SECONDS TO $UCCESS SERIES
Parallel Performance Profit Analysis

by Ray Morefield, Common Goals
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FORECASTING

Retail Adviser

PARALLEL PERFORMANCE
TREND ANALYSIS CREATION

RED = Remediate
YELLOW = Investigate
GREEN = Celebrate 

PARALLEL PERFORMANCE
TREND ANALYSIS®
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cast, employees can see that the com-
pany is “tracking” in the right direc-
tion. The report format also enables
managers to identify and employees
to expect corrective action on adverse
trends and ratios.

Metrics To Display: Areas of activity
that can be visually evaluated for
Parallel Performance are:

• Gross Sales vs. Forecasted Sales.

• Net sales vs. Forecasted 
Net Sales.

• Cost of Goods vs. Forecasted
Cost of Goods.

• Gross Profit vs. Forecasted 
Gross Profit.

• Selling or Variable Expenses vs.
Forecasted Selling Expenses.

• Fixed or General and
Administrative Expenses vs.

Forecasted Expenses.

Visual Format: The Parallel
Performance Trend Analysis acts as a
business compass, visually illustrating
deviation from the projected or fore-
casted norm.

Educators understand the impact of
visuals in the learning process. Some
suggest we are 8 times more effective
in the selling situation when we use
visual aids. The same is true when we
encourage associates to buy into our
attainment of goals through participa-
tive management.

Distribution: Posting performance
trends throughout the organization
encourages everyone to feel as

“The report format also enables managers to 
identify and employees to expect corrective action 
on adverse trends and ratios.”
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though they are members of the man-
agement process at all levels. It serves
as “soft” reminder of the need to meet
expectations without harassment or
personal chastisement.

It is not necessary to show actual
numbers to meaningfully illustrate
areas of performance that reflect
excellence or require revision.

Timing: Preparing and distributing
quarterly Parallel Performance Trend
Analysis reports rather than waiting
until year-end insures that employees
feel good about excellent perfor-
mance and will be informed when
management takes corrective action.
Quarterly reports also eliminate
monthly spikes or aberrations.

Explanation: Distribute the Parallel

Performance chart for all associates to
see. If you feel it is necessary to ver-
bally explain how the report tracks
trends, you can do so in just a few
minutes.

Ralph Waldo Emerson said: “This
time like most times is a very good
time if we know but what to do with
it”.

Color Coding: The illustration can be
made more meaningful by utilizing
color on the analysis chart.

Psychologists advise the average
person works at 30% of their physical
capacity. Surveys suggest 57% of our
work force indicate they can be more
productive.

Retail managers who want to raise
productivity levels should consider
taking steps to let their workforce
know the reasons for policy changes. 

Managers that isolate themselves
from the employee population fail to
take advantage of the motivational
tools to raise the levels of perfor-
mance.

Charles Schwab, former President
of U. S. Steel, was the first U.S. execu-
tive to make a million dollar salary.

With nothing more than a piece of
chalk, he wrote work performance for
each shift on a sidewalk as steel work-
ers entered the plant. That simple
visual resulted in a 66% increase in
productivity in one weeks time.

If Charles Schwab could motivate
with a piece of chalk, we can achieve
similar results with a Parallel
Performance Guide.

The Parallel Performance Guide is a
simple but effective tool that requires
minimal time but has maximum man-
agerial impact, most of which is to
protect the bottom line.

What happens if we miss our goals
or forecasts? Don’t sanitize the situa-
tion. Step back and start over.

Failing is not fatal. We learn more
from our failures than our successes.
In the words of Lee Iacocca: “So what
do we do? Do anything. So long as
we don’t just sit there. If we screw up,
start over. Try something else. If we
wait until we’ve satisfied all uncertain-
ties, it may be too late.”

Like Deming said, “Plan, do, study.”
Or, evaluate with the Parallel
Performance Trend Analysis, then act.

About Ray Morefield: Ray Morefield
has been affiliated with leading corpo-
rations in the furniture, housewares,
hardware and coatings industries. He
has also served other industries in an
advisory capacity through his compa-
ny Common Goals, Inc. Questions on
any management topic, can be direct-
ed to him at editor@furninfo.com.
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FORECASTING

“Charles Schwab wrote work performance
for each shift on a sidewalk as steel workers entered
the plant. That simple visual resulted in a 66%
increase in productivity in one weeks time.”

BANKCARD PROCESSING • CONSUMER FINANCING
BUSINESS INSURANCE • INDUSTRY VOICE

Home Furnishings Independents Association
2050 Stemmons Freeway, Unit 292, Dallas, TX 75207
800-942-4663 • www.hfia.com 
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T
he economic reality of 2012
has forced furniture retailers to
review every aspect of the sales
and delivery experience they

provide to customers. Many have
made the hard decision to replace old
employees with more capable people.
Others have invested in refresher
training in order to move toward the
goal, perfect deliveries on every sale.

High Performing Furniture Retailer
warehouse and delivery departments
consistently complete over 97 percent
of their deliveries perfectly. A good
first step toward the achievement of
this goal is to capture delivery statistics
using the Perfect Delivery Index. It’s a
measure that assumes that problem
deliveries are within the control of the
operations department, with the
exception of customer errors and well
hidden manufacturers’ defects. 

To achieve a high level of customer
delivery satisfaction, all previous steps
in the supply chain have to be done
correctly. Further, when problems are
encountered the post delivery service
must be timely and efficient.

One of the key ways to become a
High Performing Retailer is to recog-
nize the role of delivery drivers.
Making a perfect delivery is the last
step in completing a sale, and the first
step toward the next sale to a satisfied
customer, her friends and family
through the power of word of mouth
advertising, Facebook and other peo-
ple media. It is therefore, imperative
that retail management allocates the
time and resources to provide delivery
drivers with appropriate training and
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Retail Operations

PERFECT DELIVERY INDEX
It takes a team effort to make consistent, perfect deliveries.

by Dan Bolger

Employee Name ____________________

I will be successful as a TRUCK DRIVER when I do the following:

1.  Check product and load the truck with the merchandise to be delivered. 

2.  Review paperwork (manifest and sales folios) associated with the day’s deliveries and be sure
everything is understood.

3.  Drive the truck safely and responsibly to the various deliveries by following these guidelines:
a.  Stay alert for road hazards and road conditions.
b.  Drive for fuel conservation. Shut off engine rather than leave idling at stops.
c.  Follow the guidance of my teammate to back into the customer’s driveway.

4. Introduce myself and helper to the customer on arrival and review the items in the delivery and
their placement in the home. Check pathway through home to prevent damage to home or
merchandise.

5. Unload the merchandise from the truck and carry it into the customer’s home carefully by fol-
lowing these guidelines:

a.  Communicate with my teammate about how I will remove the furniture from the truck,
onto the ground, and into the customer’s home.

b. Move the furniture with care to protect doorways, floors, walls, etc. from damage.

c. Assemble furniture as needed, do final review for fit and appearance.

6. Call a manager for guidance if a problem was encountered during a delivery.

7. Provide the customer with the warranty packet which includes business cards, a feedback
response card, and other informational literature.

8. Record any problems encountered on delivery that will require further attention or follow up.

9. Notify Dispatch when delivery is complete and we are leaving for our next stop.

10. Other assignments or duties may be assigned.

I have received training on each of the above and understand the requirements.

Employee Signature ______________________ Date______________

Supervisor Signature _____________________ Date______________

The Bolger Group – www.BolgerGroup.com – (740) 503-8875. Driver_procedures.doc 2012 Copyright 2012
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Weekly Performance
In Percent

Team A Team B Team C Team D Team E Team F Overall %

Deliveries 147 164 205 191 175 177

Completed Deliveries 126 147 188 175 152 160 89.5%

Wrong Item Shipped 0.00% 0.00% 0.49% 0.00% 0.00% 0.00% 0.9%

Damaged Product .68% 1.22% 0.98% 1.57% 1.14% 3.95% 1.61%

Not at Home 2.04% 0.61% 0.98% 2.62% 4.00% 1.13% 1.89%

Reschedule 6.12% 2.44% 3.41% 0.52% 4.00% 2.82% 3.12%

Sales Error 1.36% 2.44% 1.46% 2.62% 0.00% 4.52% 2.08%

Customer Error 0.00% 0.00% 0.00% 0.00% 0.57% 0.00% 1.32%

Back Order 2.72% 2.44% 0.49% 0.52% 2.29% 0.00% 1.32%

Miscellaneous 0.68% 1.22% 0.49% 0.52% 1.14% 0.00% 0.66%

Team Score% 85.71% 89.63% 91.62% 91.62% 86.86% 90.40%

Weekly Performance
Number of Deliveries

Team A Team B Team C Team D Team E Team F Totals Overall %

Deliveries 147 164 205 191 175 177 1059

Completed Deliveries 126 147 188 175 152 160 948 89.5%

Wrong Item Shipped 0 0 1 0 0 0 1 0.09%

Damaged Product 1 2 2 3 2 7 17 1.61%

Not at Home 3 1 2 5 7 2 20 1.89%

Reschedule 9 4 7 1 7 5 33 3.12%

Sales Error 2 4 3 5 0 8 22 2.08%

Customer Error 0 0 0 0 1 0 1 1.32%

Back Order 4 4 1 1 4 0 14 1.32%

Miscellaneous 1 2 1 1 2 0 7 0.66%

Team Score% 85.71% 89.63% 91.62% 91.62% 86.86% 90.40% 89.52%

Description Number %

Total Deliveries 3610

Completed Deliveries 3263 90.4%

Wrong Item Shipped 4 0.1%

Damaged Product 77 2.1%

Not at Home 76 2.1%

Reschedule 85 2.4%

Sales Error 72 2.0%

Customer Error 37 1.0%

Back Order 46 1.3%

Miscellaneous 36 1.0%

The perfect delivery index tracks total deliveries for the month (left) and weekly 
by team (below). High performing operations complete over 97% of deliveries 
perfectly. This operation had a total of 3,263 completed deliveries, 90.4%. of 
the total for the month.

Definitions
Total Deliveries: Total numbers of orders on the delivery manifest.
Completed Deliveries: Total orders that are delivered without any exceptions.
Wrong Item Shipped: The item delivered wasn’t what was specified on the manifest.
Damaged Product: Item was damaged.
Not at Home: No one was at home to accept delivery of the merchandise.
Reschedule Delivery: Cancellation was received after the merchandise was pulled.
Sales Error: Item was correct per the manifest but wasn’t what the customer ordered.
Customer Error: For example, item ordered is too big to fit through hallway or doorway.
Back Order: Order not shipped complete.
Miscellaneous: For example, could not deliver due to a traffic accident/ closed road.

Delivery Analysis: 
Weekly Delivery Team Performance
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tools to do a professional job.

JOB DESCRIPTIONS 
Most employees want to do a good

job and will do so when provided with
easy to understand job descriptions
and training. Our clients have used
the job function format shown on
page 26 successfully. You can modify
it to fit your specific operation. Limit
job descriptions to ten points and one
page. If possible, have employees see
a draft, and allow them to comment
before the job outline is finalized. This
will increase their motivation to
achieve perfect deliveries. Similar job
sign-off sheets can be created for

other operations related jobs including
receiving, warehousing, prep and ser-
vice. 

Note that this format provides sign-
off for both the employee and supervi-
sor, and becomes part of the employ-
ee’s personnel file. It can then be used
to coach or as backup for discipline or
termination. Obviously the goal is to
get every employee to provide uniform
quality performance and minimize
turnover, a costly and time-consuming
process.

Using this approach will reduce
stress throughout your organization
and largely eliminate customer service
hassles that may end up at the Better

DELIVERY/ PICKUP 
INSPECTION & DELUXING

1. Unpack & inspect each item for dam-
age before discarding packaging
materials.

2. Inspect all items by completely walking
around 2 times.

CASEGOODS/ BEDROOM
1. Unpack & inspect each item for dam-

age - mark areas that need attention.

2. Open al drawers and doors and adjust
if needed.

3. Check all drawer guides (spray if
needed).

4. Attach all handles and hardware and
tighten as needed.

5. Clean or polish all wood surfaces,
remove packaging marks/ excess wax.

6. Clean and inspect glass/ mirrors.

UPHOLSTERY
1. Fluff and adjust all back, arm and seat

cushions.

2. Stand back and check for fabric
match, plaids, stripes, etc.

3. Check all seams and zippers.

4. Clip all loose threads (Do Not Pull).

5. Inspect all wood trim and front panels.

6. Operate ALL mechanisms (reclining
and sleeper).

7. Apply fabric protection if ordered.

DINING ROOM
1. Before assembly, inspect all tops and

leaves for match.

2. Install all leaves to check fit.

3. Check all chairs for splits or defective
finish.

4. Check level of chairs and tables.

5. Clean and polish all wood surfaces.

OCCASIONAL TABLES 
1. Before assembly, inspect all tops and

legs for damage.

2. Install all leaves to check fit.

3. Check finish match on all legs.

4. Assemble properly and tighten all
bolts and legs.

Leader in
Functional & Affordable

Glider Rockers

CALL CRINAR TODAY

800-856-6318

Visit Crinar at the Toronto Show
Booth 2001, January 12-15 2013

Tel. (418) 834-4440 • Fax (418) 834-3583 
info@crinar.com • www.crinar.com

Selected Territories Available

Available electric or manual

Bold New
Designs

Priced To Sell

Superior
Quality
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Business Bureau or on the Internet.
And, if you do get negative comments
or complaints, make sure you post
them internally, along with your
response where they can be seen by
all departments so everyone can work
to improve customer satisfaction.

SALES AND SERVICE ISSUES 
To achieve maximum customer sat-

isfaction and profitability, it is neces-
sary as well to prevent problems that
arise farther up on the supply chain
from getting dumped on the delivery
department. It all starts with the sales-
person properly completing the order
and noting any special conditions

such as a third floor walkup or other
impediments to getting merchandise
into the home. Sales and service staff
need to be aware of the conse-
quences of, and made accountable
for, clerical errors such as transposing
a number that can result in receiving
the wrong fabric or even a completely
different piece. 

FOLLOWING PROCEDURES
The warehouse staff also has to do

all the right things. Every warehouse
employee should be supplied with a
written job description similar in for-
mat to the delivery driver description
shown on the first page of this article.

The procedures listed on the previous
page were adapted from large posters
in the operations department of a
major furniture retailer as summary
reminders for the workers.

To make all of this work well, man-
agers must show commitment by visit-
ing the shipping dock and looking
over staged furniture. Each sofa, table
and mattress that gets loaded carries
with it your reputation. Customers
remember their entire delivery experi-
ence from the greeting through deliv-
ery for many years to come. 

Daniel Bolger P.E. provides opera-
tions consulting services to clients
throughout North America. FURNI-
TURE WORLD readers can contact
him at bolger@furninfo.com or phone
740-503-8875. For more information
on transportation, logistics and furni-
ture warehousing topics, go to
Furniture World Magazine’s website at
http://wwww.furninfo.com/series/
bolger to read all of Dan’s articles.
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Diakon Logistics, your dedicated residential home or B2B, last mile, 
white glove solution. Serving the United States and Canada.

“Delivery statistics are best
captured in the Perfect Delivery Index. It’s a measure
that assumes that problem deliveries are within the
control of the operations department...”
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I
t can be difficult to predict what
furniture customers’ tastes will be
each buying season. The color
forecast might call for bright

orange, but is that what people will
really be buying? There may be some
tried and true upholstery fabrics, but
those can often end up looking tired
and dated after several seasons as
well.

Working with clients year after year,
and season after season, I have found
that there is a color palette that has a
very broad appeal, stimulates clients
to buy with ease, and always looks
current. It’s a color solution that is a
non-threatening starting point for cus-
tomers, and easy for retail sales asso-
ciates who may not have extensive
interior design credentials. Are you

ready for it?
You must start with neutrals ranging

from off-white to beige, and then add
pieces in medium blue tones. Once

this neutral and blue scheme is in
place, you can accent with brighter
colors and deeper shades. Let’s
explore this palette in more detail.

THE BASICS
When putting together your beige

and blue seating arrangement, you
could suggest that your customer pick
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COLOR APPEAL
Try using this “no-fail” color palette in at least one
of your displays each season and see the results! 

by Uma Stewart

Finding GREAT PEOPLE Is What We Do!
Furniture Team is your top talent recruiting solution! From mid-level managers to
top executives in retail, wholesale, and distribution--let us find the best candidates
for you. We will access, qualify, interview, evaluate, and secure potential candi-
dates to help you get the best team possible. 

• We work with home furnishings companies nationwide and abroad. 
• We not only find great candidates for you, we can also assist in the offer/ 

negotiation and transition processes. 
• We have worked with over 200 client companies in 10 years. 
• Member, NFHA and WHFA.

Furniture Team Management Recruiting, Inc.
Call Pete Tomeck today! 717-361-7858 • www.furniture-team.com • pete@furniture-team.com
"I put my name on the line with each placement!--Pete Tomeck, President - Member, SHRM

“You must start with 
neutrals ranging from
off-white to beige, and
then add pieces in
medium blue tones.”
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a sofa fabric that is either a deep
beige or a grey blue. Then match their
chairs’ fabric in the other color for
contrast. Table finishes, small accent
pieces, like poufs, or pillows should
be done in lighter off-white to set the
two medium tones off from one
another. You can also add rich
cognac leather pieces to the mix for a
warmer, updated traditional look. If
you want the setting to have a more
modern feel, add charcoal grey
leather pieces instead.

You can easily add wood, metals,
mirror, ceramic, bone or shell finishes
that are neutral into this basic color
palette for more interest. Gold and sil-
ver tones should both work well with
these colors too.

If you can select a wall color, you
should opt for pale versions of the
beige or blue, or stick with a warm
white. Try to avoid brighter back-
ground colors or muddy brown col-
ors. They will not show off the pieces
that well. Never use a yellow back-
ground either as it will make this color
palette feel dated or a bit “off.”

If you display floor coverings in your
vignettes, go for something with a
neutral base that has some texture or
pattern to it. You can include blue pat-
terns here if you wish.

ACCENT COLORS
Brightly colored furniture settings

can entice customers and catch their
attention. However, when it comes to
purchasing, those same bright colors
can hinder your customers’ buying
decisions because they may not be
able to visualize pieces in different

fabrics and finishes. Bright colors can
also make customers question
whether the pieces will actually reflect
their style. The fact is that most bright
colors tend to be trends that come
and go with each season. This strate-
gy shows you how to use brights more
sparingly.

Once you have your base colors
selected, you can have fun with small
spots of brighter or deeper colors. You

have many options here. I have done
this color palette with orange and
turquoise spots of color. I have also
done jewel toned blues and purples.
This color palette can look good with
bright green accents as well, particu-
larly if you have incorporated a lot of
white in the scheme.

Pick just one accent color if you
struggle with pulling colors together.
Never use more than two. Remember
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Variations on a color
palate that stimulates 
customers to buy with ease.
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that a little bit of bright color will go a
LONG way! There is no reason to do
too many pieces in your accent color.
That can look contrived. Look for wall
art that uses the accent color in com-
bination with the beige and blue
tones. Find small ceramic pieces that
show off bright colors, and definitely
add throw pillows in your accent col-
ors.

WHY THIS WORKS
There are several reasons why I call

this scheme a “no fail.” First, every
season furniture manufacturers come
out with new shades of neutral, beige
fabrics. There is a reason for this!
People like them and will buy them!
New textures and slight variations in
shade are the elements that keep

pieces feeling fresh and new. You can
keep experimenting with new combi-
nations on this scheme.

Second, people today live very fast
paced lives that are filled with over-
stimulation. Interior spaces should
create a feeling of calm by drawing
on motifs that feel natural. Beige neu-
trals, white, and blue tones are all very
natural in feeling. They bring to mind
earth, wood, sky and water which
appeals to people instinctively.

Finally, these colors always feel
modern and updated because they
are sophisticated. They are not bright,
but they are not muddy either. The
bright accents will make the whole
thing feel more modern and will still
add the eye-catching element that is
needed for a retail display.

Try using this palette in at least one
of your displays each season and see
the results! 

Designer Uma Stewart has gained a
following for her signature approach
to interior design. Coined “low-key
luxury for the cultured life,” this style
captures the modern desire to live
both the good life, as well as a life less
ordinary. Every project is guided by a
fundamental vision of light, space and
clean lines. 

Uma founded Furbish Home in
2006 to offer an inspiring showroom
environment to the public, while con-
tinuing to work on a broad range of
design projects with individual clients.
In 2010 Uma launched an epony-
mous boutique firm, Uma Stewart
Interior Design, offering the highest
level of creativity and service to her
growing design clientele.

Uma’s design work and showroom
have been featured in New Jersey
Monthly, New Jersey Life, Domino,
New Jersey Jewish News, and
Millburn Short Hills Magazine. Uma’s
design blog, the Furbish Notes, is
widely read by design enthusiasts and
professionals alike.  In it Uma explores
everything design, but also weighs in
on the other passions in her life: writ-
ing, family, travel, art and photogra-
phy, food and wine and more.

Before launching Uma Stewart
Interior Design and Furbish Home,
Uma worked as an acquisitions editor
in book publishing and as a photo edi-
tor for a women’s fashion magazine.
She studied design at Parsons and
NYU, and has done graduate work in
communications and culture. For more
information on this article or other
aspects of interior design contact her
care of editor@furninfo.com.
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“New textures and slight variations
in shade are the elements that keep pieces feeling
fresh and new. You can keep experimenting with
new combinations on this scheme.”

Headboard Display

Effectively provide your customers with an
assorted amount of headboard choices with
this stable three tier headboard display.

This durable display uses limited space to
efficiently market your headboards. Give 
your  store the competitive edge.

• More selection, More sales!
• One size fits all
• Freight friendly shipping
• Durable baked on finish

Ask about our full line of innovative Furniture Display & Handling Solutions

1-800-263-1338 • arc-waysales@bordertownwire.com

Furniture Displays
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“Best Profit
Per Square Foot In
My Entire Lineup!”

Don Olson, Owner

DeCamp and Stradford Furniture Headquarters

Phone 800-934-6711 Fax 888-477-6796             Email Wallbeds@surewest.net

Check these results!
• Don’s store has averaged 15 sales per year

for SEVENTEEN years now!

• That’s an inventory turn of 7.5 per year, and 
those sales are achieved with normal margins.

• The ROI is dramatic!

That’s pretty remarkable! Particularly when you 
consider that his store is in a town of 7,500, 100 
miles north of Seattle.

You don’t have to be a big guy in a big town to win
with Wallbeds, as Don can tell you.

Wallbeds has slowly and carefully developed a 
network of retail partners. There are still markets 
open, so, if you are interested in looking at this high 
performing category, please give us a call. We would
like to share a few more success stories with you, and
explore the possibility of your company 
becoming another one!

Las Vegas...Bldg. A 540
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Y
ou have been entering sales and
cash transactions, recording
costs, counting your inventory,
keeping track of customers, and

paying taxes, right? All business activity
produces data. No matter which soft-
ware system you are running, you have
thousands of report queries available.
How you sift through this data and make
sense of it all is the purpose of business
intelligence or “BI”.  Your ability to orga-
nize, maintain and functionally use the
information that you have collected
determines its value to your organiza-
tion. In this article I’ll discuss how BI can

work for you. 

FOCUS FIRST 
Business managers who spend their

time taking actions based on the most
important metrics have a better
chance of producing results. Those
managers that have trouble getting
the right information are those that
operate more by the seat of their
pants. Ask yourself, "Do I feel as if I
am running my business" or, "Do I feel
as if my business is running me?” Are

you in control of your situation or are
things a bit out of your control? If you
have good BI that is easy to read, you
can focus. You can control your direc-
tion better.

HOW BI WORKS
You have data that comes from

recording various business activities.
For example, CRM data (Customer
Relations Management) contains
information on the number of cus-
tomers who have visited your busi-
ness, your salespeople’s interactions
with them, the sales result and the fol-
low up performed. The Sales data
contains information on the size of the
transactions and the specific inventory
purchased. And, the Inventory data
includes stock counts, location track-
ing and the age of merchandise.
There are literally thousands of other
pieces of information in these and
many other data files. 

A good Business Intelligence system
brings all these data sources together
in one single data warehouse. Within
this warehouse various files or sources
are reportable together (see illustra-
tion at left). 

The Business Intelligence system
gathers all this information and gener-
ates the most useful metrics. By run-
ning the report queries correctly, the
most critical information is looked at
first.  Significant time is saved by giv-

BUSINESS INTELLIGENCE
Take advantage of all the data you have by using mobile dashboards.

by David McMahon

Business Intelligence Diagram

CRM Data Sales Data Inventory Data

Expense Data Cash & Receivable Data Purchasing Data

Delivery Data Financial Data Customer Service Data

Single Data 
Warehouse

Reporting
KPI Tracking

& 
Dashboarding
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ing managers tools that they can use
to make the best decisions, fast. 

Finally, today’s technology allows
the BI to be compiled into dashboards
and viewed conveniently from any
device at any time. In the old days of
computing, I witnessed the desks of
managers with stacks upon stacks of
paper reports that piled up over
months. In fact, I witnessed one gen-
tleman get so overwhelmed by what
was in front of him that he had a

panic attack and threw everything in
the garbage with one swoop.  

Today, all you need is an iPad with
the most relevant information orga-
nized in a single file for easy viewing.
The CEO performance groups that I
direct use what we call an FMA
(Financial Metrics Analysis). The mem-
bers view all of their critical data on a
dashboard-type display.

Consequently, they have a much
better finger on the pulse of their busi-
ness than their competition. That is
how BI helps. 

DASHBOARD INFORMATION
Here is some of the information that

I suggest you get from your business
intelligence system and put on your
dashboard. Of course, you should
customize your BI for your unique sit-
uation and needs:

CRM Data
• Customer traffic/selling opportunities. 

• Close rates.
• Revenue per opportunity
• Follow up percent.

Sales Data
• Average sales.
• Written sales & Delivered Sales.
• Gross Margin & sales by salesperson.

Inventory Data
• Average inventory.
• Inventory to Sales ratio.
• GMROI (gross margin return on

inventory).
• Best Selling – Vendors, Categories,

Groups, Items.
• Merchandise not on display percent.

Expense Data
• Expense by Category – administration,

occupancy, marketing, selling, service,
warehousing, distribution, finance &
banking.

Cash and Receivables
• Reconciled balances.

“A good Business
Intelligence system
brings all these data
sources together in 
one single data 
warehouse.”
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• Accounts receivable.
• Customer deposits.
• Quick Ratio, Current Ratio, 

Working Capital.

Purchasing Data
• Best Seller in-stock percentage.
• Lead days.
• Inventory turns.

Delivery Data
• Percent of deliveries scheduled.
• Perfect delivery percentage.

Customer Service Data
• Percent of service issues per sales.
• Vendor credit requests.
• Source of issues.

Financial Data
• Financial Performance: Profit & Loss,

Balance Sheet, Cash Flow. 
• Performance to plan or budget.
• Comparative to prior periods.

CONCLUSION

You are data rich. There is a lot you
can do with it. There are new business
intelligence tools and services spring-
ing up every day with the fast pace of
today’s technology. If you don’t want
to do it on your own, find a partner
who is knowledgeable in the BI metrics
that your business needs and can help
you take the proper actions to
improve. Make your data and business

work for you.

David McMahon is a Certified
Management Accountant and
Management Consultant with
PROFITconsulting, a division of
PROFITsystems. Questions about this
or any of his articles archived on FUR-
NITURE WORLD Magazine’s website
furninfo.com can be directed to
Davidm@profitsystems.com or call
800-888-5565.

“Today’s technology
allows the BI to be compiled into dashboards and
viewed conveniently from any device at any time.”

Visit The NEW
www.Furninfo.com

•Post Your JOBS & RESUMES For FREE

•See The Latest NEWS & RETAIL TIPS

•Find ARTICLES On ANY RETAIL TOPIC

•NEW FORUM: Get Questions Answered  

Subscribe to the print edition of 
FURNITURE WORLD Magazine 
and the weekly e-NewsMagazine. 

Read current and archived issues 
online and download the free iPad app.

FURNITURE WORLD MAGAZINE
914-235-3095 • info@furninfo.com
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BDI

Contact information on index page 66.

Elran

Contact information on index page 66.

Jaipur Rugs

Contact information on index page 66.
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Country View Woodworking

Contact information on index page 66.

Bush

Contact information on index page 66.

Wallbeds

Contact information on index page 66.
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Contact information on index page 66.
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T
he first installment in this series
of articles that began in the
June/July issue of Furniture
World examined how the hyper

competitive sales environment and
constricted economy is impacting
retail profits. The article also suggest-
ed that given these conditions, if you
want to achieve a competitive edge,
you should consider developing a
strategy to staff your store with a team
of experts, a team of the industry’s
best. Furthermore, your Dream Team
must be proficient in the three skills
necessary to excel at sales, including,
mastering the fundamentals (product
knowledge), being a team player, and
“wowing” the crowd (customer service
skills). 

This time we will provide insight into
how you can help your team to fully
master the second of these critical
skills, “Being a Team Player.” To suc-
cessfully master this skill you must
develop and maintain a healthy work-
ing environment as measured by four
criteria.    

Before examining these criteria,
let’s begin by defining the phrase
internal customer service. Internal cus-
tomer service looks at how people
treat each other within your organiza-
tion. How managers treat employees,
employees treat each other, even how
vendors are treated. In other words,
how our team functions. These are the
measures we can use to see if our

team members are really being team
players. 

The concept of internal customer
service often gets passed over in favor
of its flashier cousin, external customer
service. Organizational morale has a
tremendous ripple effect. That is why
it’s so important to ensure that your
team members are working in a sym-
biotic manner and continually honing
their team skills. I’ll share more about
that later, but first we will examine the
four criteria needed to maintain a
cohesive team. 

I previously introduced three con-

cepts to consider when evaluating the
overall morale of your sales team or
what I like to call Team Player Criteria.
In this segment we will revisit these cri-
teria along with a new addition called
“Walk The Walk”. We will look at the
concepts and then discuss how to cre-
ate the best possible conditions. 

#1- ATTITUDE

The first step is to evaluate existing
employee attitudes. 

•Are they positive? 

•Again, ask yourself “Do team mem-

DREAM TEAM
Part 3: The four critical elements of team player criteria. 

by Rene’ Johnston-Gingrich

Retail Skill Builder

“How managers treat employees,
how employees treat 
each other, even how 
vendors are 
treated are the 
measures we 
can use to see 
if our team 
members are really
being team players.”
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bers show up on the court (or
sales floor) with a smile on their
face and leave their personal
problems at home”? 

•Remember, if an employee’s atti-
tude is consistently negative, he or
she is probably unhappy and not a
good fit. Deal with this sooner
rather than later.

As owners and managers, we must
work to ensure we are creating an
atmosphere in which positivity can
flourish.

• Hiring: When hiring sales profes-
sionals, do your due diligence by
checking references and asking
questions that qualify your team
member. It’s important that you
are comfortable that this person
will bring a positive attitude and
energy to your workplace. Most of
you know when someone is a
good fit for your organization.
When you may get into trouble is
when you rush to fill a position
and choose to overlook red flags.

• Acquiring: Upon hiring, express
expectations clearly. During the hir-
ing process have candid conversa-
tions with potential employees
regarding your expectations for
team relationships and conduct.
You may go so far as to establish
a code of conduct. Work to create
a culture that includes frequent dis-
cussions about the importance of
positivity.

• Developing an atmosphere of
fairness and value: As an owner
or manager you can work to pro-
vide a healthy environment by
handling situations with consisten-
cy and fairness. Build an environ-
ment of fairness and a place
where employees feel valued. This
will go a long way to encouraging
positive attitudes.  

• Retention: Employees are more
likely to stick around when they
feel there is trust and cooperation.
Observe the ways in which team
members work together and take
steps to improve communication,
cooperation, trust, and respect in
those relationships.

Remember,  it is the responsibility of
managers and staff, to make a posi-
tive contribution to achieving a posi-
tive work environment.

#2 - CONNECTION
VIA COMMUNICATION

This criteria is designed to evaluate
both employees and management
contributions.

It looks at whether managers show
employees appropriate appreciation
and if people within the company
work to understand and listen to each
other. 

Communicating important informa-
tion should be an ongoing, vital com-
ponent of daily retail operations. A
culture of quality, open communica-

tion is vital to a well-functioning
team and an empowered workforce.
When looking at connection via
communication there are four ele-
ments to consider:

• Communication Styles:
Miscommunication is at the root
of most conflict, so it is important
to train employees to embrace
the value of communication skills.
Sales professionals should be
involved in activities that help them
to learn about different communi-
cation styles. For example, one
sales professional may be an out-
going, demonstrative communica-
tor and a co-worker may be more
reserved and convey a higher level
of detail. A simple communications
style profile (easily found online)
can help to give your people the
information they need to under-
stand their style of communication
and also how they can better
relate to their co-workers’ styles of
communication. 

• Sharing: Encourage team mem-
bers to share information and look
out for the team members who are
not willing to “pass the ball.” In
other words, team members who
seek power by not sharing infor-
mation. Emphasize the importance
of each team member's contribu-
tion and demonstrate how all of
their jobs operate together to
move the entire team closer to its
goal.

“Upon hiring,
express expectations clearly. 
During the hiring process have 
candid conversations with potential
employees regarding your 
expectations for team relationships
and conduct. You may go so far as 
to establish a code of conduct. ”
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Everything You And Your
Sales Team Need To Know
About Mattress Sales!
In the January/February (Las Vegas) issue, Furniture
World will publish the 9th installment in its Better
Bedding & Mattress Sales series. This time we will
delve into everything that furniture and bedding
retailers need to know about mattress construction.

We will put the latest bedding materials including
Polyurethane, Latex, Memory Foam and Gel under 
a magnifying glass. 

Great For Retail Education: Read and print
out past articles in this important series by visiting
http://www.furninfo.com/series/bedding.

The Bolger Group

Warehouse
Delivery
Transportation
Management
Consultants
• Increase Productivity 
• Plan Warehouse Growth 
• Fix Service Problems 
• Tighten Controls 

Call 740-503-8875 
www.bolgergroup.com • dbolger@bolgergroup.com

Advertising information:
914-235-3095 
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• Listening: Encourage more listen-
ing and less talking.

• Setting an Example: Facilitate
communication. Remember that
communication is the single most
important factor in successful
teamwork. This goes beyond just
holding meetings. Set an example
by being open to suggestions and
concerns, also by asking questions
and being available to help solve
problems.

An environment in which sales pro-
fessionals communicate clearly and
courteously will help to create a har-
monious workplace. When team
members feel valued, they perform
better and in turn maximize opportu-
nities by providing genuine, enthusias-
tic customer care.

#3- THE FUN FACTOR
Continue to examine if your team

members are encouraged to enjoy
their roles? Is there a place for fun in
your store? How are you cultivating
this environment?

Our external customers love com-
ing to a place where the positive ener-
gy is contagious. 

Team environment requires more
than working in the same building.
Relationships have to be developed.
The reality of employees socializing
may be unattainable, but we can
encourage them in the workplace to
see each other on a more human
level. In addition, to establishing these
connections, light-hearted activities
are great opportunities for brain-
storming and process improvement.

• Encourage a little healthy com-
petition: A great way to energize
the team is to work fun activities
and games into weekly meetings.
Sales professionals who are secure
in their space are more likely to
produce, and less likely to cause
problems.

• Allow for fun: Look for opportuni-
ties for team members to spend
some time together off the sales
floor. In-store promotions also pre-
sent opportunities to  demonstrate
great internal working relation-
ships.

#4- WALK THE WALK
Walk the Walk is a new addition to

the Team Player Criteria. Don't just
talk about outstanding internal cus-
tomer service being important...
demonstrate it. Determine if you pro-
vide outstanding customer service
both externally and internally a part of
your organizational culture. If not,
consider taking the following correc-
tive actions.  

• Establish clear standards: As we
discussed with product knowledge,
you want to be certain what your
standards for success are. This
should be accompanied by con-
cise time frames and certainty that
team members understand their
responsibilities

• Set goals for team play: Be sure
to establish team values, set goals
and evaluate team performance.  

• Exercise your peacekeeping abil-
ities: Owners and managers

should look for opportunities to
resolve minor issues. Continually
refer back toward the team's goals
and organizational values.

By using these criteria for develop-
ing your team you’ll experience
greater success, improved moral,
enhanced customer service and more. 

THE PAYOFF
Happy employees don’t just

improve morale. You can count on
them having higher productivity, better
retention rates and on doing a better
job of serving external customers. As
an owner or manager, you want to
recognize this value and make it a top
training priority. And as discussed in
the first installment, happy employees
equal happy external customers and
happy customers (internal and exter-
nal) equal a healthy bottom line. 

The University of California, San
Francisco’s Guide to Managing
Human Resources suggests some
ways having a strong team can bene-
fit your organization:
• Improved productivity & creativity.

• Team members motivated to
achieve goals.

• A climate of cooperation and col-
laboration.

• Higher levels of job satisfaction
and commitment.

• Higher levels of trust and support.

• Diverse co-workers working well
together.

• Clear work objectives.

• Better operating policies and pro-

“Look for opportunities to resolve
minor issues. Continually refer back toward the
team's goals and organizational values.”
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cedures.

CONCLUSION
Building a Dream Team is an ongo-

ing process. It takes commitment and
good information to build and main-
tain it. When sales teams are highly
functioning and free of inter-store
drama and distractions, they are also
highly productive. It is this level of
higher productivity that puts points on
the board and money in the bank. 

Rene' Johnston-Gingrich is Vice
President of Training Development for
the Profitability Consulting Group,
specializing in delivering the programs
Design Trac: Design Skills for Retail
Sales People and Sales Trac III: In
Home Selling. Rene’ has owned and
operated an interior design firm for 17
years and now works with organiza-
tions to ensure they have the best pos-
sible team environment. 

She served as a regular columnist

for The Lewiston Tribune Business
Profile and is an adjunct faculty mem-
ber of Lewis-Clark State College’s
Business Division. Rene' has a
Bachelor of Fine Arts Degree in
Interior Planning and Design and a
Master’s Degree in Adult Education
and Human Resource Development.
Questions about this article or any
sales/design topic can be directed to
her at  reneg@furninfo.com or call her
direct at 208-790-3594.
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Our Retail Furniture Heritage 1800-2012

I
t was most probably a blustery,
misty day in the mid-1800s at one
of Ireland’s busy west-coast port
cities when Samuel Beamish

boarded a sailing vessel bound for
Canada, compelled by his vision of
vast farming lands and enticing tales
of entrepreneurial opportunities.
Indeed, in the pioneer environment
between 1849 and 1857, Canada
was the chief focus of British railway
investment amongst other speculative
interests. But railways set the pace for
development, opening up resource-
producing areas, and railway fever
had swept across the fledgling nation.

Sam settled in the right place at the
right time, the northeastern corner of

Kent County, then largely Indian land,
almost, it was said, “in a state of
nature”. It just so happened that a Scot
by the name of George Brown, histori-
cally designated as one of the “Fathers
of Canadian Confederation”, who had
arrived in Canada a few years before,
was the Leader of the Reform Party in the
Assembly of Upper Canada. In building
his personal business portfolio in 1851,
he made some ambitious investments in
land, more than 4,000 heavily timbered
acres which were intersected by the
brand new Great Western Railway in
1854. Brown’s forests supplied firewood
for the London to Windsor stretch and, in
1855, the railway established a perma-
nent wooding station around which

Brown nurtured the growth of the village
of Bothwell, incorporated as a town in
1866. 

Perhaps one of Brown’s most impor-
tant early assets was the Globe, now the
Globe and Mail, Canada’s most suc-
cessful and influential newspaper. He
used the paper to advance the Reform
cause, Toronto’s development and
growth and to advertise for settlers to
buy farm land and business sites in
Bothwell and his adjacent properties.
He oversaw the creation of a sawmill,
grist mill, furniture factory, door and
shingle plant, a foundry and a machine
shop, sold those farm acreages and
town lots, and built roads throughout the
area. It was designed as a “region of

SUCCESS STORIES
Bothwell Furniture since 1904. When times get tough – the tough get going.

by Janet Holt-Johnstone

Ad for settlers, Globe and Mail, mid
1800s and the original factory taken
about 1904.

“Sam’s son, William
Samuel Beamish and 
his wife Matilda Jane, 
also found business
attractive and, in 1904,
incorporated Bothwell
Manufacturing Company,
Ltd., a furniture and 
bedding facility.”
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frontier democracy, the pioneer farmer
aspiring to independence”. Sam pur-
chased a “goodly farm”, cleared the
land and successfully raised crops and
children and, with his wife Elizabeth,
firmly established the identity and destiny
of the Beamish dynasty. 

The new community prospered until it
was affected by a general depression in
1857-1858. And then, as such things
do sometimes happen, the luck of the
Irish (and the Scots) manifested itself in
Bothwell. The native peoples had been
aware of the existence of oil in the
region long before European settlement
came to the North American continent.
Moravian missionaries who settled in the
early 1790s had used the oil in medica-
tions and liniments. In 1793, a group of
Delaware Indians took Governor John
Graves Simcoe to a “spring of petrole-
um along the banks of the Thames
River”. But it wasn’t until 1861 that John
Lick, an American, began drilling for oil.
The Civil War was raging south of the
border and the demand for oil was keen.
And Bothwell became a boom town!

Fortunes inevitably were made and
lost. When the Civil War was over, the
price of oil dropped and, beginning in
1866, members of the U.S. Fenian
Brotherhood attempted to raid British
Army forts, customs posts and other tar-
gets not too far from the long border,
their mission to bring pressure on Britain
to withdraw from Ireland. Then, in 1867,
a fire devastated Bothwell’s principal
streets.

But the members of the Beamish fam-
ily are survivors. Sam’s interests surged
to embrace commercial developments

on Bothwell’s Main Street, by 1876, “a
number of small businesses and a two-

storey hotel and livery”. It’s recorded in
“Life of a Boomtown” by Marion Matt,

“Bothwell’s custom-
made furniture 
flourished, and it was
Fred who introduced
the original retail 
outlet in its present
location, a 5,000
square foot showroom.”

Photo of the showroom
in 1938, also the
Bothwell warehouse in
1948 and an invoice
for a $12.50 table from
that same year.
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BOTHWELL FURNITURE
that Sam “expanded the hotel by taking
several small buildings and attached
them to the hotel to provide a sample
room for commercial travelers. Many
stores were housed here”. And some
time in the midst of all that activity, Sam
found enough elbow room to serve as
Warden of Kent County.  

Sam’s son, William Samuel Beamish
and his wife Matilda Jane, also found
business attractive and, in 1904, incor-
porated Bothwell Manufacturing
Company, Ltd., a furniture and bedding
facility. Sixth generation Amanda
Beamish told us, “He began making tick
mattresses with a partner and a group
of shareholders, starting the operation
in the old Salvation Army facility. The
business grew steadily during the early
years and, when World War I started,
the company handled a government
contract for army cots as

well as distributing to hospitals and
hotels across Canada.  The fact is, 40
employees handmade 500,000 mat-
tresses in four years.” No mean accom-
plishment! 

Amanda continued, “In 1917,
William Fred Beamish, son of Sam, his
sister, Agnes, and his wife Ethel, joined
the business with his father. In the
1930s, Fred worked at both the manu-
facturing facility as well as the family
owned hardware store. It was at the
hardware store that Fred just happened
to put a handmade chesterfield in the
store window. It sold immediately. A true
moment of birth of the furniture manu-
facturing enterprise. Bothwell’s custom-
made furniture flourished, and it was
Fred who introduced the original retail
outlet in its present location, a 5,000
square foot showroom.”

In an interview conducted in 1978,
William Ross Beamish, son of Fred,
his wife another Elizabeth, shared
some of his early memories with
Marion Matt. She asked, “Your
grandfather (Sam) also had the
hardware?” 

Ross’s answer, “Yes. It was on the west
side of the Main Street of Bothwell
where the druggist is now. . . . also we
had a Pontiac Buick dealership in
Bothwell, our charter is still registered.”

Marion, “Can you describe for me
what it was like in the hardware?”

“It was two divisions, we sold stoves
on one side and furniture and appli-
ances on the other. The hardware was
on one side of the partition and furniture
on the other side. There was really very
little furniture that I remember, maybe
six or seven pieces. In this section, we
sold RCA phonographs with the horn on
the side. I was very, very small but
Mother (Ethel) used to bring me into the
store on Saturday nights. She would put
cylinders on (records came later) and

View of the building as it
was in the 40s and after
the sixth expansion of the
building in 2003.

“In 1973, Ross Beamish
took over the reins of
the company. It was
under his leadership
that Bothwell combined
three buildings which
allowed the showroom
to be expanded to over
30,000 square feet.” 
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Why Do More Independent 
Furniture Retailers Partner with 

Cory First Choice Home Delivery?

Reason #4: Safety...
It’s The Cory Way!

Cory safely executes over 2 million in-home deliveries each year. Our safety
programs provide substantial insurance and HR savings for retailers that 
outsource delivery with Cory First Home Delivery. Plus, Proven 98% perfect
delivery satisfication and a committment to  worry free deliveries means your
reputation is safe with us as well.

Five More Reasons To Call Cory Today

•Cory has the most modern delivery fleet

•Cory’s combines leading edge warehouse and delivery 
technology with old fashioned work ethics.

•No matter the size of your operation, Cory becomes an 
extension of your business, treating it as our very own.  

•We consistently deliver on our promise to provide your 
customers with the very best home delivery experience.

To find out how Cory can help you grow your business, call the Cory Team at 201-795-1000. 

150 Meadowlands Parkway, Secaucus, NJ  07094  • patrickcory@corycompanies.com • www.corycompanies.com
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play them, and people would come into
the store the same as you go into Radio
Shack or someplace to buy a stereo
today. First thing you know, the children
would have to have that recording.
Pretty soon there would be a group
interested and listening to the recording.
Then they would find out the price of the
machine and buy the machine! She was
on the same level as a disc jockey!

“The radios were at the back with the
battery department. People brought
their batteries in on a Saturday and we
ran a battery charger at the back for 50
cents a week.

“Now back in 1934-38, people did-
n’t have much money. But we would
take in a cow, take in 50 bushels of
wheat. It would be nothing to see three
or four cows tied up in the back. Dad
sold them; he would take them in on the
barter system.

“The store was open every day from
6:30 a.m. until midnight, six days a
week.

“We delivered stoves and gas wash-
ing machines all over the whole country,
one of the few outlets. In those days
there was more respect towards each

other. It wasn’t such a dog-eat-dog
world. If they had a friendly gentleman’s
agreement between them, they would
live up to it. More honourable back in
those days .

“I can remember when we went to the
river swimming and we’d all get togeth-
er, gas for the Model T was 25 cents a
gallon, and all the candy and ice cream
you could eat for another 25 cents!” 

Back to Amanda’s story. “By the
1950s when Ross officially came into
the business, they noticed it was getting
to be more and more competitive with
the suppliers. The larger companies
were being formed, and they found they
were able to buy much better than they
could produce. Therefore, in 1974, the
Beamish’s sold the factory, and began
to concentrate strictly on retailing.”

In 1973, Ross Beamish took over the
reins of the company. It was under his
leadership that Bothwell Manufacturing
Company Limited combined three
buildings which allowed the showroom
to be expanded to over 30,000 square
feet. This involved removing walls to
create one large area with suspended
ceilings, recessed track and specialty
lighting to give the furniture a more nat-
ural homelike setting. The transforma-
tion made it possible for all furnishings
throughout the store to be placed in
groupings complete with accessories
and artwork.

“The warehouse was also modernized
for quick access. A new employee door
and encoded loading ramp permitted
easier movement of goods in and out of
the trucks in all kinds of weather. The
back parking areas for the fleet of deliv-
ery trucks was enclosed with 10 foot
high industrial fencing, increased light-

ing and security. 
“In 1974, Ross’s son, fifth generation

David Beamish, (and my Dad) began
working at the company as an after
school job, stapling mattresses, sweep-
ing up and making deliveries in the
summer.

“It was in 1991 that David took over
control of the company. Under David’s
leadership business flourished and with
continuous growth, demanded a bigger
warehouse facility. In 1995, a two story,
10,000 square foot distribution centre
complete with shipping and receiving
docks was constructed and, with this
addition, the company became known
for not only the quality and selection in
their showroom but as well for their out-
standing service department. 

“The year 2004 marked our 100th
anniversary and to celebrate, Bothwell
Manufacturing Co. Limited added a
14,000 square foot addition to our
showroom. In total, the store now cov-
ers 40,000 square feet (one whole
block) making it one of southwestern
Ontario’s largest furniture showrooms.

“In 2005, the company transformed
14,000 square feet of their showroom
into a La-Z-Boy Comfort Studio, offering
a wide selection of La-Z-Boy furniture.
Just recently, the company made the
decision to transition the company
name from Bothwell Manufacturing Co.
Limited to Bothwell Furniture as a way to
avoid the misconception that we were
still in the manufacturing business.

“Today, Dave’s management staff
consists of his wife, Janet, sisters Sandra
Vanderydt and Joanne McDiarmid and
daughter Amanda (me!) have also
entered into the business. In total, there
are 10 employees in sales, service and

This showroom housed Ethel's disc 
jockey set-up where she played and sold
music cylinders (later records) and
phonographs, too, attracting a large
audience on Saturday nights.
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“It is of the upmost
importance to purchase
the right product – at 
the right time – at the
right price – it all has to
make sense.”

BOTHWELL FURNITURE
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delivery.”  We asked Amanda to enlarge
on family responsibilities.

“Janet and Sandra work in adminis-
tration. They work together to make sure
each order is correctly ordered and
transmitted, and they monitor each cus-
tom order to allow for timely delivery to
the customer. Their friendly and positive
attitudes are a great addition to our cus-

tomer service department as they speak
to each customer directly and answer
their questions as quickly as possible. 

“Joanne is responsible for how great
our showroom looks. She takes a pas-
sion in maintaining the store and keeps
our showroom and furniture displays
looking spotless. She is also one of our
top sales people. Her enthusiasm and

helpful nature make her a great addi-
tion to the store.

“Our staff is largely composed of
family members and I have to say this is
one reason we are so successful. This
company is very close to our hearts.
We’ve grown up in this business. And
with that being said, we take a real per-
sonal approach to our business. We
treat every customer as if they are a part
of our family and their confidence, sat-
isfaction and happiness is what drives us
to better our business. We do it for
them.”

Amanda tells us that she maintains
the website, is “getting into sales” and
obviously she fills the role of director of
communications! She has spent some
time of her own in the limelight, not only
in her home town. She began her sport-
ing career in figure skating at the age of
five and proceeded to win a long list of
awards both recreational (12 gold
medals, five silver and six bronze) and in
high level competition (many provincial
and national championships) between
1998 and 2005. Now Amanda is a cer-
tified skating coach. She has been
teaching “skaters of all ages and levels
for the past six years. I teach ‘learn to
skate’ sessions as well as private stu-
dents”.

We questioned the Beamish clan
about their “eureka moment”. The reply,
“Our survival strategy since 1904 has
always been ‘When times get tough –
the tough get going’. Our motto,
‘Quality, Service and Dependability’,
has always given us a competitive edge

58 FURNITURE WORLD November/December 2012

Amanda Beamish, provincial/national
award winner, figure skating, in her role
as Bothwell Ambassador, Optifest
Parade, 2004.

“We treat every 
customer as if they 
are a part of our 
family and their 
confidence, satisfaction
and happiness is 
what drives us to 
better our business.”
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Top Ten reasons why furniture 
retailers that switched, love their 
Custom Design Software. 

1. Their old software was so complicated, sales people were still writing manual tickets.
2. They were constantly on the phone with tech support!
3. Support fees were killing their profit margins.
4. They were unable to adjust sales after they were written.
5. They were forced to write separate sales for special order and stock.
6. Had to add items into the computer before special order them.
7. Reports were too complicated to understand.
8. No real-time Quick Books Integration.
9. Had limited space for descriptions on sales orders.

10. Couldnʼt  go onto the next month until they closed the current month.

“So easy to use, it’s brainless!”
Best Windows Point of Sale Software

1731 Treyborne Circle, Commerce, MI 48390
www.customdesignsoftware.net • jerryk@customdesignsoftware.net
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Ten More reasons to love Custom Design Software... 

Love Your Software! Call 800.884.0806
See Us In Las Vegas, RRC Building B-4th Floor
Serving retailers in the United States and Canada.
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within the furniture industry, and the
realization that inventory control is the
forefront of delivering that message has
been ‘the eureka moment’ of our com-
pany. We believe it is of the upmost
importance to purchase the right prod-
uct – at the right time – at the right price
– it all has to make sense. We are con-
sistently comparing the quality of the
economy to the need for inventory con-
trol and we find this ensures that we are
always able to offer the guaranteed low-
est price on all our furniture products.
We realize that customers’ demands are
greater during recessions than any other
time. Our customers work hard for their

dollar and want to choose a store that
offers better quality, better service and
better selection with the guarantee that
their purchase will be looked after from
the time of the purchase to years after
their delivery has been made.

“You asked if there had been a ‘spe-
cial time’ for us, and at Bothwell
Furniture we believe the turning point in
the history of our operation can be
dated back to 1974 when the decision
was made to sell the manufacturing
plant and focus strictly on furniture
retail. This transition can also be count-
ed as one of our ‘eureka moments’ as
we came to the realization that it would
be more cost-effective for the company
to purchase furniture from other distrib-
utors than to manufacture our own. We
had earned a reputation for building a
quality product and, during the transi-
tion from manufacturing to retail,
Bothwell Furniture knew that whether or
not they were constructing furniture or
buying it, when customers think of us
they think of a quality product and that
was a reputation we wanted to main-
tain. We are also proud to say that with
over two million dollars’ worth of show-
room inventory, 80 per cent is con-
structed by Canadian manufacturers.”

The question was, “the issue, cause

or policy that stands out among all oth-
ers that ensured the success of Bothwell
Furniture, and benefited your customers
and your community?”, and Amanda
answered, “When people think of
Bothwell Furniture we believe they think
of three major company components,
‘Quality Furniture, Customer Service &
Dependability in the Product. They Have
Purchased’. We believe our customers
can feel confident in our company from
the moment they enter our store to long
after their delivery has been made. All
the steps in the process of the sale are
equally as important to us, and cus-
tomer satisfaction is our number one
priority.  Our management consists of
established, long-term employees who
enjoy what they are doing and work
together to ensure the customer is more
than satisfied with their purchase.
Bothwell Furniture proves that our com-
pany does more for you by providing
free set-up and blanket-wrapped deliv-
ery, a 10,000 square foot warehouse
facility, on-site repairs and a customer
service team willing and able to answer
any questions or concerns our cus-
tomers may have. We believe that the
memory of the experience will bring our
customers back time and time again.
Our concern and desire to please our

Top left to right Dave Beamish, Ross Beamish. Then, Sandra
Vanderydt, Joanne McDiramid, Amanda beamish and Janet
Beamish.

Ad and the first company truck, 1950s, standing beside it
Arling McDonald, and Ross Beamish (father of current owner
David).
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1009 North Main St., High Point, NC    
336-883-4011

E-mail: info@furniturelibrary.com

Available For Meetings & Seminars

Top to bottom renovation makes the
Bernice Bienenstock Furniture Library
ready for research, industry meetings,
design events and seminars. 

Visit High Point’s Furniture Library
Do Research - Conduct Meetings & Seminars - Buy Furniture/Design Books
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customers has been one of our key fac-
tors for surviving 108 years under the
same family – it’s in our history and will
be prevalent in our future.”

When we think back to Amanda’s
great grandmother Ethel , the forward-
thinking disc jockey, a promotional wiz-
ard long before her time, we have to
recognize the family’s in-born market-
ing instincts! Amanda believes, “Our
most successful promotion was our
100th Anniversary sale. We had a lot of
give-a-ways – we gave out a whole liv-
ing room for one raffle! We raffled off a
lot of furniture during this promotion as
a way to thank our customers for help-
ing us achieve this milestone. This pro-
motion was unlike any other we have
ever had as it was a 100 years in the
making!” 

Bothwell is a busy town and centre of
new growth, and Bothwell Furniture is
“very passionate about outreaching and
supporting our local community. We
believe that it is important for our busi-
ness to support local organizations.”
Their involvement includes “the local
Bothwell Figure Skating Club, the local
hockey teams, (Bothwell Minor Hockey
League), local school (Zone Township
Central School), and the United Way.
And we lend out our delivery trucks for
local events like the Old Auto’s Car
Show,” she told us.

The future? “We have established
ourselves as a quality destination store,
selling quality furniture at affordable
prices, and we want to continue that
legacy into the future. We are here to
service our customers – the customers
come first, therefore, we will continue to

listen to their wants and needs into the
future.

“If we feel that our customers would
like the option to online shop – we will
make that happen for them. We are will-
ing to grow with the times but we will
always remember our history and what
Bothwell Furniture has become known
for and bring that legacy into the
future.”

Note: At some point Furniture World
readers might have become curious
about the use of the name “William” in
each generation. Explained by Amanda,
the first born son has traditionally been

given this name. Her father, David, now
owner of the family business, is Ross and
Elizabeth’s second son. (Number one is
William Douglas Beamish, a lawyer who
practices in Toronto.)

We are grateful to Marion Matt,
author, entrepreneur, 1995 to 1998
Reeve of Bothwell, for her generous and
warm contribution to the history of the
Beamish family and the town of
Bothwell. We have quoted from her
1978 interview of Ross Beamish to be
found in her “Life of a Boomtown – A
Pictorial History of Bothwell”, and most
of the photographs, both vintage and
current, are contained in that same vol-
ume. Many thanks, Marion!

More information about Bothwell and
district’s early history was extracted from
an article entitled “Bothwell and Kent’s
First Oil Boom” by journalist Victor
Lauriston, 1881-1973.

“It would be 
nothing to see 
three or four 
cows tied up in 
the back. Dad 
sold them; he 
would take them 
in on the barter system... 
The store was open
every day from 6:30
a.m. until midnight, six
days a week.” 

left to right Janet Beamish, Dave Beamish,
Ross beamish, Joanne McDiramid,
Amanda beamish, Sandra Vanderydt.
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