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EDITOR’S CORNER

• Never send out an email that you would not
want forwarded to other employees, your
boss, competition, members of the press or
to have posted to Facebook.

• Never cc or bcc a harsh sounding or critical
email to an entire employee group or team.
Emails that scold, voice frustration or threat-
en action are best left unsent. Don’t be cow-
ardly. Instead, pick up the phone, then fol-
low up with a summary email. 

• Always consider your company’s co-respon-
sibility for whatever has gone wrong. 

• Think about the likely reaction of the recipi-
ent. Will it be anger, resentment, frustration
or the desired response?

• Try to temper negativity with personal con-
cern. Just because you dislike someone’s
performance, doesn’t mean that you should-
n’t care about them as a person. 





Editor’s note:

Dear Furniture Godfather:

-Desperate in Dubuque

Dear DD:

Dear GF:

-Frazzled in Fresno

Dear Frazz:
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The Retail Observer

Readers’ questions answered by the “Teflon Don” of the furniture business. 

by Gordon Hecht

DEAR FURNITURE



Las Vegas Showroom: World Market Center, A256 & A242
Visit Omnia at www.omnialeather.com or call (909) 393-4400

Omnia’s 
Franklin Group

AMERICAN MADE

Personalizing lifestyle
We recognize that your customers have distinct styles different from everyone else, which
is why we give you the power to personalize lifestyle. From over 150 models and 400
leather and fabric options, you have the freedom to create designer looks that speak to
your customers’ tastes. Visit our showroom to expand your retail design boundaries.







Dear Don Gordon: 
-Picky in Poughkeepsie

Dear Picky:
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DEAR FURNITURE



Dear Godfather: 

-Over-Lamped in Los Angeles

Dear LA LA: 



Another Editor’s Note: 

Gordon Hecht: Gordon Hecht is a
39 year maverick of the Home
Furnishing business starting as a
Delivery Helper in Las Vegas, NV.
Following a successful sales, store
management, and multi-store man-
agement career he joined Ashley
Furniture Industries. In his role as
National Director of Sales for Ashley
Sleep Gordon helps Retailers improve
Bedding Sales through training, mer-
chandising and display. He lives in
Columbus, OH with his wife Michelle.

FURNITURE WORLD November/December 2013 

Subscribe!
FURNITURE WORLD 
Six powerful issues. In-depth 
articles help retailers boost sales,
cut costs and identify opportunities.

Subscribe at www.furninfo.com.

NEW BOOK:

THE BEST OVERALL 
RESOURCE FOR 
MATTRESS SALES 
PROFESSIONALS
291 pages of sales boosting power.
For more information or to order visit...
http://www.bedsellersmanual.com





Sales Management

SALES COACHING 2014
Practical advice for using sales performance metrics to improve sales in 2014.

by Hal McClamma

Sales: 

Average Sale/ Average Ticket:

TRAFFIC COUNTING

“Look at each salesperson’s Call Trade
percent to total traffic. If they have a
high Call Trade percent, they are 
making  good connections with 
customers.”





Hours Worked: 

Call Trade Numbers:

Unique Traffic: 
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“If a salesperson’s time
per customer is too
high and does not
translate into sales,
they may be boring the
customer to death.”

ZZ
Z

SALES METRICS COACHING





Customer Contact Information:

Margin: 

Items Per Ticket: 

Disconnect Rate:

Dollars In Revenue Per Unique
Customer Opportunity:

READY, SET, MANAGE!
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“When I ask someone if a recent ad worked,
nine times out of 10, they will pull up the sales
numbers for specific days. This is absolutely
WRONG.”

? ?
?





Low Average Sale:

Low Close Ratio:

Low Average Sale:

High Average Sale & Low Close
Ratio:

CONCLUSION

Offer:

About Hal McClamma: 
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“The number one best sales performance metric
BAR NONE is dollars in revenue per unique
customer opportunity.  This is simply the total
net merchandise sales divided by unique traffic
buying groups.”

“What if a salesperson
has a high average
sale and low close
ratio over time 
compared to average?
They may be trolling;
taking customers and
then dropping them.”





YOUR GROWTH PLAN

WHERE ARE YOU NOW?

• Liquidity – cash in comparison with
short term obligations. 

• Activity – day to day operation 
efficiency in such areas as sales,
inventory, deposits, AR. 

• Solvency - long term debt 
obligations.

STRATEGIC PLANNING 2014
The advantages of putting in place a strategic growth plan for the new year.

by David McMahon

“Your business is like a sailboat. You 
should have a destination. You should 
have a planned route. You should expect
storms. You should track your progress 
with benchmarks. You should execute the
right actions fast.“





• Profitability – costs, margins, and
income.

• Value – equity and wealth.

• Break-even sales volume.

• Management ability.

• Team effectiveness.

HOW DID YOU GET THERE?

WHERE DO YOU WANT
TO BE IN THREE YEARS?

IS THAT FEASIBLE?
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“Suppose a sailboat is out at sea and a storm hits.
Fine. Storms happen. Now suppose the storm

blows the boat off course and the captain 
does not look at the GPS for an extended 

period of time. What will happen?” 



• Sales: sales to plan, average sale,
conversion rate, number of guests,
sales/guest ratio.

• Gross margin: cost of goods,
freight, and pricing strategy.

• General administration costs:
Number of employees, salaries,
benefits, and overhead.

• Occupancy costs: building mainte-
nance, rents, and utilities. 

• Marketing/advertising: media
spend / type, marketing calendar,
cost per customer and lead.

• Selling costs: number of salespeo-
ple and support, commissions, and
pay for performance plans.

• Distribution costs: warehousing,
shipping, delivery, and distribution
income.

• Finance costs: cost of money –
financing, interest, bank and credit
fees.

• Inventory: percent of sales, mar-
gin dollar return, and purchasing.

• Assets: fixed asset requirements.

• Liabilities: debt requirements and
payback plans.

• Equity: dollars invested or with-
drawn from the business.

• Tax planning: credits, deductions,
and quarterly estimations.



About David McMahon:

Questions about this or any of David’s
articles archived on FURNITURE
WORLD Magazine’s website at
http://www.furninfo.com/Authors/List
can be directed to David@profitsys-
tems.com or call 800-888-5565.
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“Now that you have 
corporate direction, 
you can get down to 
the business of making
it happen. This is the
tactical part of the
Strategic Growth Plan.”





• Many sub-standard coatings have hi-
gloss appearances in the initial stages.
The hi-gloss finish is not necessarily a
reflection of quality. 

• Through use and age the finishes of
sub-standard value may quickly lose
their luster and significantly affect the
beauty of the product. 

• Some finishes are used to hide the
wood or cover up particle board.

• Quality finishes enhance the dramatic
grain patterns and give each piece of
furniture a character of its own. 

• Properly finished and cared for solid
hardwood furniture grows even more
beautiful with age. 

• Consumers may become aware of the
finish on their furniture through daily
usage, as evidenced by white water
rings, cracking, chipping, dulling or
staining. 

• One of the best methods to gauge a
manufacturer’s concern for  quality is
to evaluate if protective coatings have
been applied to surfaces that are sel-
dom viewed, such as the bottoms of
table tops and chairs or the backs of
case goods. 

• Environmental concerns are being
addressed by manufacturers that use
wood which is grown in sustainably
managed forests. 

• Solid wood furniture may lower the risk

of exposure to formaldehyde emissions
from composite wood products: hard-
wood plywood, medium-density fiber-
board, and particleboard, though this
chemical is regulated in the USA by
the Formaldehyde Standards for
Composite Wood Products Act.

FURNITURE FINISH PROFILES

COATING QUALITY

90 SECONDS TO $UCCESS SERIES
Furniture finishes & how to capitalize on 

consumer concerns regarding beauty & health.

by Ray Morefield, Common Goals

Retail Adviser
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A LITTLE LEARNING

About Ray Morefield: Ray Morefield has
been affiliated with leading corporations in
the furniture, housewares, hardware and
coatings industries. He has also served
other industries in an advisory capacity
through his company Common Goals, Inc.
Questions on any management topic, can
be directed to him at editor@furninfo.com.
See more of his articles for Furniture World
Magazine on the furninfo.com website at
www.furninfo.com.
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BEAUTY & HEALTH
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PLAY-BY-PLAY COACHING
A five-step, simple method that you can use to improve sales execution. 

by Joe Capillo

Retail Technology

“In Baseball he’s the manager who manages
the game as its being played. The owner and
the general manager are somewhere else
while this is happening. Just like you.”



About Joe Capillo:

“The coach/manager 
reviews interactions that did not result in a sale
and asks, “How could this have been better?
What is your next step with this project?””
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Jaipur Rugs

Contact information on index page 68.

Cozzia

Contact information on index page 68.

Borkholder

Contact information on index page 68.
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Fusion

Contact information on index page 68.

Dimension Four

Contact information on index page 68.

Via

Contact information on index page 68.



Horizon Home

Contact information on index page 68.

Surya

Contact information on index page 68.

Twin Star

Contact information on index page 68.

American Revolution

Contact information on index page 68.
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Vintage Print Gallery

Contact information on index page 68.

Klaussner

Contact information on index page 68.

Country View Woodworking

Contact information on index page 68.



Loloi

Contact information on index page 68. Simply Amish

Contact information on index page 68.

Wallbeds

Contact information on index page 68.
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Omnia

Contact information on index page 68.

West Bros.

Contact information on index page 68.

Allan Copley Designs

Contact information on index page 68.



M&M

Contact information on index page 68.

Domicil

Contact information on index page 68.

Artisan House

Contact information on index page 68.

Selva

Contact information on index page 68.



Elran

Contact information on index page 68.

Pastel

Contact information on index page 68.

Rizzy Home

Contact information on index page 68.

November/December 2013



ORGANIZINGThe Mattress Warehouse
Tips to make your warehouse and staff more efficient.

by David Benbow

• Site Selection/ Location.

• Desirable mattress warehouse 
features.

• Rules of thumb for choosing the
right warehouse size.

• Special features you should
look for.

• Security of the warehouse
location.

• Specific qualities to look for when
hiring warehouse personnel.

• Theft prevention against internal
land external threats.

Better Bedding & Mattress Sales Series: Part 13

“Busy store owners may get somewhat
relaxed about the warehouse. 
Things seem to be running smoothly.
It is not a good idea to get too 
comfortable with this idea.”
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MATTRESS STORAGE
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“How high should you stack your 
mattresses? Our simple rule was to
limit the height of the stack to 
no higher than the shortest 
warehouse person can easily reach.”

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. 

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



‘Today, It’s Mrs. Jones’ Day’
See the red band on my wrist? The four small letters IMJD
on it remind me and every member of the Diakon Logistics team that 
‘It’s Mrs. Jones’ Day’. All we learn and everything we do ensures that your 
customer, Mrs. Jones, is happy with her furniture delivery and the service we
provide in the name of your company. It’s our passion! 

L O G I S T I C S

703.530.0677, Ext. 215
www.diakonlogistics.com

Trust Diakon Logistics. From assembly and on-dock repairs to scheduling and
flawless delivery, Diakon Logistics is your dedicated residential home or B2B,
last mile, white glove solution. Serving the United States and Canada.

LAS VEGAS MARKET
RETAIL RESOURCE CENTER
BUILDING B1050



HANDLING MATTRESSES
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“‘Burned mattresses lose
value in a hurry. I
reminded warehouse
men that one burned
premium mattress cost
more than a full week
of their salary.” 

“Never drag or push a mattress. 
This important rule was my first
instruction to new-hires. 
Violation of this rule would 
result in immediate termination 
of employment.”



Cory Let’s You
Focus On What You Do Best

Are you spending too much time thinking about truck leasing, delivery metrics, hiring
drivers and insurance? Could you sell more furniture, if you had more time to focus on
what you do best as a retailer and leader? 

Cory serves customers according to your high standards -- only more efficiently. 
Let us show you how to reduce your in-home delivery costs and free up management
time so you can buy, display and sell more. 

Retailers’ Holiday Wishes... 
Granted by the Cory Team - Celebrating 80 years of serving

top 100 stores , independent home furnishings retailers and the design trade.  

For all your internet, brick & mortar 
and last mile delivery needs. 201.795.1000

150 Meadowlands Parkway, Secaucus, NJ  07094  • richardklein@corycompanies.com • www.corycompanies.com

No More Delivery Schedules, 
Routing, Worker’s Comp, DOT Compliance,
Vehicle Leases, Maintenance & Insurance.

Improved
Customer
Satisfaction

Red
uce

d 

Del
iver

y C
ost

s



SOME MISCELLANEOUS
WAREHOUSE POLICIES

Off-Loading:

See Furniture World,
Magazine September/ October 2013,
“New Trucking Regs, by Dan Bolger at
www.furninfo.com/Authors/Dan%20B
olger/2)

Staging: 

Paperwork:

.Pulling Mattresses:

Torn bags

Re-bagging your floor models:

Load-outs:
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“The warehouse is loaded with 
liability hazards. It is for this reason
that it makes good sense to prohibit
non-employees from entering 
the warehouse.”



Proudly Serving Retailers
In The USA and Canada
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“The bottom 3 or 4 (or 5) pieces should
be foundations. Why? To stabilize your
stack. Mattresses placed on the bottom
of an 8 piece high stack become pretty
wobbly.”

Liability hazards:

Deliveries:

Walking the warehouse:

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

Black
White
Ebony
Boreal
Charcoal
Nutmeg
Chocolate
Spice
Tuxedo
Java
Espresso
Cashmere
Elegant
Bistro
Euro
Colorado
Classic

Quick Ship



About David Benbow: David
Benbow, a twenty-three year veteran
of the mattress and bedding industry,
is owner of Mattress Retail Training
Company offering retailers a full array
of retail guidance; from small store
management to training retail sales
associates (RSAs.) His many years of
hands-on experience as retail sales
associate, store manager, sales man-
ager/ trainer and store owner of mul-

tiple stores in six different American
metropolitan areas uniquely qualifies
him as an expert in selling bedding at
the retail level.

David is the author of the recently
published book, “How to Win the
Battle for Mattress Sales, the Bed
Seller’s Manual”. This book is the first
to systematically present a complete,
organized, but easily read and under-
stood text book for mattress and bed-
ding retail sales associates, beginner
and experienced professional alike. It

is a complete training course in one
292 page book. The book can be pur-
chased on-line at either
http://www.bedsellersmanual.com or
www.mattressretailtraining.com.

He also offers hands-on training
classes for retailers on a variety of
subjects and offers on-line classes that
can be downloaded from the websites
mentioned above.

MATTRESS WAREHOUSE



EXCLUSIVE FURNITURE
Houston-based store ‘Where Low Prices Live!”

creates a relaxed & friendly customer experience.
by Janet Holt-Johnstone

Retail Success Stories

“Exclusive was started
with hardly any cash
and working capital, 
so working capital was
always a challenge.”

Planned 52,000 square foot store located 
between Katy and Sugarland in suburban Houston.
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“We advertise a lot in Houston
and promote our slogan. It’s
known well by every kid,
youngster and adult, ‘Where
Low Prices Live!’.” 

Exclusive Furniture’s founder Sam Zavary is a star of Exclusive’s
videos on the store’s website; look for Super Sam!
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“The atmosphere in our
stores is different from
other stores in the city.
We don’t hover over 
customers and force
them into purchasing
something. We create a
relaxed and friendly 
environment.”



VISIT US IN  LAS VEGAS Bldg. C - 4th Floor

• Point of Sale, Order Entry.

• Automatic Inventory Reduction.

• Automatic Purchase Orders.

• Special Orders / Lay-A-Ways.

• Customer Service Module.

• Email Blaster & Mailing List.

• Credit Card Processing.

• In House Financing Module.

• Ashley Integration Partner.

• Web Site Development.

• Sell From Your Own Site.

• QuickBooks Integration.

• Auto Bar Coding & Tags.

• Much, Much More!

1731 Treyborne Circle, Commerce, MI 48390
www.CustomDesignSoftware.net • Jerryk@CustomDesignSoftware.net

Since 1991

Mac Version 
Available Now!

Call 800.884.0806 
Free Demo & 50-Page Presentation

See Us In Las Vegas
Retail Resource Center B-1050

Main Program Includes:

Windows In-House Financing

Easy As 1,2,3!

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

1.Directly from the “Point of Sale”,  or when you deliver a sale, the
software automatically jumps into the Installment Module with all
the information filled in. Automatically prints coupon books and

contracts as the sale is completed.

2.Customer account card has everything you need to control 
receivables. At a glance, you can see the original contract terms
including: Balance Due, Late Charges, Early Pay Off, Aging,

Credit Reports From Equfax and unlimited notes. Even do Credit 
Applications on the computer.

3.As you view an account, click on the Detail Button and every
transaction for the account appears. You can even do “Add On
Sales”, “Early Payoffs” and custom letters automatically.
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EXCLUSIVE FURNITURE

A comic book super hero theme carries through to TV ads and & 
videos on the www.http://exclusivefurnituretx.com website.

“We advertise and 
promote the saying, ‘If
we can’t approve you for
credit, no one can.’”



“We train our sales 
associates how to
become their friends, to
take an interest in them
and their needs. Our
workshops are vigorous,
both sales and financing,
every week and a full
day once a month.”







FURNITURE WORLD November/December  2013 

ADVERTISER & DESIGN EDITORIAL INDEX & CONTACT INFORMATION
COMPANY TELEPHONE EMAIL PAGE#COMPANY TELEPHONE EMAIL PAGE#






