1. INTRODUCTION page 5.2

You dre how reudy to beyin to demonstrate the value of Lu-Z-Boy
to the consumer. Enthusiustic product demonstrations delivered in
your consumers’ modudlity put them in their best position to say

“I’ll take it!” even before you have the chunce to usk for the sule.
Terrific, credtive presentutions tied to specific consumers’ wants,
heeds und desires muke eusy transitions to closing sales by enhancing

the shoppinyg und purchuse experience for consumers.

A. Demonstrate According To What You Learned In The
Interview It will be impossible to mutch the persondil
wunts und heeds of your consumer or show why they
should buy from your store if you have not effectively
guthered information. As un essential part of u highly
effective sules presentation, the interview und sketch

processes ure insepurdubly linked to your demonstration.

1. Know your consumers’ true heeds, wunts und desires

und demonstrute uccordingly.

2. Remember not to use dll your information ut once.

Appropriute timing is important,

3. Be emputhetic. Use Intellitek to uffirm decisions. Make
conhsumers comfortuble by displaying putience and empathy.
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Each Demonstration
Has Two Major Goals

Establish a value of our
La-Z-Boy product in the
consumer’s mind.

Enthusiastically create a
desire within the consumer
to own our product now!
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B. Everything Is Too Expensive Unless Value Is Attached To It

Establishing value involves much more than justifying price.
Vdlue cun be defined us the totdl benefit u consumer
derives from muking un informed investment decision.
Once u conhsumer understands value, price becomes
ot unhderstanduble. Vdlue is u personal mutter. We buy items

that have value to us. Even when frust is estublished, there

is little chunce of u consumer purchuse when strony value

is hot estublished.

2. DEMONSTRATION STYLE page 5.7

Communicuting with your consumers in their moddlity will give

them u cleurer picture (visudl), greuter understunding (auditory)

und stronyger sense of uppreciution (kinesthetic) of the uwesome

vdlue of Lu-Z-Boy. Toyether, these three elements help provide un

exceptionul consumer experience.

¢ Visual Demonstrutions for visuul modulities will tfend to focus

oh the physicul uppeurunce of the product und how it will
look in the home. Use photos of the product from brochures,

cutulogues und Intellitek to give consumers uanother

perspective of its uppeurunce.

e Auditory Auditory modulities will be more interested in the

detdiled fucts und explunutions of specific feutures und

benefits of the product. Demonstrate how the product will

fulfill their “checklist.” Auditory moddulities often uppreciute

fact sheets, brochures, warranty cards, medsurements

and other items from your store library that will give them
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3. DEMONSTRATION TIPS

additional information. Fucts and duta (written and verbal)
that are pertinent to their priority list will create and/or

heighten desire of ownership.

Kinesthetic When demonstrating product for a kinesthetic
moddlity, be sure the consumer feels yood dabout the product,

both tactilely and emotiondlly. Touching the piece und sitting on

it are important, As the product’s feutures ure explained, discuss

the mood thut is creuted in the consumer’s room. Soft tones
of voice, kihnd und gentle body lunguuge and dn explunation
of feutures relutive to the utmosphere und comfort of the

room will create und/or heighten desire of ownership.

A. Get The Consumer Involved When shoppers participute in

the demonstration, they develop u subconscious emotional
commitment to own the furniture. This commitment, in furn,
boosts the consumer’s frust in you, expunds the value of the
furniture to consumers und enhunces the shoppiny

experience by increusing their desire for ownership.

. Features Never Sell - Benefits Do Feutures are not redlly
whuat cuuse consumers to buy — consumers ure shoppinyg
for whut benefits them. A feuture’s benefit to the consumer
justifies her releusing her money. Highly successful sules
ussociutes curefully choose the points they demonstrute,
focusing on the benefits their consumers ure shoppiny for.

Be sure to focus on your consumer’s tuste, hot your own.
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page 5.8

The quality
materials, construction,
design and finish of a
La-Z-Boy product are key
features that you should
integrate into your
demonstration and are

essential components

in relating value to

our consumers.
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C. Create The Desire For Ownership Most of us spend more

than we heed to oh consumer goods, becuuse we look for
more than practicdlity. As with most purchases, the motivation
is more emotional thun physicul; people wunt the feeling that
comes with having the merchandise. It may be comfort,
Hotes security, happiness, status, relaxation, etc. And a skilled, spirited

demonstration can enhance that emotion. For example, your

excitement ubout u particular Lu-Z-Boy product beiny perfect

for making consumers feel reluxed and pumipered in their new

home muy be contagious. Once the trust und value are clearly

estublished, your enthusiusm will credte the type of exceptiondl

shopping experience that inspires the consumer to want to

ownhn the Lu-Z-Boy product. Giving every consumer your very

best, eneryetic demonstration every time places the consumer

in the best position to mMuke buyinyg decisions.

D. Pride Of Product Relates Value To Consumer Would you
freat each chuair differently if you believed it was worth d

million dollurs?

e Showiny furhiture and/or home uccessories

in a cureless or uloof Munnher commMmunhnicutes u

lack of respect und appreciation for the product.

o Hundle it respectfully und you will increase its value

in the consumer’s mind.
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4. BEFORE THE DEMONSTRATION

A. Gather Information Thoroughly And Completely Never
be so unxious to move on to the demonstration that you
shortchanyge the process of inferviewing und sketching.
Whether you dre ussisting u commodity/in-store or un in-home
environmentaul consumer, this process is the key to un effective
demonstration of the right feutures und benefits for the
right piece. It ulso ensures that you will mauximize your sules
opportunities now or luter, Sketch und gather dll information
necessury to make the best sales demonstration with every
consumer, every time, thoroughly and completely. This is how
you pussionutely creute consumers for life ... one exceptiondl

experience ut u time,

B. Credit Applications Before you beyin your demonstration,

when you ure muking the fransition from gyauthering information

to showiny the consumer u piece of furniture, it is importaunt

to offer every consumer a credit application.

This is the perfect fime becuuse you have dlreudy built rapport,
and most likely, the subject of price has not come up. Consumers

will either be comfortuble uccepting the credit upplicution

or suy they don’t need it. If you wait until discussing prices to
ygive them u credit upplicution, you run the risk of implying they

cun’t ufford our product. The credit upplicution is presented

without beiny condescendinyg or pushy.
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Notes
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Notes

QS6 The Demonstration

Muake your explunation cusudl und say something like:

"By the way, (say the person’s name), here’s some information
on our credit program. | give it to all my shoppers to give them
an idea of what we offer.” (Hand application to consumer;

be quiet and wait for a response.)

This way, you infroduce the ideu of payment options, which
may help later if you dre dedling with the issue of price. The
credit aupplication is often given with severdl other handouts,
such us sule fliers, brochures, wishing well forms, etc. To give
credit upplicutions to some consumers but not dll could be
construed us discrimination. To give it fo consumers once
you redlize “they heed it” could be perceived us emburrussing.
Some cohsumers who want a credit applicution dre too
emburrassed to ask. Alleviate dll these tensions by simply

offering u credit upplicution to every consumer, every time.

5. DEMONSTRATION TECHNIQUES page 5.14

A. Frames Before Fabrics The fubric wall will offen overwhelm

und confuse consumers due to our lurge selection. It is best
to leave consumers during their ussignment to “test drive” the
top frame choices while you go to the fubric wall dlone. These
statements have proven themselves to work: “Mrs. Simpson,
please compare this sofa to the blue one and the brown
one. Sit on each and look at their features. I'll be back in

a few minufes.” Leuve, select fubrics und return to determine
the favorite sofu. Then show fubric options you selected

for that frame.
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B. Start Off Right: A yreut way to start your demonstration is:

o "One of the nice things about this sofa is...”
e "One of the great things abouft this chairis...”
e "One of the fterrific things abouft this line of sleepers is...”

Notes

These statements set a positive tone aund imply that there

dre muny hice things about our furniture.

C. Features, Advantages And Benefits (FAB) Estublishing value

and increusing the desire of ownership is facilituted through

the FAB method of demonstrating our merchandise. This

tfechnique involves translating the product’s fedatures into

reusons for the consumer to buy (benefits).

o Feature A feuture is u physicul purt or characteristic of

u product or u reluted service: whut it is made of, how it

is mude, the color, design, shape, size, the warranty and

so on. Every piece of upholstered furhiture in the world is

composed of various feutures the munufacturer selected

to be similar to or different from the competition’s furniture.

A fedture is u fuct aubout the individudl piece, line or collection.

e Advantage The advantage is tied directly to the feuture.
The udvuntage is the guin you get by having that feature

versus hot having that feuture.

o Benefit The benefit is tied to the udvantuge. A benefit

is whut the advantayge will do for the consumer. Why is

it important to have?
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Check Your FAB

Which Means it down
Why it up

QS8 The Demonstration

A single fedture will have multiple udvantages and benefits.

Determine which FABs 1o resent to each consumer bused on

the information guined from your sketch. Keep the messuye

concise und cleur for the consumer by attempting to present

onhly one udvuntuyge und one benefit for euch feuture.

1. Putting It All Together Understunding the parts of an

FAB und how to tuilor them to the heeds und wants of

euch specific consumer is u fremendous tool. The redl

fun comes when you put the FAB dll together.

Sules Associute:

Conhsumer:

Sules Associute:

"Based on what we discussed, this
recliner from our Todd Oldham by
La-Z-Boy collection could be an excellent
choice. One of the nice things about
this particular Todd Oldham chair is

its (feature) silhouette of distinctive
angular lines, which (advuntage) gives
the chair a modern, sophisticated look.
This (benefit) will help make your living

room extra special, don’t you think?”

"Hmm, | think you're right.”

"Another nice thing about this chair
is its (feature) expertly engineered,
durable hardwood frame. Because
of the durability, (advantage) it holds
bolts, screws and staples extremely
well, (lbenefit) You'll get a lifetime

of use out of this chair.”
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2. FAB Examples

Item: Sofu
F: Spun polyester wraparound Foumcore
oh sedt cushions.
A: Adds cushy comfort to cushion.
B: Cushions will maintain comfort without

losing inteyrity.

Item: Recliner
F: Three-position locking footrest.
A: Locks into euch open position.

B: Comfortuble, sufe,secure ley support.

3. Checking FABs Once you have constructed an FAB,

there is U “check” you cun use to muke sure it is correct.

Which Means it down
Why it up

Here’s How It Works

[tem: "Emotion” micro-denier covering
Feuture: Buthed in Teflon (which means)
Advuntuye: Eusy to cleun (which means)
Benefit: Looks yood for u lony time

"The covering is bathed in Teflon,
<§ which means it is easy fo clean,

Q which means it will look good for a long fime.”
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QS 10 The Demonstration

“Your sofa will look good for a long time.

Why? Because it’s easy to clean.

Why? Because it’s bathed in Teflon.”

Since loygic works in both directions (up or down),the

FAB constructed to demonstrate the falbric is correct.

D. Give Possession In The Demo An excellent way to deliver
un FAB is fo describe the furniture und uccessories us though
the consumer dlreudy owns them. Giving possession in the
demonstration persuudes the consumer to think of it us his
or hers. It shows your confidence that the products selected
belony in the consumer’s home and meet his or her true needs,
wants and desires. Becuuse confidence is contaygious to
the consumer, this helps you deliver un exceptiondl shopping
experience that may yield lifetime consumer relutionships.
Further, it dlso helps you lead, guide und direct consumers so

that they dre in the best position to Make d buying decision.

6. SELLING THE ROOM/
ENVIRONMENTAL SELLING page 5.25

Use the detdils from your sketch during the demonstration to sell (hot
just one piece of furhiture, but) u whole environment. Consumers
yet excited ubout un entire decorating concept ruther thun just
ohe piece of furniture. Use dll of your knowledye, skills und persondlity
to redlly sutisfy your consumers by selling to their fofal hneeds. They i
dppreciute your cure und thoroughness when you design the room
of their dreums!
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7. IN-HOME CALL page 5.27

One of the most effective services ut La-Z-Boy is the In-Home Cull.
Sometimes consumers ure hesitunt und unsure of how to coordinute
their current pieces with new furnishings. They may be unsure of how
it will fit into their room. When this type of consumer seems interested
in un in-home environmentul sule, suyyest un In-Home Cull.

"One of the services we offer here at La-Z-Boy is to measure your
room and be sure that everything we select will fit and coordinate

perfectly. Will that be helpful to you?”

A. Appointments When plunning u visit to your consumer’s
home, it is importunt to muke two uppointments: one for
the In-Home Cull and one for the in-store presentation. All
decision mukers should be present for both uppointments;
otherwise, it is eusy for consumers to lose their focus on this

process, which could meun losing the sule.,

B. Behavior Of course, it goes ulmost without saying that beiny
invited into your consumer’s home is both an honor und u
responsibility. You ure hot only u guest, but ulso u representutive
of Lu-Z-Boy — und must therefore uct with the utmost respect
und professionalism. Reyurdless of where the sules fransuction
tukes plauce, your goul is o deliver un exceptionul experience
that fosters d lifetfime consumer relationship by providing

outfstaunding service.
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Determine
whether an
In-Home Call is
necessary by asking
yourself if there is
concrete potential for
additional business. If the

sale cannot be increased

by an In-Home Call, the

time investment will not

have a payoff for you.
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Notes

@QS12 The Demonstration

C. Expectations When you und your consumers have clear

expectutions, no onhe will be disuppointed. Clarify: How lony
you will be in the home, decision mukers’ presence, ugendu
for the time frame, fubric sumples you'll need, when the
in-store presentution will be, sumples of carpet or puint

you will bring back to the store, etc. This will prevent
misunderstundings und confusion, und will place your
cohsumer in the best position to muke u buying decision,

SO you to muke u yreut sule,

You will find the extra work invested will pay off through
increused consumer sutisfuction, higher uveruye tickets

aund increused commissions.

8. AVOIDING
THE COMPARISON TRAP page 5.29

Compuring two pieces of furhiture in your store cun be

u frup that could cost you sules.

A. Sell each piece of furniture on its own merit. Expluin that

the quulity of muteridls, workmaunship, uttention to detdil und
type of construction dll huve un impuct on the price.

Thinys o consider before you hundle u consumer’s request

for compurison:

e Anytime you speuk heyutively ubout uny piece of
furniture in your store, you could be heurd us suyinyg,
"La-Z-Boy carries things that are not good.” This could

harm your reputution, your store’s reputution und the
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compuny’s reputaution. Another potential dunger is
knocking u $499 chuir us you're trying to sell a $799 chair,
to find the consumer only has $499 to spend. Consider the

consumer’s perception.

o Compuring furniture is subjective. Imposing your own
opinion on your conhsumers’ preferences is unwise in uny

selling situution.

B. The Indecisive Consumer Occusiondlly it is hecessury
to muke busic compurisons for your consumer’s benefit.

Consumers have difficulty deciding for a variety of reusons.

e First furniture shoppiny experience

o Sticker shock

e Cun’t differentiate fact from fiction

o Feel utrisk; afraid of Making a mistuke

o "Cun’t ufford” what they like

e Unsure of how it will wear

e Cun’t get ull decision-maukers to ugree

e Don’tintend to decide now — wuiting for u specific
life event (wedding, mother-in-law moving in, etc.)

e Unsure of whut they want, heed and desire
(color, size, puttern)

e Shopped for so lony they’re confused

o Cun’t mutch un existing piece or color

e Unsure of how it will look in their room

o \Wuaiting for funds

e Schedules/luck of fime to focus on project
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The general rule is comparison
is not typically necessary.
Instead, sell each piece on

its own merit. Occasionally,

you will have indecisive

consumers who will require
you to make a comparison,
because they are having
trouble making their choice.
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QS 14 The Demonstration

It is your responsibility to instill confidence in your consumer,

facilitating his or her ability to progress through the furniture

purchasing process.

1. Whenh you ygive cohsumers the information they heed in the
moddlity in which they can clearly perceive it, you truly
pluce them in the best position to Muke u buyiny decision.

e Visual Using udditional visuul perspectives (Intellitek,
cutdloy photos, line drawings, muguzine photos/ads,
old sule fliers, brochures, etc.) with visudal moddailities
will give them the opportunity to see how the product
will look. This will place them in a confident position

to muke u buying decision.

e Auditory Giving udditionul information (verbual and
printed) such us warranty curds, brochures, cutaway
diugrums, line drawinys, etc., to auditory modulities
will enhance their decision-making capuability. Cledrly
presented fucts pertinent to their ugendu are vitdl

to them being uble to mMuke d buying decision.

¢ Kinesthetic Confirminyg u sense of the emotions that
will be creuted in the consumer’s room by the piece of
furniture you are considering will mobilize the kinesthetic
mododlity. Give this consumer d little more time to
contemplate und process his or her feelings. Discuss the
comfort und tuctile feeling of the piece. Cleurly und
openly tulk through the desired utmosphere for the room
und its function with the consumer. This will strongly motivate

this consumer to confidently make a buying decision.
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2. Muny times consumers dre indecisive becuuse they dre

uncomfortable with how much they have to invest to yet
what they want. When you perceive that price is the issue,
fry to show three different options that represent three different
price points (e.y., Home Theuter, Designer’s Choice und
Americun Home). Guin un understunding of the conhsumer’s
“price comfort zone” und proceed uccordingly. You must
determine if the consumer does hot see the vdlue in the
product (bout cun ufford it) or simply does hot have the budyet.

C. When Asked Your Opinion If your advice is solicited, advise
conhsumers bused on the right choice for them, hot your own
preference. If consumers heed your help to muke busic

compurisons, offer them knowledyge und guidunce.

1. Provide the busic furniture knowledye thaut you feel

your consumers heed.

2. Show three different options thut represent three

different price points.

3. Emphusize the option that you have determined

would best sutisfy the consumer.

9. HANDLING THE “EXPERT” page 5.34

Your objective is to sell furniture to consumers while simultuneously
yetting ugreement from their “expert” friends. The simplest way
to uchieve this goul is by pointing out the FAB to the consumer,
und directing u comment desighed to gyuin ugreement to the
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Occasionally, the consumer’s
expert turns out to be a
salesperson at the competitor’s
store. Don’t knock the
competition. Sell La-Z-Boy

on its own merit. Know your

competition - preparation! -
SO you can give pertinent
and complete information
to your consumer.

@QS16 The Demonstration

expert.You’ll know if they see this piece us un option. The thorough
sketch must be referred to often us it will serve as an anchor for the

consumer’s priorities.

A. When The Expert Is A Decorator/Interior Designer You must
position yourself us u purther with the designer to uchieve
the consumer’s common youl. You und the decorutor
dre hot competing for the consumer. You both want the
sume thing - to lead, guide und direct the consumer while
providing un exceptiondl shopping experience that places

him or her in the best position to muke u buyiny decision.

B. When The Expert Is Not There Sometimes consumers only
bring the “"sound udvice” of the expert with them. When the
sound udvice doesn’t seem sound:

1. Ask more yuestions to cleurly understund the situution
(the expert hus probubly seen the consumer’s home —

you have not). Muke sure your sketch is correct.

2. If the sound advice isn’t sound, unchor to the sketch.
Reduson with the consumer s to what is wise. Understund
who the expert is and the perspective of his or her advice.
Find the “huppy medium.”
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10. HANDLING
CONSUMER OBJECTIONS page 5.39

Objections ure buying signals. They let you know consumers dre
processing information about d specific product to the extent
that they have questions about whether it will work best for them.
Consumers only trek down this puth if they are trying to make their
best investment decision und dre interested in the product you're
showiny. A luck of objections could equul u luck of interest und
commitment to the product you ure demonstrating.

A. “Ill be back!” Determine (by openh probes) the ununswered
yuestion(s) that is causing them to say “’ll be back” insteud
of deciding tfoduy. If in redlity they should decide today, leud,
guide und direct them to do so. If they heed 1o “be back,” try
to schedule un uppointment for them to come buck.

B. Work With The Consumer Successfully overcoming objections
depends on u sules ussociute’s ubility to work with consumers.

Follow these steps:

1. Listen To The Entire Objection

2. Acknowledge The Objection By restating their objection
verbutim, preceded by "/ can understand...” or *l can
appreciate...,” you put yourself on the consumer’s side.

3. Get Permission To Continue It's important to seek

permission by usking, "May | ask you a question?”
This entreuts consumers to find a solution with you.

© 2005 LA-Z-BOY, Incorporuted/NRW, Inc.

You want to understand
your consumer’s feelings

and concerns without

endorsing them. Once

you discover your
consumer’s real concerns,
either reassure the
consumer by clarifying
information through
additional demonstration,
or demonstrate a different
piece that will suit the
consumer better. Whether
you are working with
commodity/in-store or
in-home environmental
consumers, the strategy
remains the same: Place
the consumer in the best
position to make a

buying decision.
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4. “Do you like it?” Such u broud-bused, direct yuestion

oftfen encouruyes consumers to open up und tell you

exuctly whut’s on their minds.

5. The “Smoke-Out” As you ygo through the FABs uguin,

Not
o confirm the consumer’s sutisfuction with euch. Try to

smoke-out previously spoken und unspoken objections

und determine the best solutions.

6. Ask The Consumer About Price Always usk this question

last, after dll other objections have solutions. Phrase it in

u nonh-threatening way.

“How do yoy see

e price?”

“What do you ihinlgt%bpo"%ie -

“How do you fecﬁl1 ggr%% .
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11. HANDLING
THE PRICE OBJECTION page 5.45

If you've gone through steps 1 through 5 in the preceding section,
and still haven’t discovered the consumer’s concern or objection,
it is almost certuinly price. At this point, it is fime to Move on to step 6:
“Ask The Consumer About Price.” Becuuse mauny people dre sensitive
ubout mMoney, phruse your yuestion in u honthreutening munner
in the consumer’s modulity. The response will either be that it’s too

high, or it’s fine.

A. “It’s fine.” If the consumer truly believes the price is fine (und
you have covered dll other issues with the consumer), then he
or she probubly perceives the product to lack value. Expldain
that La-Z-Boy furniture is a greut value und it’s importunt to
you that your consumers understand that, Then it’s time to
pull out your “cunnon” — your strongest selling point/FAB.

B. “Too high.” If consumers tell you the price is too high, you
need to deftermine whether the price is high in relutionship
to their budget or to the value of the furhiture. When
cohsumer objects to u price, ucknowledyge his or her feelinys:
"I can certainly understand your concerns about the price.

Things are expensive today, aren’t they?”

1. "Is the price of this particular chair (sofa, loveseat, lamp, etfc.)
too high, or is it more than you wanted to invest today?”
2. "How much did you wanft to invest?”

3. Offer un ulternutive.
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Seek objections
and deal with them
openly. Buying signals
are beautiful things!

Check out the flow chart

on page 5.51
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@S20 The Demonstration

12. FINAL SHOTS page 5.50

If dll else has fuiled up to this point und the consumer is still not
prepured to muke u buyinyg decision, you huve three options to
choose from bused on euch individuul consumer und circumstunce.

These options ure provided below, in order of preference.

A. Write up the order as pending, get a deposit and set a
date for delivery. The delivery dute cun be the perfect tool
for presenting this option to your consumer, us you cun see in

the following exumple (follow your store’s office procedures).

Sules Associute: "Mrs. Jones, | know you want to make sure
your new sofa is delivered by the end of
the week, since you're having the party.
You're sfill a little uncertain about which
sofa to take. Why don’t we go ahead and
reserve a date for the delivery on our
calendar, since our delivery people get
very busy around the end of the week.
I would hate it if we couldn’t accommodate
your delivery wishes should you make your
decision too close fo the deadline. I'll just
write up your two choices on an order
form, collect a nominal deposit from you,
which is completely refundable, and call
you in a few days for the go-ahead. What
do you think?”
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Consumer: "Why do | need fo give you a deposit?”

Sules Associute: "It’s the only way | can reserve a delivery
date for you. The deposit is only $100.
When you decide which sofa you want
delivered, your spot on the fruck will be ot

reserved. You'll have your sofa for your

party. Isn’t that what you really want?”

B. Make a “be back” appointment. This "commits” consumers

to return ut u certuin time.

Sdles Associute: "Mrs. Jones, | really do want fo make sure

you find the perfect sofa and loveseat

for your living room. Let’s schedule an

appointment for you to come back in

a few days so we can work on this some

more. Here, I’'m available on Monday and

Tuesday evening. Since you work so close,

would after work on either of those days

be good for you?”

C. Make an In-Home Call appointment. Offer to schedule

an uppointment to visit the consumer’s home to mMedusure

and/or bring fabric sumples. Work within your store’s policy.

In-Home Cudlls should only be made when there is concrete

potentidl for additiondl business. The consumer must be

serious ubout buying.
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QS22 The Demonstration

Note: In generdl, it is not u yood ideu to let u consumer tuke

fabric sumples home. Some consumers shop G variety of stores,
picking up fabric sumples to take home und study. They will
have no guidance at home from you ubout how La-Z-Boy
products are superior to the others which they are compuaring.
To truly lead, guide und direct this consumer, you would heed
to be in her home studying dll the options with her.

A high percentuge of louned fubric samples get returned on
your duy off, dropped off by u child, dropped ut the front of
the store with another sales ussociute or are hever returned.
We seldom have requests o borrow the less popular fabric
sumples. Note how many sumples are “missing” from your wdll

due to unreturned lodns. Protect your business — don’t loun.

If you do loun, use high deposits und u tight tracking system.
This weeds out consumers who dre not redlly serious ubout
buyiny. As u Lu-Z-Boy sules professional, you're responsible
for delivering an exceptional consumer experience that
encourages u lifetime of consumer relutionship. However, this
becomes u redl chuallenge wheh you cun’t show your full line
of fubric options and the best fabric choices to your current
und future consumers becauuse the fubric sumples ure in U
cohsumer’s home. When a consumer sincerely needs the
fabric in her home to Muke her best buyiny decision, she dlso
heed her sules ussocidte there to leud, guide, und direct her

towuard the best option.
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13. CONCLUSION page 5.55

As you cun see, openiny, guthering information und the
demonstration ure wrapped up in U credutive, supportive, curing
und efficient presentution. As u Lu-Z-Boy sules ussociute, you huve
u lot of tools in your toolbox: The skills you've developed thus far,
your persondl charm, Intellitek, design training, the La-Z-Boy hume
und yudlity and u wide variety of well-designed merchundise
displayed to perfection. By muximizing the use of dll the tools, you
will be dble to professiondlly leud, guide und direct every consumer,
every fime, thoroughly and completely while providing outstanding
conhsumer service.

@

Notes
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