
attending the event.  This pre-selling process was 

critical to the success of the event as it added a 

personal touch and made all prospects feel like the 

event was being held specifically for their benefit.  
 

Adam Barnes, Atlanta General Sales Manager, sum-

marized the event, òOur first MarketPoint Sales Event 

was very fruitful compared to same day sales last year. 

Our store traffic was up 65% and we wrote 78 tickets 

vs. 12 last year. The event only cost us $1,400 to send 

out 1,600 postcards and write over $135,000 in busi-

ness. I spent 1% of the total sales to market this event. 
 

MarketPoint is a fast and easy way to gather and man-

age prospect information. It allows us to reach out to 

prospects that we know are actually in the market to 

buy furniture, because they have been in our stores 

within the last 28 days. Our next step is to continue to 

coach our sales staff on gathering prospect names, 

addresses and phone numbers and entering them in on 

a regular basis to ensure each private sale is a success.ó  
 

Tom DeGoey, La-Z-Boy Atlanta Owner/GM, was 

enthusiastic about the success of the event, òTo be 

able to increase average store sales by such a signifi-

cant amount is huge!  This event has demonstrated that 

implementing the MarketPoint software and lead man-

agement system was absolutely the right call for us.ó 
 

Atlantaõs next special sales event is scheduled for 

March 26th. 

Seven Atlanta area La-Z-Boy Furniture Galleries 

franchises are amazed at the results of their first 
special sales event using their recently imple-

mented MarketPoint direct marketing campaign 

management software.  
 

The software was installed in early January. For 

the next several weeks the Sales Associates 

engaged potential customers and encouraged 

them to provide their mailing and phone infor-

mation.  Once the prospect had left the store, 

the Sales Associate entered them into Market-

Point.   
 

Once they had collected approximately 1,600 

prospects, they used MarketPoint to generate 
the mailing list.  After list clean up, it was 

merged with the invitation postcard, and mailed 

First Class to all prospects.  
 

Three days after mailing, the salespeople started 

calling each of their prospects to confirm that 

they had received their invitation and would be 

Atlanta La -Z-Boy Furniture Galleries 

Stores Exceed Expectations with 

First MarketPoint Sales Event.  

Diary of a Sales Manager - My First MarketPoint Event  

Adam Barnes, General Sales Manager of 7 Atlanta 

La-Z-Boy stores, had been preparing for this spe-

cial sales event for weeks.  In early January, they 

installed MarketPoint from ServerLogic. The soft-

ware allows his sales staff to quickly and easily 

capture walk-in prospect contact information, 

that can subsequently be used to create ex-

tremely effective and targeting direct mail cam-

paigns.   

Here are his thoughts prior to having their first 
sales event:  òThis coming Thursday will be our first 

MarketPoint sales event.  We have collected over 

1,600 names and have mailed a postcard inviting them 

to the event.  We had a managerõs meeting last Thurs-

day where we reviewed the event in depth.  Each man-

ager received a copy of every prospect that has been 

entered into the MarketPoint system from their store, 

listed by sales person, so they could easily make copies 

and give out to the sales associates.  We also gave 

them a copy of a telephone dialogue that each sales 

person can go through with their prospects.   

(continued on page 3) 
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Welcome to our newest 

customers!  

¶ La-Z-Boy Furniture Gal-

leriesñColorado 

¶ La-Z-Boy Furniture Gal-

leriesñNew Mexico 

MarketPoint 

Features  
 

Developed specifically for 

the Retail Furniture 

Market  

 

Easyðto -use, single screen 

data entry  

 

Low maintenance 

òhostedó solution 

 

Tracks prospects in 

database 

 

Automatically merges 

prospect data into 

marketing collateral  

 

Integrates with many off -

the -shelf door counter 

systems  

 

Great ROI ñtypically 

after only 2 -3 sales events 

 

Converts shoppers 

into customers!  



Even though the MarketPoint software is very effective, I have to emphasize the importance of fol-

lowing the correct Prospect Management procedure to ensure you have a successful sales event. We 

planned an event in Phoenix for February 14th, so we began collecting prospect data on January 10th 

and inputting it into MarketPoint. Our cut-off date was February 8, six days before the event. Over 

the next 2 days, we created the prospect list, checked it for errors, and mailed a total of 950 invita-

tions (at a cost of $700).  Beginning Monday, February 11, our sales people began calling prospects to 

confirm their attendance.  This effort resulted in a sales day of $166,000 for the nine stores in AZ. 

When we compare this day to the average sales for a weekday of $80,000, we called this a success!  
 

There are many factors that make for a successful sales day: 

ž A good collection rate - salespeople have to be coached on how to build relationships with 

their clients that are such that the client will give them their contact information. Each salesper-

son should be entering 8-10 prospects a week based on an average traffic of 30-40 opportunities 

a week. 

ž Mailing date should be as close to cut -off date as possible. The best prospects are those 

that have shopped most recently, So pulling the list, quickly cleaning it up and getting it to the 

mail house is critical. Make sure the invitations are mailed First Class, to ensure they arrive a few 

days before the day of the sale. 

ž Follow -up with invitees just prior to sales event. Phone calls to the prospects on the list 

to remind them of the event must be made. Each salesperson will have access to the list of peo-

ple have received invitations.  They must call and ask them if they received their postcard and 

make an appointment to see them on the sale day. 

ž Hype the day and take advantage of the offer! Some customers will come in that are just 

shopping for the day. Use the 10% off discount to drive close ratio for the day and get some 

sales made that would not have been made otherwise. 

ž Evaluate successes from the event and resolve to improve the next one. There are 

great coaching opportunities that come from these events that will help salespeople to become 

more successful in managing their client list. 

The Inside Track (how to be successful using MarketPoint) 

ServerLogic Welcomes New MarketPoint Customers!  

òMarketPoint 

has paid for 

itself after just 

3 special sales 

events,ó  

 

Ed Breunig, 

LZBFG - Phoenix 
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MarketPoint òSteps to Successó 

 by Ed Breunig, LZBFG - Phoenix 

Prospect Invitation Postcard 



Designed specifically for La-Z-Boy independent dealers by ServerLogic, ProductPoint will help eliminate 

costly custom order errors, simplify creating and printing floor books, and generate custom price tags.  

Todayõs business is all about customer satisfaction. Customizing your product offerings to meet the needs 

of a diverse customer base is essential.  
 

ProductPoint replaces the error-prone and inefficient processes involved with product customization and 

SKU creation with a more intuitive, visual system that links directly to the La-Z-Boy product list.  The soft-

ware allows you to create custom furniture packages called vignettes that help customers better visualize 

product combinations and room settings.  It will also help you present and track these items using SKU 

number generation, price tag printing, and custom catalog creation and printing. 

ProductPoint Features  
ž Validates new special order SKUs against 

LZB product database. No more rejected 

orders from LZB. 

ž Generates and prints price tags to include 

price by grade for special orders, options 

pricing, dimensions and sale price. Tags can 

be generated using various ranges or one 

at a time.  

ž Products and vignettes can be easily 

browsed, edited and saved. 

ž Custom room designs and vignettes can be 

easily created and stored. 

ž Easy integration with your existing business 

processes, including the GERS/Escalate and 

other retail systems databases. 

 Attention GERS Users! ProductPoint Makes It Simple.  
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Atlanta Sales Manager Prepares for First MarketPoint Sales Event  

(continued from front page) 

I have either seen or talked to each manager between Saturday, yesterday, and today to review that all points 

are being executed to ensure that the sale goes smoothly.  There is a large amount of optimism for the 

sale.  Everyone is very excited about the event and the possibilities that it could mean to finish the month very 

strong.  We have actually had quite a number of calls from prospects who have received their postcard in the 

past 2-3 days, which also has everyone excited.  Weõre looking forward to a great event!ó  

Adam neednõt have worried.  Once the dust had settled after Thursdayõs event, each store had re-

corded a 5-fold increase in same day sales! Across the 7-store market, the gross sales for the 

event exceeded $135,000.  

The storeõs marketing team was also pleased that MarketPoint was such a hit with their sales team.  

Not only did it help them increase special event sales by an average of $18,000 per store, it has made 

it possible for them to run special invitation sales events even more frequently. The first sales event 

was so successful that it more than paid for the MarketPoint software by generating an additional 

$110,000 of revenue. 

Normal Thursday Sales: $25,000  

With MarketPoint: $135,000 

Pieces mailed: 1,600  

Cost: $1,400 

Why is this man smiling?  

 

Adam Barnes 

General Sales Manager 

LZBFG - Atlanta 

 

Custom SKU Creation using ProductPoint 
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10300 SW Greenburg Road 
Suite 400 

Portland, OR 97223 
 

Phone: 866-838-6932 
Fax: 503-416-3111 

www.serverlogic.com 

SERVERLOGIC 

CORPORATION  
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<city, st  zip>  

Visit Us on the Web 

at 
www.serverlogic.com 
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Come Visit Us at  High Point Spring Market!  
Find out how MarketPoint can help your stores generate 3-5 times more sales 
from special sales events.   

See how other La-Z-Boy dealers have taken advantage of MarketPoint to con-
vert shoppers into customers. 

Who: La-Z-Boy Marketing and Sales Managers 

Why: Maximize your marketing dollars 

What: Informative Seminar - Appetizers and Hosted Bar 

When: Saturday, April 5, 6:00 PM ς 8:00 PM 

Where: Radisson Hotel ς 135 South Main, High Point  NC 

 
Call 866-838-6932 to sign up for this business 

changing event . 

MarketPoint - Business. Done Better.  


