
For the Preferred Shopper Event held on Thursday, 

August 21, Jeff offers the following statistics: 

ž Prospects were collected for 4 weeks 

ž 375 special invitations were mailed 

ž Typical average sales for Thursday for two stores 

totaled $11,000.  Special event sales across the 2 

stores were $82,000 ð a 7x multiple of their 

average sales 

The Albuquerque, NM La-Z-Boy Furniture Gal-

leriesõ staff is amazed at the results of their Pre-

ferred Shopper Events using their recently im-

plemented MarketPoint Special Event Manage-

ment software from ServerLogic.  

Jeff Mauldin, owner and general manager, says 

òBy using MarketPoint, we have increased the 

average Thursday sales for our two stores by a 

factor of seven.  And we are getting close to a 

6% buy rate; not traffic returning, but customers 
converting as a percent of mailers sent, Our 

tickets during these events are 80% higher than 

our average ticket.  I couldnõt be more pleased!ó 

Jeff installed MarketPoint in late March and held 

his first Preferred Shopper Event on April 17.  

That event generated an additional $45,000 in 

sales as a direct result of the MarketPoint gener-

ated mailers.  Since then, Jeff has held Preferred 

Shopper events every month (always on a 

Thursday) and has generated over $225,000 in 

additional sales.  His direct mail and printing 

costs for these 5 events total a mere $1,950.   

òItõs interesting to note across all of our events, 

that the customers that attend our Preferred 

Sales Events as a result of receiving the special 

MarketPoint generated mailer spend an average 

of $800 more than those who attend the event 

for other reasons,ó  

MarketPoint -Driven Special 

Sales Events Produce Results!  

MarketPoint òCo-Pilotó Feature Provides Valuable Sales Data 

Todd Hutchinson, MarketPoint Product Man-

ager, has announced the availability of a powerful 

new MarketPoint feature called Co-Pilot. Co-

pilot is a reporting tool that will help sales and 

marketing managers track the effectiveness of 

their special sales events.  It automatically tracks 

the number of prospects entered by sales asso-

ciate, the number of prospects that convert to 

customers and the amount of sales generated by 

the direct mailer by sales associate.   

(continued on page 3) 
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Welcome to our newest 

customers!  

¶ La-Z-Boy Furniture Gal-

leriesñLas Vegas, NV 

¶ La-Z-Boy Furniture Gal-

leriesñSanta Rosa, CA 

¶ La-Z-Boy Furniture Gal-

leriesñVancouver, BC 

¶ La-Z-Boy Furniture Gal-

leriesñEdmonton, AB 

MarketPoint 

Features  
 

Developed 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 1 -3 special sales events 

 
Converts shoppers into 

customers!  
 

New Co-Pilot dashboard 

that tracks special sales 
event performance  

La-Z-Boy Furniture Galleries - Albuquerque, NM 

Indicators  Totals  

Avg event sales ticket  $    2,120  

$ per up-advertising cost  $         39  

$ per up sales  $    1,292  

Avg sales ticket with postcard  $    3,218  

Closing rate 60.9% 

Avg sales ticket w/o postcard  $       700  

Buy rate 5.9% 
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High Point Market 

in the La -Z-Boy 

Showroom.  



Holding special preferred sales events is a proven way to increase sales.  However, these events are 

difficult to manage and require precise timing in the delivery of pre-event marketing material and lead 

collection. MarketPoint was developed to automate many of the manual tasks necessary to success-

fully execute these events.  It also provides a repeatable process of gathering and qualifying prospects.  

Here are some of the reasons why MarketPoint makes sense. 

1. Without the help of MarketPoint, dealers will not run these profitable sales events as often as 

they would like.  Itõs just too much work and requires too much extra effort to manually print 

letters, get envelopes, buy postage and have salespeople gather the prospect information to do 

these events more than once a quarter.  

2. Running a sales event once a month will fully amortize the cost of the MarketPoint software in a 

short period of time. For my nine stores, the cost to pay for the software using a 12 month 

payment plan is $6,000 a month including support and hosting. The event cost is less than 

$2,000 to mail and my average additional gross profit generated is $50,000. In year two, after 

the software is paid for, the monthly cost is only $1,400 for hosting and support. So the total 

monthly cost goes down to $3,400 a month including print and mailing to generate $50,000 a 

month in additional gross profit! There could not be a more efficient way to drive a sale event! 

The bottom line is, like in the Albuquerque stores, we paid for our yearly software licensing and 

maintenance with added gross profit in less than 60 days! 

3. MarketPoint develops good sales habits- the number of prospects we enter into the MarketPoint 

system is growing. When the sales staff sees the effectiveness of using this system, they become 

motivated to collect contact information from their customers.  This is huge! 

4. If these good sales habits are built upon collecting prospect data using MarketPoint, then when 

RMS is implemented, the dealers can immediately begin taking advantage of the lead collection 

aspect of RMS. 

5. This product costs less than one print ad per month and I think the results speak for themselves. 

No ROP ad produces the results that this program does - period. An apples and apples compari-

son would make MarketPoint look so much better than any other ad media. Response rate on 

direct mail is measured by total traffic during an event divided by the pieces sent. (e.g. 4,000 
customers / 1 million pieces sent results in a 0.4% response rate) When we look at MP we are 

getting a 3% plus buy rate. (e.g. 3 customers purchase using a mailer / 100 pieces sent results in a 

3.0% buy rate vs. 0.16% buy for standard direct mail, assuming 40% close rate) No direct mail 

program comes close to the response generated from a MarketPoint-driven sales event. 

In a letter discussing CRM tools that went out to all LZBFG owners, La-Z-Boy Corp.õs Vice-President 

of Marketing, Doug Collier, mentions the effectiveness of holding preferred sales events as often as 

possible to generate additional sales in challenging economic times.òYou are all aware of the power of 

private sales events to drive incremental sales, particularly with recent leads. These are not easy 

events to manage as they involve a lot of work and take significant discipline and as a result are not 

run much more than quarterly in most operations.ó 

 

Doug goes on to state that, although La-Z-Boy doesnõt formally endorse any programs to help man-

age these events, he does feel that MarketPoint is a valuable and effective tool to increase sales.òThe 

MarketPoint system is a quality solution that provides a number of benefits which can make the pri-
vate sales event and lead follow-up process more efficient and effective. This translates into the ability 

to run these events more frequently, even as often as every three to four weeks. There is no doubt 

that a tool which allows more disciplined lead gathering and private sales event management has the 

potential to generate incremental sales in a period when we all need every sale we can get.ó 

 

We at ServerLogic appreciate Dougõs recommendation and encourage you to contact us to find out 

how easy it is to get started using the MarketPoint system. Come see us in the La-Z-Boy showroom 

at High Point. To help you make that decision, weõve created several new payment plans that will 

make it easier for you to implement this great new sales tool.  We promise we won't let current 

budget limitations or the difficult marketplace get in the way of letting MarketPoint help you organize 

and capitalize on special sales events. 

The Inside Track (Hereõs Why MarketPoint Makes Sense) by Ed Breunig 

Preferred Sales Events - A Proven Way To Increase Sales  

òMarketPoint 

has paid for 

itself after just 

3 special sales 

events,ó  

 

Ed Breunig, 

LZBFG - Phoenix 
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ServerLogic designed ProductPoint specifically for La-Z-Boy independent dealers.  It helps 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 di-

verse 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 Special order and SKU generation, using a 

visually intuitive tool 
ž Generates and prints product price tags.  

Products may be selected by category, 

family, store, inter-store transfer, SKU, 

vender and VSN 
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 busi-

ness processes, including GERS/Escalate 

and other retail systemsõ databases 
ž Easy to install ð integration is handled 

quickly by ServerLogic, not your IT staff 

 Attention GERS Users! ProductPoint Makes It Simple.  
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MarketPoint òCo-Pilotó Dashboard Tracks Sales Event Effectiveness 

(continued from front page) 

With this information sales managers can compare 

the effectiveness of each event and determine how 

best to invest valuable marketing dollars.  Since Co

-Pilot also tracks prospect collection, and sales 

down to the sales associate level, you can use it for 

coaching better performance from your sales staff.   

The fact that knowledge is power is never dis-

puted. But the key question is how to acquire it.  

Co-Pilot can help you slice and dice historical sales 
information so that you can track trends and meas-

ure how long it takes for a prospect to respond to 

a specific marketing event.  It can provide you with 

critical sales and marketing information so that you 

can make informed and sound decisions about 

where to spend your hard earned marketing dol-

lars. 

This new enhancement to MarketPoint will be 

available starting September 18. 

Custom SKU creation using ProductPoint 


