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As we take Expressions In Woodcraft 

in some new directions, our mission is 

two-fold: One is to give our readers 

(retail store owners) more “arrows in 

the quiver” that can be used as sales 

tools. 

Our lead article in this issue is about 

finishing. It’s meant to give you more 

information on exactly what it takes 

to make these beautiful pieces of fur-

niture look great and how you, in turn, 

can use this information when work-

ing with your customers — not only to 

explain the process, but also to help 

them understand costs. Anything we 

can do to help customers understand 

the process is one more step toward 

a sale. 

In this issue we’re also sharing infor-

mation about another possible profit 

center that you can add: Outdoor 

structures.  

In the last issue we discussed adding 

a line of kitchen cabinets to your furni-

ture store. As we’ve worked with re-

tail furniture store owners over the last 

couple decades we’ve found that vir-

tually all of them get questions about 

cabinets on a regular basis. So why 

not add your own line, and stop 

sending those profits down the 

road?! We’re aware that some retail-

ers already do this, but the point is, 

it’s something to think about and per-

haps give serious consideration. 

The same goes for our story in this 

issue, titled “Outdoor Structures: The 

Business OUTSIDE Your Business” 

We’re fully aware that not everyone 

who reads these stories is going to 

add a line of cabinets or outdoor 

structures. But again, it’s something to 

think about. 

Opening up new profit centers within 

your existing space is something that, 

frankly, every business should 

consider, no matter what they sell. 

Where furniture is concerned, 

customers tend to be extemely loyal. 

It’s quite common for people not only 

to be repeat customers, but also to 

bring their children or even 

grandchildren to the same place they 

purchased their furniture. If you can 

build on top of that loyalty by 

increasing the number and kind of 

products you offer, why wouldn’t 

you? 

 Food for thought. Thanks for reading.
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Furniture 101: 
The Story 

Behind The Stain

Eddie Schlabach has furniture stain in his blood. 
OK not literally, but the Dundee, OH-area busi-

nessman has been finishing and staining furniture 
since 1999, so it’s safe to say that with 23 years of ex-
perience, he’s one of the leading experts in the ever-
growing field. 

Schlabach is the owner-operator of Schlabach fin-
ishing, an 18-employee business located in the heart 
of Ohio’s furniture-producing region. In these pages 
we’ve often reported that, if you want to see what’s 
new, hot or selling well in the hardwood furniture in-
dustry, you only need to visit one of the area’s numer-
ous finish shops. 

But up until now, we’ve not really spent any time 
discussing just how it’s done. That is, we’ve never re-
ally discussed the steps involved in creating the beau-
tiful finish on the handcrafted, solid wood furniture 
for which this region is so well-known. Expressions in 
Woodcraft editor Jerry Klingerman recently toured 
Schlabach’s shop (something he’s done on several oc-
casions), and asked Eddie Schlabach to explain the 
finishing process. 

Why is this important? There’s an old saying in the 
marketing world that, “a confused mind always says 
no.” That is, the more your prospect understands 
about your product, the more likely he/she is to pur-
chase. Where high-quality hand-crafted furniture is 
concerned, knowing how it’s made — and, frankly, 
why it costs more than the imported stuff from the Big 
Box stores — gives you an important set of tools you 
can use to educate your customers. We invite you to 
follow along, and share this information with every-
one on your sales floor and marketing team. 

 

EXP: How long have you been involved in furni-
ture finishing? 

Schlabach: I started finishing in 1999, so 23 years. 
EXP: What are some of the biggest changes you’ve 

seen during that time? 
Schlabach: Probably the biggest industry change is 

the use of Soft Maple (often referred to as Brown 
Maple.) This wood species has been good to sales in 
the industry because it helps achieve a more modern 
look that is harder to achieve with oak, cherry, wal-
nut and hickory. Also, the demand for domestically 
crafted goods holds a much larger market share than 
in the past. As we are more and more competitive in 
American markets. Imports and Global logistics is-
sues have helped our industry in being more compet-
itive. 

[A Conversion Varnish, also called a catalyzed fin-
ish, uses a fast-acting catalyst that is activated just 

Continued on page 8

A coat of finish is applied to a bench. This is just one step in 
the process; once dried, this piece will be sanded again be-
fore a “topcoat” is applied.
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Story behind the stain 
Continued from page 6

Attention to detail is taken to a new level with Schlabach’s custom-made drawer 
glide guards. Eddie Schlabach explained that they came up with this simple — but 
effective — device to protect drawer slides during the finish process. The purpose, 
though, is two-fold: Not only does it keep the slides from getting coated with 
stain, but it also allows the finisher to leave the drawer slides in place, rather than 
removing and reattaching them. Thus, the slides stay in the exact spot the builder 
placed them, and also stay clean. True, it’s a labor-saving device, but it also en-
sures the best fit possible.

Particularly where glazes, rubs and multi-step finishes are concerned, there is a 
surprising amount of work that can only be done by hand, one at a time. These 
processes take time, but also allow for an intense amount of attention to detail. 
Here, a worker applies a coat of off-white finish to a drawer piece before it’s as-
sembled. 

Continued on page 10

prior to being applied. The cata-
lyst includes a hardening agent 
that provides additional durabil-
ity.] 

EXP: Can you tell us a bit about 
conversion varnishes? 

Schlabach: The Conversion Var-
nish has not changed a lot in re-
cent years. One thing retailers 
should know is Conversion Var-
nish takes 30 days at 70 degrees 
to achieve full cure and maximum 
protection. Conversion Varnish is 
the most commonly used coating 
in the high end furniture market. 

EXP: Multi-step finishes are 
very popular today. When did you 
start seeing those? 

Schlabach: I started seeing 
high-end, multi-step Finishes 
probably 20 Years ago, as I used to 
finish for Homestead Furniture in 
Mt. Hope Ohio, and they were a 
leader in using high end multi-
step finishes. 

EXP: Most people — maybe 
even store owners — don’t know 
the exact steps, or the number of 
steps involved in finishing a piece 
of hand-crafted furniture. Can 
you explain the steps for our 
readers? 

Schlabach: First, we sand and 
inspect the piece for any defects. 
It’s always possible that a scrape 
or nick can happen between the 
builder’s shop and our location, so 
we definitely give every piece a 
good “once over” as it’s sanded. 

Next, we move it to the spray 
booth, where we spray on a coat 
of stain, wiping the stain and hand 
rubbing the stain to achieve the 
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(Below) After a coat of 
finish is applied, these 
doors will stay on a dry-
ing rack until it’s time for 
the next step in the 
process.

<<<With the first coat of 
stain applied, this enter-
tainment center is being 
sanded after sealer appli-
cation, in preparation for 
final topcoat. Each piece 
needs sanded between 
sealer and topcoat for a 
smooth silky feel.

Continued on page 34

desired color. 
Then a sanding sealer is ap-

plied. Then we dry that sealer, 
and then sand the sealer, and 
then remove all the dust be-
fore spraying on the topcoat. 

After that, the piece moves 
over to a part of the shop 
where it receives a final in-
spection and assembly. We’ve 
actually developed a process 
in our shop where we try to 
leave the drawer slide hard-
ware in place as it came in 
from the builder. This saves us 
time, and allows us to remove 
some of the margin for error, 
because drawer slides stay in 
their exact original position 
(see photo on page 8, top). 
We then wrap each piece to protect it from dust and for-
eign matter. From there, we ship to the store or warehouse. 

EXP: Probably the number one question that gets asked 
in stores is, “How do I care for this?” That is, consumers 
want to know how best to care for their high-quality, 
handcrafted furniture. 

Schlabach: We work with FinishWorks products, and 
they’ve put together a very helpful guide that stores can 
provide to customers. (See page 34.) There are definitely 
some “Dos and Don’ts.” Probably the biggest “don’t,” and 
this is surprising to people, is don’t use wax, or off-the-shelf 
furniture polishes that contain wax. But, other than that, 
basically all you need to do is use a soft, moist cloth, and 
then a dry cloth. That’s pretty much it. These finishes are 
very durable. 

EXP: Multi-step finishes have allowed furniture builders 
to produce some incredible looks. But we also know they 
take much more to finish than a “normal” piece. Can you 
explain this a bit? 

Schlabach: Multi Step Finishes are all about detail. Glaze 
is applied after stain or paint to achieve a specific look and 
highlight high-end moldings and other accents. Dry or wet 
glazes may be used to achieve desired looks. Rub-through 

Story behind the stain 
Continued from page 8



112022 Issue 2 | Expressions in Woodcraft





132022 Issue 2 | Expressions in Woodcraft



14 Expressions in Woodcraft | 2022 Issue 2

5 Questions Your Marketing 
Efforts Need To Answer

By Bob Berryhill 
 

Are you looking to grow your business and in-
crease sales? Are you making the most out of your 

website or your social media as you possibly can? Are 
you employing other digital marketing tools?  

Whether you run a large multi-store organization 
with an internal marketing department or are the 
owner of a small furniture store and rely on an exter-
nal marketing agency like Infinite Digital Solutions, or 
are doing it yourself, you need to know whether your 
efforts are working. You are 
spending hard-earned money 
in your marketing efforts, and 
you need to hold yourself, 
your team or your agency ac-
countable. But first you need 
to know the right questions to 
ask. 

I’ve put together some ques-
tions that we’ve learned will 
give you the most insight into 
whether you’re on the right 
track toward meeting your marketing objectives or if 
you need to switch up your marketing mix to boost 
your business’ success. 

First, before we go to the questions, let’s have a 
quick discussion directed to the small business owner 
and not the large corporate organization. If you’re 
doing your own marketing you need to ask yourself, 
“Am I able to do an effective job and measure my ef-
forts into actual result versus a hit and miss strategy?” 

Let’s face it, most independent store owners are 
doing everything from handling customers, placing or-
ders, delivering orders that have been received, mop-
ping the floors, dusting the furniture to even cleaning 
the restrooms. You need to be honest with yourself 
and ask if you really have the time it takes to develop 
an effective marketing strategy for your store that will 
have measurable results; or are you so busy doing the 
important job of running your small business and 
keeping your head above water because you do not 
have the hours in the day to do everything you need? 

My recommendation to you is to get help, either in 

the form of a professional marketing agency like Infi-
nite Digital Solutions, who knows furniture and the 
Amish furniture industry, or hire someone that has ex-
perience (more than just creating a Facebook post) 
and who has a proven track record of measurable re-
sults. 

Regardless of the size of your business, let’s look at 
some effective ways to help your organization. 

 
1. What is the company’s strategy, and how does 
your marketing efforts further your goals? 

Your business should have a 
clearly defined mission that 
everyone on the team is working 
toward, along with a strategy that 
will help you realize that mis-
sion. Keep in mind the words of 
Benjamin Franklin “By failing to 
prepare, you are preparing to 
fail.” Your marketing efforts 
should have a documented strat-
egy In fact, businesses that create 
and document a marketing strat-

egy are 538% more likely to succeed, as opposed to 
those who don’t make the effort of writing down your 
goals. Marketing goals should also support and com-
plement the overall strategy of your marketing efforts. 
If your marketing efforts aren’t aligned with the store’s 
overall strategy of sales growth, there’s no point in ex-
ecuting them – and the unaligned strategy could actu-
ally be detrimental to the growth of your business. 

Here’s an example: Let’s say the mission behind 
your furniture store is to build and maintain a rela-
tionship with each of your existing customers. (As it 
should be! People who’ve already bought from you 
will always be your best prospects.) Your strategy 
could be partnering with area designers to keep cur-
rent on the newest design trends in the furniture in-
dustry and send out a monthly letter. Or have an 
evening with top designers (which may be you as a 
furniture professional) in your town for an intimate 
gathering in your store to discuss design trends and 

Continued on page 16
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colors. Through this type of gathering, not only are 
you building a loyal customer base, but you are also 
developing a relationship with area designers or are 
on the front end of consumer choices in a lot of cases 
and can direct potential sales to your store. 

If your marketing has centered its strategy around 
sending out a random letter, it’s not aligned with 
where you’re trying to grow your business. On the flip 
side, if your marketing strategy is all about acquiring 
new customers and referral partners, your whole busi-
ness will be in alignment and moving toward the 
same goals. This is the kind of answer you’re looking 
for. 

 
2. Who are we trying to reach? 

You need to define who your customer really is. Is it 
the 50+ crowd that you currently have buying from 
the store, or is it the 35+ crowd (with whom you can 
share the benefits of American hardwood furniture) 
that you also want to attract to the store? Once you 
know your strategic direction make sure your market-
ing team and efforts are in tune with who your target 

audience really is. It’s nice to think that “everyone” is 
your target customer, but in reality, you need to build 
a marketing strategy that has a specific target audi-
ence. When you ask your marketing team about this, 
their answers should be in-depth and should ideally 
come in the form of customer profiles which are 
formed by combining demographics, market research 
and existing customer data. 

Another important note: The customer profile your 
marketing team has today should not be considered 
final. Ideas and trends can rapidly change. For exam-
ple, a Social Media influencer may talk about an awe-
some new Amish-crafted table they just purchased 
and how wonderful it is compared to the cheap stuff 
that can be purchased in any Big Box store. You can 
piggyback off of such posts. Your customer profile 
should regularly be updated as new information be-
comes available, and as customer trends and data 
changes. Case in point: Successful marketers are 
242% more likely to report conducting audience re-
search at least once per quarter. 

 
3. What is our message? 

Once your marketing team has your audience(s) 

Five questions... 
Continued from page 14

Continued on page 30
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The Park Avenue Bedroom from Meadow Wood Furniture is an eye-catching combination of the distressed look and 
other stylish design cues, including clean, square lines, inset drawers and oversized pulls on the case goods and a 
modern/contemporary headboard/footboard combo that features tufted insets. — See ad on page 18

<<<The Gateway Occa-
sional with Live Edge Top from Deer 

Valley Furniture features a unique 
half-circle design with strong Mid-Century 

Modern cues. It’s one of several “Live edge” 
offerings in different collections. Even better 

than the styling: This is a Quickship 
item! Top options also include our 

popular Rivertop. — See ad on 
back cover

>>>Imagine unwinding from a long day 
and spending quiet, peaceful evenings 
in the #AR35 Auntie’s Rocker from 
Buckeye Rocker. This beautiful item is 
one of the first chairs they made and, 
with its unique combination of style and 
comfort, it’s easy to see why it’s still a 
top seller. Shown here in Oak with Bel 
Aire stain and L330 Carmel Leather, all 
you need to do is set this on your show-
room floor and watch what happens!  
— See ad on page 17

>>> At Quad M Rustics we believe few things 
match the natural beauty of real 
wood. That certainly is the case with 
our stunning Buck-
eye Burl Cof-
fee table. 
When 
you 
con-
sider that 
every 
one also is a 
of-a-kind item, you’ll see 
it’s the perfect piece for your 
home, cabin, man cave or anywhere that you 
need your own unique style to shine 
through. Shown with stump base.  
— See ad on page 37
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>>>Looking for an occasional/end table that does it all? Check out the 
A121200RC Allabout from Superior Woodcrafts! It not only sits on a 350-degree 
swivel base w/stop, but also includes 
three drawers, a slide-out tray 
and optional electric con-
nections and USB ports! 
The pullout has a full-extension 
slide that can extend over a 
chair or sofa. (Also shown: tilt-
out trash bin configuration) 
Numerous options available; 
it’s easy to see why this is a 
very good seller! — See ad 
on page 40

>>> The #1050 Tiverton Recliner and Tiverton Chairside 
table from Quality Fabrications are available with select 
options on an approximate 6-8-week Quick Ship program! 
This attractive collection features reclaimed wood, and is 
sure to be a popular choice, especially with its fast turn-
around time. — See ad on page 47

<<< Clean lines, a smaller stature and comfort-
able seat are the key features of the Cordele 
Chair from Dining Solutions by Farmstead 
Acres Wood This sleek, modern chair is shown 
here in Fabric #4-131 Igloo, and Sap Cherry 
with Husk stain  — See ad on page 43

>>> Fisher’s Furniture 
presents the Arcadian Buf-
fet. With its beautiful two-
tone finish, rustic/rough- 
sawn features and stylish 
door pulls it’s easy to see 
why this model is a top 
seller! Available with inte-
rior lights. — See ad on 
page 3

>>> The Marco chair from  
Horseshoe Bend Chair is 
characterized by a distinctive 
large, wide single slat in the 
back that is bowed two 
ways. Add in the rolling seat, 
and you have fea-
tures that com-
bine for 
maximum comfort!  
— See ad on page 
28
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Featuring eye-catching dual wide 
slats that curve gently, the Stowan 
Chair from Shady Lawn Oak is the 
perfect combination of style and func-
tion, and pair well with almost any 
table. —See ad on page 46 

What could be more relaxing than 
spending the evening in the #194 
Sleighback model by Gliders By 
Miller? One of their smaller chairs, 
it features upholstered arms and 
all-foam cushions, which give it a 

firmer back. Its avail-
able in Oak, Br 
Maple, Hickory, 

Cherry, and 
QSWO. —See ad 

on page 31 

Unique in its own way, the Avalon Hutch from Townline Furniture has “the 
look,” yet is fully functional, with soft close doors, soft close drawers and 
an added wine bottle holder with a serving area, plus the more modern 
touch of an open shelf. —See ad on page 12 
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(Below) The Silverton Dining Collection from Emerson 
Woodcraft is crafted entirely of reclaimed barnwood. The 
solid-top plank-style table is highlighted by large, sturdy legs 
and the chairs have large, curved slats and a comfortable 
scooped seat. — See ad on page 11

>>>New for 2021  from Buss Road Woodcraft is the exciting Taunton Collection. With its Mid-Century Mod-
ern styling it’s destined to be a top seller, and it’s easy to see why: The bed is reminiscent of a platform style, but 
showcases a thick, angled headboard and breadboard ends. The case goods feature an interesting angled leg 
combination as well as inset drawers. Shown here with a hardware mixture of knobs and pulls.  — See ad on 
page 15

>>>The Centre Collection from Quality 
Wood Products is simple yet Timeless! 
Life can be complicated, but fixing your 
morning brew won't be when using our 
coffee bar designed especially for you! — 
See ad on page 2

 <<<What happens when you take the clean uncom-
plicated lines of the Mid-Century look and then add 
live edge in the headboard and footboard? The Cas-
tle Bed from Meadow Rock Furniture! The metal ac-
cents, combined with Rustic, Natural Walnut 
complete this stunning piece, which is sure to create a 
good presentation in your showroom — makes an im-
pression on your customers! — See ad on page 11

New for 2022 from 77 Woodcraft 
is the Chelsea Collection! A total of 
five pieces are available, all featur-
ing full-width, deep drawers for 
plenty of storage. Shown here in 
beautiful ruffsawn Brown maple, this 
set is sure to get a lot of attention on 
your showroom floor. —See ad on 
page 35 
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^^^If sewing is your thing, Timberside 
Woodworking has just the accessory you need — a 

beautiful sewing cabinet that not only stores your machine, 
but also features tons of storage space! Available in sizes for both big 

and regular-sized machines, with lots of styles and finishes to choose from. — See ad on page 39

>>>The Roland Chair from Wengerd 
Wood Products features four lumbar-
style curved slats in the back that enve-
lope your back, while the seat is 
contoured to fit as well — it all combines 
for a very comfortable chair. Shown here 
in Sap Cherry with a Cocoa stain, this 
model pairs well with nearly any table.  
— See ad on page 9

<<< For those situations that call for a 
smaller footprint, but still demand 
style, consider the Lexy Dining Table 
from Interior hardwoods. Shown 
here in an attractive two-tone combi-
nation with rustic wood. This heavy 
well-built dining table is designed to 
last a life time. Minor customization 
and different edge profiles also avail-
able. — See ad on page 29
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<<< Pioneer Woodworking 
presents a beautiful 

new option for din-
ing, with the Post 

Mission Chair, paired 
here with a square-leg 

table. The chairs are con-
structed of Walnut in the 

legs and back, with Wormy 
Maple in the seat and slats. 
The table features a Wormy 
Maple top with Walnut 
base/legs. Stunning!  
— See ad on page 18

<<<Hidden Hollow Wood and Upholstery 
offers a full line of wood and upholstered furni-
ture in a number of designs, including its latest 
offering, the Jasper Arm Chair. Gently curved 
arms provide an inviting look to this classically-
inspired design that is easily at home in living, 
dining or office applications. — See ad on 
page 29

The sides on the Key West chair sweep down 
into the front legs, creating a eye-catching ef-
fect that is a wonderful twist on the classic Mis-
sion style. Presented by Y&M Chair (now 
under new ownership) this beautiful chair is 
shown in Walnut, and is available with a vari-
ety of options for padded seats or plain. — See 
ad on page 7

>>>The Bowerston Double Pedestal table and bench 
from Hermie’s Table Shop combines eye-catching de-
sign elements in a traditional double pedestal table. 
Choose the matching Bowerston Bench to further com-
plement this pleasing design. This pedestal design is a 
customer favorite, and this item is a good seller! — See 
ad on page 43

(Below, left) Showcasing clean lines, a round, tu-
bular base and solid wood top, the Carter 42-
inch Round Dining Table from Barkman Furniture 
has a modern, industrial feel. Shown here in Gray 
Elm with a special Walnut finish, it’s understated 
yet sophisticated. — See ad on page 41
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^^^Star Line Design specializes in custom rus-
tic décor, and sells a lot of chandeliers. Custom 
designs are readily available, and while all new 
designs have a setup fee, repeat design use 
fees can be waived (as we would have them 
saved for repeats). All parts are available to be 
powder coated as well. — See ad on page 39

^^^Clean Shaker-inspired lines combined with a two-tone finish make the #848 Shaker Style 
Vanity from Little Mountain Woodworking an excellent choice for a dressing/makeup 
table. The matching bench features a comfortable upholstered seat. Shown in Maple with 
OCS Country White and Asbury stain. — See ad on page 31

^^^Looking for a hot seller to put on your showroom floor? Consider the Galvaston G2 Pub 
set from Finishing Designs. The two-tone finish, flared legs on the chairs and attractive base 
are stylish and eye-catching, and this set fits in almost any decor. This is one of seven sets 
available in the Quick Ship program. — See ad on page 19
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>>>New for 2022! The Larue chair from 
Country Comfort Woodworking features 
two wide, curved slats in the back, a 
curved top and contoured seats for com-
fort. The front edge of the seat also is ta-
pered to fit the back of your legs better as 
well. This is a stylish, comfortable model that 
pairs well with almost any table. — See ad 
on page 45

<<<Troy Lane Woodcraft presents its interpretation of a classic 
farmhouse look with the Superior Bed and Nightstand. The high 
headboard and nightstand both feature an “X” pattern that is ac-
cented here with ruffsawn Brown Maple in OCS 117 Asbury 
stain. Antique-style hardware and other distressing give this set a 
warm, inviting look that has strong appeal. — See ad on page 7

For those customers looking for “something 
different,” we suggest the Hampton side 
and arm chair from Hickory Lane Wood-
working. The top of the back is straight, 
while two large, curved slats add some flair. 
Then, with Dark Knight stain on the seat, 
and Driftwood stain everywhere else, you 

have a truly attractive color com-
bination! — See ad on page 13
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nailed down, messaging that’s specifically tailored to 
each group should be created. Whether your furni-
ture business is frequented by older, empty-nesters or 
retired people, or if you are going to promote to new-
mover professionals with young children and income 
levels of $150,000+, your messaging should be differ-
ent, based on which segment you want to reach. 

Your message to young professional families, for 
example, could actually include several key points 
including: 

• The importance of the durability and sustain-
ability of hardwood furniture that will last through 
the rigors of family use. 

• How your furniture is plastic free and environ-
mentally safe for the environment. 

The message for older, empty nesters or retired 
people, on the other hand, might focus on the quality 
of Amish-built furniture and that this is in investment 
of heirloom pieces that can be handed down for gen-
erations. 

There are additional key markers for each group, 
but the main takeaway here is that your marketing ef-

forts should convey more than one message — as-
suming you want to reach more than one audience 
category. Furthermore, your marketing professionals 
should have answers about what mediums they’re 
using to convey these messages (websites, digital 
media, email, social media, video, SMS, radio/televi-
sion, print, etc.). 

 
4. What are our goals? 

It’s obvious the main goal is to increase business 
and market share, which increases the profitability of 
your store. As we have discussed so far, you know 
your mission, strategy, audience and messages. But 
again, what are your specific goals? It has been found 
that marketing professionals who set goals are 429% 
more likely to report success than those who don’t. 
As the store owner, you need to decide on your mar-
keting objectives and share them with your marketing 
team. Take this a step further and engage all your em-
ployees by posting physical reminders of your goals 
around the back office to keep everyone inspired and 
on the same page. 

Examples of marketing goals include: Increasing 
customer sales by 10%, improving your website to 
show your potential customer everything you have to 
offer, and the tremendous amount of furniture and 
designs that are now just sitting in your catalogs on 
the shelf. To make your website work for you, con-
sider increasing your search ranking on Google 
through customized Search Engine Optimization 
(SEO), or start a Google Adwords campaign. You also 
can increase customer engagement on your social 
media channels though “Reels” or eye-catching 30-
second video snippets. 

There are a variety of goals you can choose to zero 
in on; just make sure the ones you’re using are those 
that tie into your strategy and mission. A word of cau-
tion: Do not try to do everything at once! Incorporate 
your strategy one step at a time so as not to explode 
your marketing budget; then add the next layer to in-
crease to the next level of your goals. A good rule of 
thumb this is this: As sales increase, increase your 
marketing budget by the same percentage of the in-
crease. For example, if your sales increase by 10%, 
increase your marketing budget by 10%.  

 
5. How can we track our success? 

We have created goals for your marketing strategy 

Five questions... 
Continued from page 16

Continued on page 36
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By Ryan Kralik 
 

In our last issue we discussed the possibilities — and 
showed some successful examples of — furniture 

retailers who operate a “business within a business” by 
selling custom-built cabinets alongside furniture. In this 
issue we’re going to take a look at another revenue- and 
profit-boosting opportunity 
that goes hand-in-hand with 
selling hardwood furniture: 
Outdoor structures. 

At first glance, this might 
not seem to be as direct a 
connection to furniture as 
cabinetry is. But trust me, it is. 
To get a better idea of how 
outdoor structures align with 
selling furniture, I spoke with 
Matt Weaver, from Weaver 
Barns in Sugarcreek. 

Weaver barns has been in 
the outdoor structure (barns 
and sheds) business for 28 
years, and is widely 
recognized as an industry 
leader in that space. (The 
Weaver family is no stranger 
to the furniture business either, 
as they also own Weaver 
Furniture near Sugarcreek as 
well.) With a network of 
dealers across four Midwest 
states, the company works 
with several dealers that also sell Amish-built furniture.  

As for whether selling outdoor structures is a 
good fit for furniture retailers, Weaver said, “We 
have several dealers who have sold our products at 
their retail furniture locations for many years.” It’s a 
good fit because, just as Amish-built furniture is 
very high quality and customizable, “Our focus has 
always been quality, design and service. If you look 
at our products you will quickly see we are a notch 
above.” 

That leads to a positive customer experience. 
And, beyond the sale of an outdoor structure, it’s a 
good fit because at that point, they become a 
customer as opposed to a prospect. Whether they 
buy furniture first and then a barn, or vice-versa, 
the fact is when your customer’s needs align with 

your product offerings, you’ll have “top of mind” 
awareness and a leg up on your competition. 

To be sure, there is a difference in selling 
furniture than selling outdoor structures. And, as 
Weaver says, “We offer an extensive product 
offering that is fully customizable. This can be 
challenging to learn.” But Weaver says most of their 

furniture-based dealers 
overcome that challenge, 
“by assigning one person to 
become the ‘expert’ on our 
products.” 

Learning an additional 
product line has additional 
benefits that furniture 
retailers might not be aware 
of at first. Weaver says, “We 
find people who become 
experts on our product are 
more successful at selling,” 
meaning that sharpening 
those skills offers benefits 
on the furniture sales floor 
as well. 

Weaver also believes that 
adding outdoor structures 
“can reduce the focus on a 
single product line.” A 
wider selection of products 
increases the chances for a 
sale, and with Weaver’s 

product line — which includes the classic outdoor 
shed, larger barns, outdoor entertainment-style 
structures and even cabins and homes — those 
chances for a sale could increase considerably. 

So what does it take to add this product line? 
Well, for one, it takes space. Weaver says, “Having 
some display space is needed to become a 
dealership.” As mentioned previously, it also takes 
someone from your team willing to become the 
onsite expert, in order to be able to work with 
customers and help them find the right structure.  

For anyone interested in becoming a dealer, 
Weaver says , “Our unique styles and quality are 
unmatched in the industry. The best thing you can 
do is to check us out. You will see the differences.” 
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Conversion Varnish is the most 
commonly used finish in the 
high-end furniture market. When 
properly applied and cared for, 
the beauty of your furniture’s fin-
ish will be enjoyed for many gen-
erations. Conversion varnish has 
excellent resistance to foods, 
beverages and common house-
hold chemicals. However, to 
maintain the beautiful appear-
ance of your furniture, a few care 
guidelines must be followed: 

• Excessive waxing can cause 
moisture from a beverage can or 
glass to leave a milky white ring 
on the surface. 

• Do not use 
cleaners con-
taining bleach! 

• Avoid 
cleaners with abrasives, as they 
may scratch the finish. 

• Do not allow cleaners con-
taining ammonia to come in con-
tact with your furniture’s finish. 
Ammonia may turn oak black 
and painted pieces yellow. 

• Dyes and inks may discolor 
the finish. The ink and dyes from 
newsprint and plastic bags may 
penetrate into the finish when 
moist. 

• Conversion Varnish offers a 
very hard mar-resistant surface, 
but like any finish, it may still be 
scratched or damaged if not 
cared for properly. 

It should be noted that your 
new Conversion Varnish finish 
does not achieve its maximum 
performance properties for at 
least 30 days from the time it was 
finished. This is based on main-
taining a temperature of at least 
70 degrees. 

 

Cleaning Guidelines: 
Generally, a soft damp cloth 

followed by a dry cloth will be 
all you need to clean the finish. If 
a cleaner is required, use only a 
very mild soap and wipe dry. 

A high-quality furniture polish 
may be used occasionally. Apply 
polish with a soft cloth following 
manufacturer’s instructions. 

Follow these steps and you 
will be assured that your finished 
piece will continue to look good 
for many years to come. 

Fingerprints, cooking residues, 
tobacco smoke, etc. will accu-

mulate on any finished 
surface. They will not 
damage the finish, but 
should be removed 
occasionally to restore 

the finish to its original state. 
Wipe the finish with a damp 
cloth using a non-wax polish or 
mild soap. 

Dust Removal: Dust buildup is 
simply airborne particles of dust 
collecting on the finish. If not 
properly removed, this buildup 
may dull or even scratch the fin-
ish. Simply wipe the finish with a 
cloth dampened with a mild de-
tergent or polish. 

Spills: Your finish is resistant to 
most household spills. If a spill 
should occur, it should be wiped 
up immediately to avoid any po-
tential damage. 

Excessive exposure: Heat, high 
humidity, direct sunlight or liq-
uids can damage both the finish 
and the wood. Take care to avoid 
these conditions. 

Information courtesy 
of FinishWorks 

or antiquing is used to simulate 
wear areas to imitate natural 
aging. This is generally done after 
stain or paint has been applied. 
This step takes skill and an imagi-
nation to achieve the correct look 
and feel. Multi-step finishes are 
very labor intensive and, yes, they 
can affect the end price that the 
customer pays. 

EXP: Does the same apply to 
Rustic and reclaimed styles? 

Schlabach: Yes. We do some 
hand distressing, although we ask 
our clients to use Yoder Hand 
planing, as they specialize in dis-
tressing and hand planing. Again, 
hand-distressing is labor intensive. 
When a piece is distressed it 
needs to be sanded again prior to 
any finishing and items coming 
from multiple vendors all need to 
complement each other. Thus, 
Yoder Hand Planing is a great 
choice as they are a specialty 
shop and do a great job in this 
area. 

EXP: You see everything — all 
the styles, colors, etc. So, what’s 
hot right now? 

Schlabach: We do see a lot of 
styles and I guess it’s all over the 
board right now. Reclaimed and 
Rustic is definitely good. We also 
see a lot of contemporary/modern 
looks. With today’s market 
climate we also have been seeing 
a lot of Shaker style in the Quick 
Ship Arena, as lead times for other 
styles are quite long.

Story behind the stain 
Continued from page 10

How to care for 
high-quality solid-

wood furniture
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and have a direction set, now ask your marketing 
team how they’ll measure results and whether or 
not you have reached your goals or are on track to 
reach them. In other words, ask what key perform-
ance indicators (KPIs) the marketing team is going 
to use and require a monthly meeting to go over 
what has been attained over the previous period. 

KPIs should be quantifiable and cover each as-
pect of the marketing strategy that is currently em-
ployed. For example, if you are using Google 
Adwords, there should be a report to gauge how 
many people looked at the ad, then how many in-
teracted with it by going to your website. You will 
be able to help tell the team how many inquires 
came through your website, (assuming you have a 
website that allows inquires to be made) and if 
there was an increase in store sales. This should 
give you a clear indication of whether your goals 
are being met. 

Once you’ve gone through these questions with 
your marketing team, you should have a much bet-
ter understanding of whether your marketing ef-
forts are on track to get where you want it to go. If 
any of these questions are met with shock, confu-
sion, a guess, or an “I don’t know,” pay attention 
because this means you’ve discovered an area of 
weakness. 

Closing thoughts 
Any marketing team, whether internal or exter-

nal, should be able to confidently answer the five 
questions we’ve covered here and tell you how 
they arrived at those answers. After all, this is how 
the basis of any solid marketing strategy is formed. 
Marketing is one of the most important business 
operations for modern companies that wish to 
reach success in today’s digital world. If you seek 
to stand out in the crowd of many and engage your 
customers in a way that will foster loyalty and re-
tention, you simply must rely on a solid and con-
sistent marketing strategy. If you are not actively 
promoting your store, you are losing market share, 
every day, every month and every year. You may 
one day find yourselves having to face closing your 
store, because another store in the area has taken 
all of your customers, as stayed in front of them 
with an effective marketing approach.  

If you are interested in developing a solid mar-
keting strategy, we at Infinite Digital Solutions are 
here to help you implement a quality and lasting 
marketing strategy. I am easily reached at 330-676-
3060. 

Bob Berryhill is VP of Sales at Infinite Digital So-
lutions/Infinite Furniture. You can reach him at: 
137 W. Jackson Street, Millersburg, Ohio 44654 
bob@infinitedigitalsolutions.com 
www.infinitedigitalsolutions.com

Five questions... 
Continued from page 30
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By Steve Biegle, Owner, Circles in the Wind furniture  
 

Over six years ago my wife and I purchased a floun-
dering Amish furniture store that had been in busi-

ness for more than 20 years, but just hadn’t progressed 
into modern-day marketing.  

Before purchasing, we took 
time to visit local and chain re-
tailers as well as Amish stores 
in Ohio, Indiana and Michigan 
to understand and assess how 
they approached their market.  

In our research we also con-
sidered the influence of large E-
Commerce-only websites that 
had huge online presences. 

While visiting stores we found that some had large 
inventories, and in some stores they displayed the same 
styles, only in different stain colors. And in some cases, 
you could tell that some pieces had been on the floor 
for quite some time. For us, that raised the question of, 
“How do we best go to market while we rebrand and 

have a clear differentiation from our competitors?” 
Based on decisions we made on all these factors, we 

leased a 3500-square-foot former furniture storefront 
and put together a hybrid plan that would include bits 
and pieces of all we observed. 

Our first goal was to de-
velop an intuitive and easy-to-
use website that would be the 
calling card for our business.  

The objective was to have 
all furniture pieces available 
for viewing, but have no pric-
ing listed, so the customer 
would call or e-mail us for 
details. This was expressly 
done to funnel customer dia-

logue to our store and to our employees so that we 
could develop a relationship and trust in our product 
and our ability to deliver their dream furniture. 

We also set up a Design Center to have a “wall of 
wood” with just about every wood species and stain 

Pathway to your market – E Commerce or store front?

Continued on page 44
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Business Name Address City State ZIP Phone Fax                 Ad on Page  
77 Woodcraft 6745 CR 77 MIllersburg OH 44654 330-893-2707 330-698-3200 35  
AnnDrew Enterprises 3470-B St. Rte 39 Millersburg OH 44654 330-893-4280 330-893-4281 19  
Barkman Furniture 2550TR 121 Millersburg OH 44654 330-893-2520 330-893-2522 41  
Buckeye Rockers 1624 CR 600 Baltic OH 43804 330-897-2193 330-897-2197 17  
Buss Woodcraft 3820 Buss Rd Wooster OH 44691 330-462-1315 330-698-3200 15  
Clear Waters Cabinetry 10725 CR 18 Middlebury IN 46540 574-825-5000 574-349-4439 15  
Country Comfort Woodworking 10683 Massillon Rd. Fredericksburg OH 44627 330-964-3664 330-698-3200 45  
Country Lane Woodworking 66991 CR 43 Millersburg IN 44564 574-642-0662 574-642-0663 28  
Deer Valley Woodworking 32441 CR 12 Fresno OH 43824 740-622-1386 740-622-0677 48  
Dining Solutions by Farmstead Acres 9106 CR 201 Fredericksburg OH 44627 330-695-2089 330-695-2189 43  
Dutch Valley Woodcraft 5833 TR 610 Fredericksburg OH 44627 330-466-8321 330-698-3200 13  
Eastside Frames 353 Pequea Ave Honey Brook PA 19344 717-692-1200 NA 13 
Ebony Woodworking 6470 TR 603 Millersburg OH 44654 330-279-2102 844-415-1713 36  
Emerson Woodcraft 11604 Emerson Rd. Apple Creek OH 44606 330-749-0207 330-682-0740 11  
Finishing Designs 6455 TR 351 Millersburg OH 44654 330-600-8315 330-695-3200 19  
Fishers Furniture 5546 Meadville Rd Gap PA 17527 717-355-9890 717-354-2277 3  
Flat Ridge Furniture 4500 TR 119 Millersburg OH 44654 330-893-3474 330-698-3200 28  
Fredericksburg Finishing 8600 CR 201 Fredericksburg OH 44627 330-473-3216 NA 15 
Gliders By Miller 9111 TR 659 Dundee OH 44624 330-359-0151 330-359-2080 31  
Hermies Table Shop 8977 TR 652 Fredericksburg OH 44627 330-946-2700 330-682-0740 43  
Hickory Lane Woodworking 5884 TR 608 Fredericksburg OH 44627 330-231-7143 330-682-0740 13  
Hidden Hollow Wood and Upholstery 9165 TR 656 Fredericksburg OH 44654 NA 330-698-3200 29  
Hilltop Hickory Furniture 3351 W 1200 N Ligonier IN 46767 260-593-2421 260-593-0705 17  
Horseshoe Bend Chair 6169 S. Kansas Rd. Apple Creek OH 44606 330-683-3034 330-682-0740 28  
Interior Hardwoods 1540 N 500 W Shipshewana IN 46565 260-768-7048 260-768-7749 29  
Keystone Transport 650 Houtztown Rd #2150 Myerstown PA 17067 866-435-1181 NA 45 
Little Mountain Woodworking 2015 Sandstone Lane Narvon PA 17555 610-656-9993 410-204-2865 31  
Meadow Rock Furniture 10341 S. Apple Creek Rd. Fredericksburg OH 44627 330-621-2131 330-698-3200 11  
Meadow Wood Furniture 6110 S. Kansas Rd. Apple Creek OH 44606 330-698-0370 330-698-3200 18  
Northern Woodcraft Products 7245 W 200 N Shipshewana IN 46565 260-768-7850 260-768-7220 17  
Pioneer Woodworking, LLC 9210 SR 241 Fredericksburg OH 44627 NA 330-698-3200 18  
Quad M Rustics 4929 TR 396 Millersburg OH 44654 330-893-3729 330-893-0729 37  
Quality Fabrications 7108 TR 569 Fredericksburg OH 44627 330-695-2478 330-473-1359 47  
Quality Wood Products 543 OH 95 Loudonville OH 44824 419-368-3165 419-368-3166 2  
Salt Creek Bedding 13155 Salt Creek rd. Fredericksburg OH 44627 NA 330-359-2116 35  
Schlabach Finishing 8261 Winklepleck Rd Dundee OH 44624 330-852-1125 330-852-1126 9  
Shady Lawn Oak 6274 CR 77 Millersburg OH 44654 330-600-4636 NA 46 
Siesta Outdoors 5262 Leihley Hill Rd Sugarcreek OH 44681 330-852-9310 330-852-0823 35  
Sonshine Baskets 11020 W 400 S Millersburg IN 46543 574-642-0599 574-642-0552 30  
Star Line Design 61215 E County Line Rd Shipshewana IN 46565 574-825-7994 574-825-1422 39  
Sterling Transfer 6091 CR 207 Millersburg OH 44654 330-674-0954 330-674-0949 16  
Superior Woodcrafts 12022 CR 20 Middlebury IN 46540 574-825-4692 574-825-4594 40  
Timberside Woodworking 2853 CR 200 Dundee OH 44624 330-359-0966 330-403-4479 39  
Townline Furniture 4425 S 00EW LaGrange IN 46761 260-499-4875 260-499-4876 18  
Triple F Furniture 49744 TR 215 Fresno OH 43824 740-575-2772 740-291-2211 37  
Troy Lane Woodcraft 8237 Nonpariel Rd Fredericksburg OH 44627 330-601-6603 330-698-3200 7  
Weaver Barns 1696 OH-39 Sugarcreek OH 44681 330-852-2103 NA 33 
Wengerd Wood Products 8618 CR 201 Fredericksburg OH 44627 330-439-3565 330-695-2189 9  
Y&M Chair 13776 Arnold Rd Dalton OH 44618 330-641-1740 330-698-3200 7  
Zimmerman Wood Design 224 Snyder Rd Ephrata PA 17522 717-342-1238 NA 37
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color so that customers could make informed decisions 
on the color palette to best match their home décor. 

We also added a kiosk with our website for those 
folks who wanted to peruse our offerings but did not 
want to leaf through dozens of catalogs. We added a 
full-time interior designer to our staff who offers her de-
sign services to help customers select furniture styles 
and colors, along with window treatments, bedding and 
accent rugs to complete room-to-room décor. Having a 
small showroom floor makes us nimble and allows us 
to change out styles and room themes. 

We also designed our show floor with distinct bed-
room, office and living room settings to showcase 
pieces in realistic settings. And above all, we installed 
dedicated customer support throughout the process 
from sales through delivery. 

There are times that having a smaller floor space with 
targeted pieces is a limiting factor to some customers, 
but the flexibility and “down home” feel of the presen-
tation, coupled with our aggressive Social Media, digi-
tal marketing platforms, YouTube and Cable TV 

commercials, some limited print ads have provided re-
sults year after year, even in the face of Covid Pan-
demic. 

The Biegles’ store, “Circles in the Wind,” is located at 
206D Calumet Rd. Chesterton, IN 46304. Ph: 219-464-
9572. Website: https://circlesinthewind.us 

You can see their Facebook page at: 
https://www.facebook.com/Circles-in-the-Wind-
1018366111643620/

Correction: 
In the previous issue of Expressions In Woodcraft, in the 

article: “Custom Cabinetry — Is There A Business Hiding In 
Your Business?” we attributed a quote which was incorrect. 
“It made sense to me and I started researching with other 
retailers to find out if this was as popular as I thought it 
would be.  I found several stores who were offering cabi-
nets to varying degrees and most were having success in 
generating high amounts of sales and revenue since an av-
erage kitchen cabinet sale was often $20,000 to $40,000 
and up with a margin of 20-50%.  Yes, it is usually more 
work to sell a kitchen versus a piece of furniture but the re-
turns are there in spades.” This quote was attributed to Larry 
Schnurr and was, in fact, not a quote and is attributable to 
the author of the article. 

Pathway to Market 
Continued from page 40
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