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Forward to the 140th year anniversary
issue of Furniture World Magazine.

Since1870 furniture expositions have
come and gone, companies have
been created, bought, sold and
disappeared to history. Here is the
story of our industry and its people.

manufacturers and retailers, against all
odds triumphed.

84 BIG TIME BLING. 1950s
FURNITURE DESIGN & COLOR
Style and color expert Stephen
Bernasconi looks at how furniture styles
and colors are determined by the social
and economic conditions under which
we live.

6 1870-1895 BIRTH OF THE
98 THE GOOD OLD DAYS
MODERN FURNITURE INDUSTRY CHANGING RETAIL FORMATS
Changes in retail and wholesale distribution, the formation of large scale furniture exhibitions and the last “depression” period of the 19th century helped
to shape the way we do business today.

26 OUR INDUSTRY IN
THE GREAT DEPRESSION
This is a story of missed warning signs,
failed furniture industry initiatives and
impossible consumer buying behavior.

58 A WORLD AT WAR
The good, the bad and the ugly. A tale
of the lead-up to the war through its
end, 1938-1945. A remarkable story of
difficult times in which the ingenuity of

Mike Dugan compares the current
decade with those good old days... an
era when the Baby Boomers were just
entering their furniture buying years.

114 RETAILERS 25-165 YEARS
OLD SHARE THEIR STORIES
Some of the best home furnishings
retailers share their stories of survival,
growth and service with FURNITURE
WORLD readers. Due to overwhelming
response from our retail readers, this
will be the first installment of a multipart series.

152 INDEX
Index to advertisers.

A Note About Preserving The History Of The Furniture Industry
xcerpts from Oral interviews conducted by the American Furniture Hall of Fame
Foundation were used throughout this issue of Furniture World.

E

Some of the most familiar names in furniture retailing, manufacturing, supply and
design have shared their important stories with AFHF for the benefit of historians and
future generations. If you know someone in our industry who lived through interesting times, and you would like to
receive more information on how to bring them to the attention of AFHF or sponsor them to become a part of this
historical effort, please contact the American Furniture Hall of Fame Foundation, Inc., High Point, NC, at
336.882.5900 or info@furniturehalloffame.com.
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140 Years of Service To The Furniture Industry

What can we learn about... boom times, recession,
war, politics, public policy and consumer behavior
from the history of our industry?
his special commemorative issue takes a close look at fascinating periods of tumultuous change in the furniture industry as chronicled in the pages of this publication founded in
1870. We will as well, share founding stories, defining
moments, business firsts and innovative policies that have ensured
the long term success of some of the most successful home furnishings retailers.
If you take the time to read further, you will find stories of boom
and difficult years, war and peace, greed, insanity, insolvency, political corruption, and political incorrectness. But above all, you will
read about men and women who valued hard work, and showed
passionate commitment to their companies, employees, communities, and the broader furniture industry.
Since1870 furniture expositions have come and gone, companies
have been created, bought, sold and disappeared to history.
FURNITURE WORLD, America’s first furniture publication has had
the privilege of bearing witness to the growth of our great industry
from its cabinet shop roots.
Important stories will be told in this and subsequent issues of
FURNITURE WORLD. The narratives chosen have relevance to our
current world, our attitudes and business
situations.
Thank you for reading. We hope you enjoy!

T

Barton Bienenstock
Publisher

Russell Bienenstock
Managing Editor
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1870-1895 Peroid: by Russell Bienenstock
veryone has heard stories
about a couple of guys who
founded a company with
nothing more than a few
bucks and a good idea. They
worked tirelessly in their garage
turned work-place, eventually
achieving unimaginable success.
We will celebrate our 140th year
of furniture publication, starting
with this issue, by telling these
kinds of stories and much more.
Furniture World will look at the
furniture industry through the
lens of history, and focus on the
ideas, struggles and successes of
furniture men and women, manufacturers, importers, reps and
retailers.
Additional information from oral
interviews conducted by the
American Furniture Hall of Fame
and historical accounts collected
from our retail readers will also be
included in editorial features run
throughout 2010. We hope that you
enjoy this effort.
So, what better place is there to
start, than with the founding story
of America’s first furniture publication, Furniture World Magazine?
Furniture World, first published by
John Towse under that name in
1895, traces its origins back to
“The Cabinet Maker” founded in
1870. This predecessor publication
was later purchased by Furniture
World. Many of the details are lost
to history, but the basic story line
follows.

E

“The Cabinet Maker” wasn’t
started by “two guys in a garage.”
There were actually three, Ludwig
Bauman, William Sherer and Levi
Heywood.
The three founders were highly
successful and well established in
the furniture industry by 1870.
William Sherer was President of

Paine’s of Boston, founded in 1835.
Paine’s Furniture was both a manufacturer and retailer operating out
of a ten story Building in the Back
Bay section of Boston. The top four
floors were devoted to furniture
manufacturing. The rest of the
building showcased furniture
sourced primarily from New

Opening page of The Furniture World, April 4th, 1895,
“A Weekly Newspaper Devoted To the Interests Of The
Furniture And Kindred Trades.” Also, 1870 ads from
The Cabinet Maker, an earlier era, featuring supplies,
machinery and some finished goods.
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YEARS AGO IN FURNITURE WORLD

1870-1895

Anniversary Issue - America’s First Furniture Publication

May 16, 1895 house ad
proclaimed, “Furniture World,
The Happy Medium Between The
Seller And Buyer, Advertiser
And Subscriber.”

England and Grand Rapids.
Ludwig Bauman was President of
Ludwig Bauman Company of New
York, founded in 1858. In 1950,
“Furniture World Magazine” published a profile of this furniture
retailer that in 1947 grossed more
than $15,000,000 (about 400 million in 2010 dollars). The article
noted that in addition to helping to
found Furniture World, “Many of
the progressive ideas Mr. Bauman
fathered back in 1870 have been
adopted throughout the retail
industry today. An outstanding
innovation which he developed was
the charge account system, he himself being the first furniture dealer
in the United States to use the system successfully and build it to
major proportions.”
The third member of the founding team was Levi Heywood, senior
partner in what was then Heywood
Brothers & Company, the forerunner of famed manufacturer
Heywood Wakefield.
In 1870, Ulysses S. Grant had
been in the White House for about a
year. The US Government had just
recognized the new French
Republic, and in England, the people mourned the recent death of
Charles Dickens.
About this time furniture making
was becoming an important industry in America as mass production
techniques replaced workshop pro-

duction.
Prior to 1870, the “official” furniture industry publication was Iron
Age. In those days Iron Age covered a number of industries including just a few pages in each issue on
furniture. At best, “Iron Age”
devoted meager resources to an
industry that was growing rapidly
as the industrial revolution progressed. Levi Heywood, the
spokesman for the founding group
noted that the time had come for
the furniture industry to have a
publication of its own. He believed
that any consumer good or activity
that vied for consumer dollars was
competition for the furniture
industry, and that a publication
representing our industry should
have in its advertising and text, the
story of furniture as its main content. Above all Mr. Heywood said,
“waste is akin to sin,” and, “the new
publication must go to only those
people to whom a cabinetmaker
can hope to sell his wares: and if
possible, no others.”
The three men appointed Henry
J. Symonds to edit and publish
their new publication as a weekly
newspaper. Written into the original bylaws, was the condition that
the publication would deal only
with furniture. One by one, the
founders withdrew their support as
the publication grew and prospered.

TRANSITION
Between 1870 and 1895, the furniture industry transitioned from
creating its products in cabinet
making shops, in
favor of mechanized factories.
This was a continuation and an
acceleration of a
trend started in
the US three
quarters of a cen-

From May 1871,
an ad for chamber,
hall and bedroom
furniture,
and carpet
lining.
Also a 1871
ad featuring
embalming
fluid. Many
funeral parlors
of the time were also
in the furniture business.
March/April 2010 FURNITURE
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April 18th 1895 photo of New York based Joshua Gregg &
Company that operated five stores including the one
pictured. Caption read, “This is the house of Gregg,
surnamed Joshua. Not the Joshua who commanded the sun to
stand still, but the Joshua whose sidewalk displays command
passers-by to stand still.”
manufacturing centers.

FURNITURE WORLD
RESPONDS TO CHANGE
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tury earlier with the founding of
the Hitchcock Chair Company in
1818. The excellent book “Grand
Rapids Furniture,” notes that,
“This company adapted for furniture the assembly-line production of standardized parts, and
the division-of-labor principles
already used by other New
England Factories that made
guns and clocks.” Hitchcock
chair was especially well known
and at its peak produced 15,000
chairs per year. The factory continued production until 2006.
As the industry matured,
manufacturing moved westward.
By 1870, the states of Illinois,
Michigan, Indiana and Ohio were
becoming important furniture
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John M.L. Towse started publishing
New
York
based
Furniture World in response to
these changes. His publication
would later acquire the rights to
The Cabinetmaker, but in 1895
there was an open and public
confrontation with its editor J.
Henry Symonds, who wrote this
note to the Postmaster General
just before the first issue of The
Furniture World was published.
“Dear Sir, A paper is to be published in this city this week,
which it seems to me ought not to
be admitted to the mails as second class matter. It is to be called
The Furniture World, and fourteen of its fifteen owners are furniture dealers, and the object of
it is to trade advertising space
for goods for the benefit of these
fourteen dealers. Papers of this
character are a serious detriment to legitimate trade publications.”
Mr. Towse replied that the,
“Object of The Furniture World is
not to trade advertising space for
goods; and it never had that
intention; it does not do it , and
furthermore, it never will do it.”
The initial staff included G. H.
Langworthy listed as Secretary.
She would eventually become
editor and owner of the publication. Mrs. Langworthy, nicknamed the “Mother Angel” of the
furniture industry, would in
turn,
hire
N.I.
(Sandy)
Bienenstock in 1922 to put the
publication on sound financial
footing following an incident

involving an embezzler, also the
mistress of a major New York
retailer. Mr. Bienenstock would
eventually purchase Furniture
World, establish the Bernice
Bienenstock Furniture Library
in High Point and be inducted
into the American Furniture
Hall of Fame as a Member.
In 1895, Furniture World
turned away from articles about
furniture production and cabinet
making materials and toward
sales and marketing topics.
These dealt primarily with business opportunities, editorial
commentary, and information on
weekly market conditions in
major furniture producing and
consuming centers such as
Philadelphia, Grand Rapids,
Chicago,
Cincinnati,
and
Washington.
In the April 4, 1895 edition,
John
Towse
wrote,
“The
Furniture World will be a newspaper, independent in opinion,
progressive in everything pertaining to nineteenth century
journalism, trustworthy in its
news columns. It will not only be
inexpensive, but bright, and will
be made a welcome weekly visitor to the factory and office of
the manufacturer as well as to
the store and counting room of
the retailer… Its career will be
unbiased and unprejudiced
against men or markets, with
friendship for all and malice
toward none. The United States
will be its field, the world its
source of inspiration.”
Judging by letters received
from subscribers and advertisers, The Furniture World was
well received. E. B. Reve wrote,
“Enclosed find a money order for
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YEARS AGO IN FURNITURE WORLD

1870-1895

Anniversary Issue - An Industry In Transition

Tips For How Retailers
Should Treat Reps:
The Furniture World
• It must be remembered that the
salesman is human with sensibilities
equally as well as delicate as the
dealer’s.
• Too much effusiveness can be as
easily displayed as an undue amount
of coldness, and should be avoided
on the part of both buyer and seller.
• A free and easy exchange of terms
and opinions in a brief and businesslike manner is sufficient.
• “No” should mean “no,” but it should
not be spoken so quickly unless the
dealer is certain he has no use for
the goods offered.
• If time can possibly be found to do
so, a refusal to look at samples is a
mistake, often followed by a serious
regret, especially when it is found
that your competitor has secured
the sale of a bright, new and novel
article.
• Better prices from the house than
the salesman can quote is a rarity.
He not only knows the lowest
margin his house will accept, but is
thoroughly posted on the prices of
all his competitors.

September 1895 Furniture World
ads for a commode and French
Inlaid Goods.
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$2, in payment for my subscription. I congratulate you on the snap
and vim in the first issue. The child
was born with all its hair and teeth.
If it gets better as it gets older, it
will be a corker.”

FURNITURE MARKETING
1870-1895
The formation of the furniture
marketing system we know today
was coincident with the founding of
Furniture World.
In the latter part of the 19th century, American furniture manufacturers relied on traveling salesmen
known as “drummers,” to sell their
goods to stores, consumers and to
buyers furnishing structures such
as office buildings and hotels.
Without the benefit of modern photography or the ability to carry
samples, these early manufacturers’ representatives were severely
disadvantaged. Furniture World
reported that manufacturers and
buyers were not always satisfied
with the performance of the drummers who, they said, might “palm
off” inferior products on the customer, creating a bad reputation
for the manufacturer, or work only
for a short period and then go into
competition with their former
employers.
Boston and New York were
early centers of furniture production. In Boston, for example,
furniture manufacturers took
their products by boat to nearby towns and auctioned them
off on the dock. Sales were
not always brisk, causing
goods to often be sold at
large discounts. Necessity
being the mother of invention, small groups of Boston
and New York producers
decided to try to get buyers
to come to them.
By 1870 a movement was
underway to try to bring

buyers to the goods instead of
bringing
goods
to
buyers.
Throughout the 1870s and 1880s,
furniture manufacturers held
small cooperative displays, mostly
in warehouses. This solution
proved less than satisfactory and
expensive for buyers who had to
travel long distances to view goods
without the advantages of modern
roads or “horseless carriages.”
As today, women were not well
represented in the ranks of furniture reps. In an 1895 Furniture
World article, the wife of a drummer wrote, “Life on the road means
dwarfing oneself; it means unfortunate conditions for the highest
development, mentally and morally… and so to all women wishing to
be ‘real drummers’ I can honestly
say, in the light of my own long
experience, Don’t.”
Commenting on this early system, William M. Bangs would later
write in a 1911 Furniture World
article about a manufacturer who
offered to send a carriage to pick
up buyers wanting to inspect his
furniture lines. Bringing in buyers
one at a time, Bangs observed, was
like “an attempt to irrigate the
Sahara desert with a watering
pot.” Under such a system, he said,
“the command upon the attention
of buyers was uncertain and as tenuous as the tail of Haley’s comet
proved to be.”
Clearly, attracting buyers to individual factories, or small cooperative displays was time consuming
and tedious for both buyers and
sellers.

FIRST MAJOR U.S.
FURNITURE SHOW
Charles Spratt a traveling representative for The Furniture World,
believed he had a solution.
Furniture World reported that he
arranged a series of meetings sponsored by the Central Furniture
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Ads from 1895 issues included these for,
“Simple, Sweet and Symmetrical Sligh Furniture
as well as a Chicago Furniture Exhibition ad for
upholstered furniture from T. L. Sloan Deveney & Co.
Manufacturers’ Association. The
result was that the American
Furniture
Manufacturers’
Exposition was formed on March
12th, 1891. The new association
took over a building on 3rd Avenue
and 63rd street, renting space at
10 cents per square foot for the
purpose of, “selling to the furniture
trade only.” Retailing was strictly

forbidden. At first, only Eastern
manufacturers were permitted to
show at the exposition, but these
rules were soon relaxed and midwestern companies were admitted
as well. Spratt believed that in
order to establish a national market, there must be no limitations or
advantage given to individual
exhibitors based on their geograph-

Furniture Dealer Becomes Violently Insane: Arrested
1895 Furniture World
. Frank Wainright, furniture dealer, Asbury Park, N.J. became violently insane
on the afternoon of July 3 while in a carriage in this city on his way to the
Grand Central depot to take a train to Amsterdam. His fiancee, Miss Sadie F. Weaver
was with him... Wainright made such a demonstration that the driver stopped and
called a policeman. Miss Weaver fainted and was assisted to the St. Denis Hotel...
From the police station he was taken to Jefferson Market Court. Wainright pulled a
roll of bills and scattered them at the people in the room. He took a diamond ring
from his finger and threw it at a court attendant... Wainright is not a drinking man
and it is thought that his sudden derangement was caused by overwork.”
-July 11, 1895

“B

Smoking Is Good For Pittsburg Residents!
1895 Furniture World
peaking about the ‘smoke’ nuisance, in Pittsburg coming from furniture
manufacturing plants, Robert Becker, President of the Furniture Exchange was
quoted as saying, “Smoke will hurt no one, of which the city of Pittsburg is a sample,
for there no one can see the sun during the week. Smoke is healthy, as it tends to
drive away microbes from our city dumps and soupy asphalt streets. What we want
is real good McKinley smoke coming from every plant in the city. We want to see
every plant working to its full capacity, and see our working men hurrying along
with their dinner pails every morning.”

“S

ic location.
In an 1895 edition of FURNITURE WORLD, Mr. Spratt wrote an
article declaring in one very long
sentence, “Because it is the desire
of every dealer of any business
energy to ‘go to market,’ but unless
he has a very large business, he
cannot afford either the time or
money to semi-annually spend a
month traveling over five states,
through snow or oppressive heat,
and seeing but several lines a day,
whereas he can come to New York
in January and July, and in a comfortable and business like manner,
inspect in one building, within a
few days’ time, samples from over
one hundred and fifty factories,
meet manufacturers with whom he
is in constant business correspondence, adjust pleasantly any little
misunderstandings that may have
arisen, and after buying what he
needs, go home with the intense
satisfaction of having seen the
goods he bought, and acquired a
thorough knowledge of the conditions of the markets and the seasons’ offering before he placed an
order.”
Shows in other areas of the country were being built as well to support furniture manufacturing
across regional areas. The Grand
Rapids market was similar to New
York in size, and the up and coming
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Cartoon from July 1895 Furniture World
shows Southern Manufacturers dumping
“played out” furniture, Western
Manufacturers dumping “Back Number”
furniture, and Eastern manufacturers
dumping “Out Of Date” furniture, at
the Chicago Market.
Another illustration depicts furniture
manufacturers fishing for retailers with
“reliable goods” and “fair prices” while
“commercial salesmen” cut them off with
low prices.
Jamestown Market was not far
behind. By the printing of the July
4th, 1895 issue, Furniture World
reported that Jamestown had just
about joined the ranks of the three
major markets of New
ods
York, Chicago and Grand
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niture exhibitions, New York
-July 18,
City boasted nearly 200
exhibitors housed in 121,000
square feet of exhibition space,
attracting over 1,500 buyers.
The furniture market system as
we know it today had been
launched.

“M

THE PANIC OF 1893
Though the utility of large scale
furniture shows seems obvious
from today’s perspective, in the
years following 1893, this was not a
foregone conclusion. The idea was a
perfect solution to a logistical problem, but the timing was not perfect.
That’s because the financial panic of
1893 caused an economic depression lasting through 1897. The
panic was precipitated by the bankruptcy of the Reading Railroad
which at the time was not deemed
“too big to fail.” That event caused
the demise of hundreds of banks
and businesses that served the railroad. A resulting stock market
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crash expedited the ongoing flight
of European and especially English
capital, a source of “easy money” for
expansion. The financial problems
spread. Contributing factors leading
up to the crash included the overrapid expansion of agricultural output accompanied by high farm
mortgage debt. Concurrent industrialization greatly boosted the output of goods. An oversupply of food
and consumer goods including furniture deflated prices. It was a classic boom/bust cycle. Eventually the
US Congress acted in response to
pressure on Democrats from farming special interests, and on
Republicans from mining special

interests to pass two unfortunate
pieces of legislation, the McKinley
Tariff, a protectionist piece of legislation supporting farmers, and the
Sherman Silver Act that catered to
western mining interests.
The result was persistent, high
unemployment accompanied by
contentious strikes and the rise of
the Populist and Free Silver movements. The Sherman Silver Act, and
the panic of 1893 contributed to the
depletion of US gold reserves. In
1895 issues of Furniture World, furniture manufacturer Charles R.
Sligh, a proponent of the free silver
movement conducted an ongoing
debate with Eli Perkins who favored
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The 1895
Cincinnati Furniture
Trade Exposition
lingered from July 10th
through August 7th.

the then current gold standard. Mr.
Sligh, who apparently blamed
England, Easterners as well as the
US Congress railed, “These financial vaporings of Eli Perkins may
amuse the east, but life is too short
for a western man to take them
seriously.... Since 1664, England
has tried by legislation and war to
crush and obliterate American
manufacturers. She signally failed
until she procured the services of
John Sherman, when she secured
by corruption what she failed to
accomplish by the sword...”
A May 30th, 1895 article
summed up the situation by saying,
“These are the times that try men’s
souls. Some report a ray of light in
the darkness; others openly admit
that if there is a ray of light it is
scarcely discernable. There must
eventually come a reaction from
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such long continued depression.”

MARGINS SQUEEZED
Too many furniture manufacturers and excess production capacity
put downward pressure on prices.
Making this situation more difficult for manufacturers was the fact
that furniture retailers could now
go to a furniture exhibition, see lots
of competitive products in one
venue and negotiate prices with
multiple distressed vendors in one
location. This problem was
addressed at the poorly attended
Third Annual Convention of the
National
Furniture
Dealers’
Association in President A.J.
Conroy’s long keynote address.
“Gentlemen of the National Retail
Furniture Dealers’ Association,” he
said, “I regret exceedingly that we
have such a small gathering… I am

sorry to say that this year has not
been a progressive one so far as our
association
is
concerned....
Another thing of importance to the
welfare of both retailers and manufacturers: We must not try to break
down the prices of the manufacturer, especially at this time when
everything is too low. As long as we
are satisfied that our neighbor is
not buying cheaper than we are,
keep the prices up. If you give the
manufacturer a chance to make
some money, you will put more in
your own pocket. If you buy a chiffonier for $11 that you might possibly get for $19 by crowding the
manufacturer down to cost, and
you are doing your business properly, on a percentage basis, you will
make your percentage on $1
instead of $10…. The more a manufacturer can make, the more he
pays his workman. And the workman puts it in circulation. He buys
more furniture for his own use…
Thus by aiding the manufacture to
make more money, we are selling
more goods and making more
money ourselves. It is a mistake to

Cartoon from a fall 1895 issue. Tough
economic conditions, too much production
capacity and new furniture exhibitions that
allowed retailers to easily negotiate prices
resulted in ruin for many furniture
manufacturers, who were waiting for better
times. Manufacturers are pictured as stupid
animals and a block-head being lectured by
“common sense.”
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At the poorly attended National Retail Furniture
Dealers’ Association meeting Alexander Revell was
elected president. Former President A. J. Conroy’s
long keynote address suggested that retailers “must
not try to break down the prices
of the manufacturer.”
think that low prices make good
times. Sustain good times by sustaining good prices.”

THE NEW FURNITURE
EXHIBITIONS CRITICIZED
Many manufacturers blamed the
new furniture exhibitions for poor
business and low wholesale prices.
Reps were unhappy and retailers
complained about the practices of
some manufacturers’ showrooms.
In 1895, Simon Fish, President of
the Retail Furniture Dealer’s
Association of Chicago, complained
about how exhibitors were bypassing retailers and selling goods
direct to consumers. In the April
25th, 1895 issue he opined, “We
believe that the manufacturer
should confine himself, in disposing of his product; to the dealer for
it is impossible for the retailer, with
the expense of handling, deliver-

Obnoxious Retail Ads
Excerpts From 1895 Furniture World
certain amount of exceedingly
obnoxious advertising is being
done by a few retail concerns in this
city (Philadelphia), which should be
frowned down. They advertise a
chamber or parlor suite at a price way
below cost, and when the would-be
purchaser decides to take the goods,
they say that is the last suite they had
of that special shipment, and they are
all sold. In passing one of the smaller
stores one day, I saw a pretty birch
chamber suite in the window marked
to sell for $7.00, less than cost.”

“A

ing, rent, advertising etc., to exist
and pay his honest debts. It was
resolved (at a recent meeting) that
the practice of selling furniture at
retail by manufacturers was pernicious in its effect, and was a detriment to the retail trade.“ The committee of the retail association
included John M. Smythe, of the
John M. Smythe Co, and Adolph
Karpen of Karpen Bros.
Others doubted that the new
expositions would be a sustainable
marketing model. In the July 4th
1895 issue, “Robert Becker,
President of the Cincinnati
Furniture Exchange said, “We do
not want an exhibition here this
summer. Expositions are not profitable to the manufacturers, and
they certainly have not helped the
market in the least. Our first exhibition paid because it was new and
novel, but since that one they have
been not good… Mr. Sextro proposed that we have a great furniture exposition, which we did. Then
New York followed us and Chicago,
St. Louis, Indianapolis and other
cities. But the manufacturers all
over the United States are opposed
to them, having had all they want.
We don’t want any more expositions, and we don’t want to do away
with the manufacturer’s agents. In
fact, we must return to the good old
way of selling our goods.”
Still, despite poor exhibition traffic, and the feeling of some in the
industry that exhibitions would
become a relic of the past, the
Cincinnati market as well as the
others continued to be promoted
and reported on in the pages of

Furniture World.
Furniture World struck a nostalgic tone in its July 11th issue commenting on furniture shows. “When
expositions are a thing of the past,
as in this world of change and
progress they are bound to be in
time, will they be replaced by a system here by which the social element will have such good opportunities for expression as this gives
us? We meet our fellow drummers
out on the road occasionally, but
here we meet them constantly.
Before the exposition era, we knew
few manufacturers except the ones
for whom we travelled, and today
we know them all, at least all that
are worth knowing and that means
all of them. The charm of meeting
friends is not a small consideration
to us when we are in the ‘suburbs’
of the sere and yellow. There is an
air of good fellowship, a kindly
greeting from old friends and new,
and we pass from one exhibit to
another that keeps the heart young
and the spirits light, that makes
the world more beautiful and
brings the thought uppermost: ‘It is
good to be here.’”
In the July 11th, 1895 issue a
cartoon titled “The Enthusiasts
Dream of A National Furniture
Exposition”, was published. This
was an idea repeated throughout
the years in many issues of
Furniture World. Depicted in the
drawing (reprinted on page 24),
was a large building with flags representing the furniture exhibitions
of the time including, New York,
Chicago, Rochester, Cincinnati,
Boston, Philadelphia, Indianapolis,
Rockford, St. Louis, Grand Rapids,
March/April 2010 FURNITURE
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Jamestown and Shelbyville.
The following month, travelling
furniture reps published a petition
to abolish furniture expositions.
The petition read, “We as the traveling salesman of the different
manufacturers of the furniture
trade feel that the exposition held
in July and January of each year is
of no benefit to you or ourselves,
and we ask as your representatives

Quaint Furniture
Women Want To Buy
Excerpts From 1895 Furniture World
early every woman is now in a
still hunt for quaint pieces of
furniture which shall give her home an
individual look. Realizing that most
women abhor things that look as if
they were turned out by the dozens,
the most progressive dealers now only
keep about half a dozen duplicates of
one piece in stock. The Colonial style
rages, and any women’s heart must
rejoice at the beautiful pieces of
furniture shown in this style.”

“N

From August 1895
The Furniture World.
Mrs. Hardacre says,
“Come, Silas, let’s get
out of this swindle
shop.” Mr. Hardacre
replies, “Why? It
seems like they had
good goods?” She says,
“Good goods? Nothin’!
Just see how the
weight of that little
vase has bent the legs
of that brass table.
20
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on the road to abolish the same, as
we think by abolishing the expositions you can get better prices for
your goods and a more satisfactory
trade.”
Furniture World solicited additional input on the exposition question. Many responses were publised, including this one from
James B. Hayes, Vice President,
General Manager, Standard Folding
Bed Company. “We have found by
experience, that the fact of the
dealers having seen our goods at
the exposition has been helpful to
our men on the road. We have
never yet exhibited without making several new and valuable customers at the exposition. On the
other hand, the fact that buyers are
enabled to compare goods and
prices so closely, and find salesmen
over-anxious to do business,
enables the buyer frequently to
induce salesmen to cut prices in
order to make a sale… It seems to
be conceded on both sides that furniture expositions should be limited to two, or at the most three

weeks, unless a permanent exposition is decided upon.”
Many more opinions for and
against exhibitions were voiced in
the summer issues of Furniture
World as business continued to be
poor throughout the year. The
question of furniture exhibition
buildings was resolved over time in
favor of their usefulness. As transportation improved, the need for
very long shows to accommodate
long travel times lessened. So too,
the number of shows was reduced
to a more manageable number. So
furniture shows survived as a
viable marketing model, Furniture
World Magazine became the primary information source for furniture
retailers and a tale of growth, modernization
and
development
unfolded.

INTERESTING 1985
EDITORIAL EXCERPTS
Labor Unrest: July 11th, 1895,
“The Furniture Worker’s Union,
Local 6,670, K. of L., employees of
carpet, furniture and bedding trade
have requested the General
Executive Board of the K. of L. to
take action against Mason &
Company and the Brooklyn
Furniture Co., Brooklyn, for
employing delinquent members.
Districts 75 and 220 will be asked
to give active support for this boycott.”
Celebrity Gossip: “Baumann Bros.
have entered judgement against
Pearl Eytinge, the actress, for
$188.84, and unless she pays up
this week her effects will be sold by
the sheriff to satisfy it. Pearl has
evaded service of the summons and
complaint for a long time, but after
several ruses were tried unsuccessfully, the process server finally put
the billet in her hand while she was
on the street.”
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One national furniture exposition? As soon as
expositions were invented, the industry mused about
having only one. This drawing from a 1895 issue
shows a large building with flags representing the
furniture shows of the time including:
New York, Boston, Chicago, Rochester, Cincinnati,
Philadelphia, Indianapolis, Rockford, St. Louis,
Grand Rapids, Jamestown and Shelbyville.

Reluctant Chicago Buyers: “The
opening day, (of the Chicago
Exposition), was all that could have
been wished for. A heavy rain the
night before laid the dust, and the
air was deliciously cool and invigorating. At the building the arrangements were complete for receiving
and handling visitors. There was
no confusion, despite the fact that
many of the exhibits were not in
place… Comparatively little buying
was done the past week, visitors

Markdown Policy
At Wanamaker’s
Excerpts From 1895 Furniture World
he preparations for the annual
clearing sale of the furniture
department at Wanamaker’s are
now going on. It is one of the chief
principles of Mr. Wanamaker to allow
no goods to remain long in his stores.
If they do not move at the regular
prices they are marked down, and a
few hours after a notice of the sale is
advertised sees the special bargains
disappear like magic. This is one of the
secrets of success of Wanamaker’s
mammoth store.”

“T
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putting in their time looking at the
various lines, comparing prices and
making rates. This was quite natural to expect, although it occasioned
no little comment on the part of
home exhibitors who were hardly
prepared for so conservative a spirit.”
Jamestown Market Parade: The
Celoron furniture exposition came
to a close on Saturday last, and in
celebration the various exhibitors
and salesmen gave a parade
around Celeron and then made a
tour of Jamestown by electric car…
July 25th, 1895.
On New Horseless Carriages: In
1895, Furniture World republished
an excerpt from an article that ran
in The New York Herald about a
new mode of transportation. “It
may be some time before the perfect horseless carriage becomes a
thoroughly familiar object on our
streets and highways,” the writer
observed, “but it is evident that the
recent race from Paris to Bordeaux
and back has given an impetus to
American manufacturers which
could not remain long without good
results.”

The New Woman. A Poem:
O, the Twentieth Century Girl!
What a wonderful thing she will be!
She’ll evolve from a mystical whirl
A woman unfettered and free;
No corset to crampen her waist,
No crimps to encumber her brain;
Unafraid, bifurcate, unlaced,
Like a goddess of old she will reign!
She’ll wear bloomers, a matter of course;
She will vote, not a question of doubt;
She will ride like a man on a horse;
At the club late at night she’ll stay out;
If she chances to love, she’ll propose;
To blush will be quite out of date;
She’ll discuss politics with her beaux
And outtalk her masculine mate!
She’ll be up on the science of things;
She will smoke cigarettes; she will swear,
If the servant a dunning note brings,
Or the steak isn’t served up with care.
No longer she’ll powder her nose
Or cultivate even a curl,
Nor bother with fashion or clothes,
This Twentieth Century Girl.
Her voice will be heard in the land;
She’ll dabble in matters of state;
In council her word will command,
And her whisper the laws regulate,
She will stand ‘neath her banner unfurled,
Inscribed with her principles new;
But the question is what in the world
The New Century Baby will do?
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by Melody Doering
ixteen-year-old
Evelyn
Kidd, the pride of Spirit
Lake, Iowa, won the National
Home Improvement exhibit
in her Four-H club’s contest at the
International Livestock Exposition
on December 4, 1928. “She displayed a color scheme of green,
coral and ivory in decorating her
own room, and exhibited five
pieces of furnishings she had prepared at a total cost of only $8.55.
In the prize-winning exhibit was a
dressing table she made from two
orange crates, and a modern electric lamp made from an old
kerosene burner. She also had an
old chair found in her grandfather’s barn, which she refinished.
Candlesticks and pictures purchased at a five-and-ten-cent store
complete the prize-winning room.”
Alas, there is no record in The
Furniture World of Evelyn’s prize:

S

The
parsimonious
ingenuity
encouraged by the National Home
Improvement contest certainly did
not bode well for the furniture
industry on the eve of the Great
Depression
The Furniture World of 1928,
published weekly under an everchanging logo, featured a charming
mix of business and humor; the
wisdom of sages complementing
the opinions of the editors; serious
discussions on matters of concern
to the industry juxtaposed against
chatty travel-diary letters from the
globe-hopping Isse Koch, head of
Isse Koch & Co., Inc; informational
series on everything from splitting
leather to growing moss, from
mohair to curly hair, from veneers
to proper sales techniques.
Reporters throughout the magazine’s coverage area filed regular
dispatches on the business and

Furniture retailers and
manufacturers gathered for a
photo that appeared in the
November 21st, 1929 edition.
Headline reads, “We Are
Facing a Very Bright Future
in Our Industry, Present
Conditions Are Better Than
They Have Been For Many
Years Heretofore.” Each in
turn wrote an article
addressing the topic of how
the recent stock market
“fluctuations” would have
limited impact on furniture
industry sales.

social activities in their regions.
There were classified ads of salesmen wanting lines to represent and
companies wanting salesmen to
represent their lines; ads to sell factories and equipment. A list of
buildings – hotels, schools, theaters, clubs, churches, municipal
buildings—that would be requiring
new furniture was also a regular
feature. A monthly accounting of
failures of furniture manufacturers
and retailers compared current
numbers with those for the same
month the previous year. On the
brighter side, the magazine
detailed the capitalization of new
business ventures. And finally
there was the Advertisers’ Index, a
catalogue of 100 firms, give or take
a few, that advertised within the
issue.

THE BOOM YEARS
“When men take up an option,
and then afterward seek for
reasons for it, they must be
contented with such as the
absurdity of it will afford.”
– Sout
In mid-August, 1928, Theodore
Price in his column in Furniture
World, “The Business Barometer,”
opined: “The ship of business is
making good speed over a calm
sea….” He did, however, caution
that “bootleg money,” the credit
loaned on call by institutions other
than banks, was a hazard to “compel watchfulness.”
It does not appear that the financial activities of the late 1920s
were of undue concern to those in
the furniture industry. Furniture
World presented the more pressing
tensions among and between the
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This ad from October, 1930 notes that 90% of all furniture
is purchased by families with incomes of $2,000 to $5,000,
and that the Southern Furniture Exposition Building in
High Point specializes in furniture for this class.
Excerpted From “Shall Pillows Take Their
Proper Place In The Furniture Store?”

Salesmen Should
Get Busy
October 19th, 1930
his is the psychological time for Mr.
Salesman to get busy. He should tell
this woman, in a tactful way (he will
need training on this), that her
cherished pillows are probably mixed or
hen feathers, and may have been in
daily use for three generations. Two
generations of forebears have died on
them and three generations of babies
have slept on them.... At any rate they
are lumpy and uncomfortable. They were
never as good as modern scientifically
treated feathers.”

“T
1930 Furniture World cover
lists Managing Editor, N.I.
Bienenstock, Walter A.
Shilling, Editor and Bert
Wyman, Ad Manager. Lead
article found fault with an
initiative by New Jersey
furniture retailers to extend
store employees’ working days
throughout the night.
major factions in the production of
furniture. The designers, whose talents were focused on creating a
durable commodity, were the misunderstood artistes, whose creativity was maligned by both manufacturers and retailers. The manufacturers, who fancied themselves
“scientific,” trusted the designers
to deliver sure-sellers and the
retailers to order and promote
those lines without resorting to
piracy. The retailers, who dealt
with a “fickle” public, were appealing to their customers’ sense of
economy by seeking the highest
discounts possible from their suppliers and then geared their advertising to price-point rather than
quality. There was quite enough
angst within the industry itself
without fretting over the perilous
economy.
“The Roaring 20s” conjures
images of excess, not unlike the

“bubbling 00s” of this century.
In truth, what made it into the documents of record of the times often
bore little resemblance to the lives
of the common folk. By the end of
the decade the cost of living had
declined 21.5% since 1920 and per
capita income had risen to $750
per year for non-farm workers. Yet,
the buying power of the American
public rested with those families
who earned $5,000 and less.
According to the US Statistical
Abstract for 1901-1950, the average male worker earned 58¢ an
hour, for a total of $28.25 a week.
Women fared much less well at
$17.62 a week.
The end of World War I in
November, 1918, marked a watershed in consumer spending in several areas, but none more than furniture. For the two years after the
war, expenditures in those types of
goods associated with setting up
new households rose dramatically,
before falling to a level slightly
above those of 1918. Jewelry
(engagement rings?), clothing,
meals eaten out, automobiles, and
stationery (invitations and thankyou notes?) all rose, according to

the Historical Statistics of the
United States for 1900-1929.
Expenditures on furniture rose
54% during that period, to
$1,152,000,000. No other category
of expense approached the furniture bubble. The wholesale price
index for “house furnishing goods”
from the same period rose a whopping 52%. How would it be possible
to equal this explosive start to the
decade? Even what would be considered healthy gains in business
would be a disappointment in comparison to the post-war boom.
Indeed, the boom was followed by
the recession of 1921-1922, which
was felt universally. By 1923, however, recovery was in evidence
across the board. Prices and consumption generally rose, buoyed by
the easy availability of consumer
credit, until 1926. That year was
the one furniture men—and we’re
not being politically incorrect
here—looked to as the pinnacle in
the industry, when all the elements
of the industry were in harmony
and profits were there for the taking. Perhaps 1926 became the
utopian year because the government’s statistical index mean, last
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Award Posted In Mart Bombing
December 18th, 1930
n award of $5,000 has been offered by the American
furniture Mart for the arrest and conviction of the
person or persons who placed a bomb in the building one
week ago causing damage totalling $8,000.”

“A

November 1928 ad for
Tomlinson Furniture
Manufacturing
Company, High Point,
N.C. The copy asks
readers to view how “These
splendid pieces represent a
positive harmony of effect
between furniture design
and coverings. Notice...
how successfully they
interpret the moderne
feeling without going
beyond the point of moderation.”

adjusted 13 years earlier, was
again reset to 100, making comparisons painfully easy.

ART MODERNE TEMPEST
“I do not think much of a man
who is not wiser today than he
was yesterday.” –Lincoln
There were no exhibitors from
the American furniture industry at
the Paris Exposition in 1925. Art
Moderne was taking the world by
storm, or so the designers said.
William Millington, the general
manager and designer of Furniture
Shops in Grand Rapids toured the
Exposition and reported in
Furniture World in late 1928,
“…what we are talking about and
calling ‘moderne’ is probably the
commencement
of
a
new
Renaissance… At first we could not
see any beauty in it but gradually…
some of us began to see the possibilities of developing something
from this style which would be
appropriate to the living conditions
in America.”

28
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This revolutionary art form, categorized by designers as belonging
to the “skyscraper, television and
trans-oceanic travel era” represented a decisive break from the
Spanish and Italianate, overstuffed, gee-gaw loaded furniture
that graced a proper Victorian
home. While the television era was
yet to come, there being only one
broadcast station in the US, times
were changing. Fewer homes were
“staffed” and when having to dust
all the nooks and crannies of such
ornate furniture fell to the homemaker herself, simplification was
definitely in order. But was Art
Moderne, the darling of the designers, the wave of the future?
Fred Rothermell of Almco
Galleries wrote lofty screeds on the
Art Moderne movement in
Furniture World in 1928. “The
world war cancelled our bondage to
the past. In that struggle the titanic forces of the machine and the laboratory were dominant. A new age
was born, a period of looking forward. Mass existence we have.
Mass production must follow. With
mass production there can be no

Speaking of
“Art Modern” in
the context of the post
First World War period,
Fred Rothermell wrote,
“Mass existence we
have. Mass
production must
follow. With mass
production there can be
no servile traffic with
the outworn.”
1928 chair from Wagner
Furniture Company.
“Neat, compact, roomy,
comfortable, reasonable in
price and not too modern
to fit any room.”

servile traffic with the outworn.
The elaborate symbols of an elaborate existence become painful caricatures when imitated by the
machine.” He went on to castigate
the manufacturing industry for
having been “too long concerned
with its function rather than the
artistic quality of its result.” Stifled
artists were being taken advantage
of and current designs were the
result of “an utter lack of
courage….”
Meanwhile,
the
American
Designer’s Gallery, under the leadership of Herman Rosse, was opening an exhibit of modern furniture
to “show all America what is correct in the new art of decorating
and furnishing.” The six-week
exhibit would move from New York
to the “ten most important cities of
the country” to allow all those
eager to modernize to learn the
“proper standard.”
W. H. Wilson, vice president of
the American Furniture Mart,
Chicago, in Furniture World,
August 1929 described Art
Moderne as “slightly ribald—smart
alecky.” He observed that many
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designers were trying too hard and
ended up with results that were
“often grotesque and freaky.” While
New York and Hollywood had taken
to the style, the country as a whole
was not bound to adopt such radical departures of line and color. Art
Moderne required its own background—a room designed specifically to showcase the furniture. It
did not mix easily with the furniture of earlier periods.
The
modernist
movement,
Wilson went on to report, did create
a new awareness of color, which
could be “scientifically” arranged.
Although at least a third of furniture sold at that time was based on
Colonial, Early American or
Georgian periods, some more practical designers were modifying the
moderne style to create furniture
that, as an incremental step into
the 20th century, could harmonize
with diverse styles.
In the article, “Suggestions to
Manufacturers and Buyers of
Furniture,” in December 1928
Furniture World issue, author A.
Dincin counsels that, “too often
styles are created on the mere suggestion of designers; as a result, if a
style fails to appeal to the consumer, the manufacturer has to kill
off his stock at 20 to 25% loss, and
the dealer remains loaded with
merchandise that cannot be disposed of without serious loss. Why
not go about creating styles with
care, consult those who know the
actual demand of the market, and
who deal with facts, not with an
artist’s fancies, and who can advise
best?” This was a shot across the
bow in the battle between the “scientific” side of the industry and the
unquantifiable genius of design.
A more conciliatory approach
was found seven pages later in that
same December 6th issue of
Furniture World, in a report of a
speech by John Alcott, art advisor
of Bird & Son, Inc., to the Southern
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Manufacturers Sales Conference.
He predicted that within another
quarter century manufacturers
and retailers would develop a
styling information bureau that
would cover the trends of the public “as completely as the weather
bureau traces temperature and
humidity.” In other words, the leftbrain, right-brain tension between
ideas and execution could be successfully negotiated by having all
parties join in pursuit of a similar
goal.

VARIETY
THE SPICE OF LIFE
“Don’t insist on doing things
the good old ways if a better
way has been discovered.”
–no attribution
New methods and products
caused design change at the cusp of
the depression. The use of helical
springs reduced the bulk of upholstered furniture, allowing a more
sleek line in accord with modern
trends. DuPont introduced Pyralin,

Haverty Furnit
ure Starts
Sales Drive
December 4th 19
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a plastic with mother-of-pearl
effects, used to add color to bathroom furniture and dresser sets.
Steel tube furniture, originally
designed for the poor in Germany,
was turned into a luxury item. The
Ypsilanti Reed-Furniture Company
introduced a line of steel tube
chairs, the Flekrom English
Lounging Chair, in 1929. In little
more than a year, their design
seems to have taken advantage of
helical springs, resulting in a classic design suitable for the homes of
today.
Kitchen furniture, topped with
enamel, was offered in a profusion
of colors. I-XL Furniture proclaimed, “We have leaned very
strongly toward the green enamel,
a light green, for this is a very
soothing color but the sales seem to
be increasing rapidly on the ivory

New methods and products
introduced included the
Ypsilanti steel tube chair from
a 1931 issue and Flekrom
English Lounging Chair, 1929.
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Ad from Rhinelander Airtite Refrigerator whose slogan
was “Made A Little Better Than Seems Necessary.”
Color was making its way into US homes, a practice
that caused the Federal Simplified
Practice Experts to write in an early
1929 issue that, a “mutually agreed
upon set of colors” would cure the
problem, curtail customer choice, and
trim production costs.

and our gray, which is so much
lighter than the average gray, being
further brightened with the white
panel centers and green stem and
red petaled flowers, has been selling very well indeed.” One might
assume that such an array would
be cause for rejoicing; however, it
ran afoul of the Federal Simplified
Practice Experts who responded in
a January 1929 issue of Furniture
World to a call from business asking “whether something cannot be
done to curb the tendency to apply
color to autos, stoves and furniture....” The Simplified Practice
Experts argued that having to
match color when making repairs
made color a material part of an
article. A “mutually agreed upon
set of colors” would cure the problem, curtail customer choice, and
trim production costs.
The final word on color belongs
to kitchen curmudgeon, H. F.
Harbeck,
president
of
the
Challenge Refrigerator Company,
who, when grousing about another
topic entirely, went off message to
declare: “The refrigerator is a
refrigerator [note to the reader—
the refrigerator was still an icebox
for all but the wealthy] and nothing
but a refrigerator. A piece of furniture is a house decoration. I know
that some of the people tried to
make a refrigerator a kitchen decoration, but it doesn’t seem to work
very well. To my mind the best decoration for the kitchen is for the
housewife herself to spend more
time there and not to play so much
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Shown is a high-tech
entertainment unit from Kiel
Table Company with hidden radio,
and a radio cabinet sold by New
York based Morris S. Siegel
Company, factory representative,
for $139.

at bridge parties.”
Those designers not boldly venturing into moderne, conservatively adapting period styles, or crafting a harmonious middle road,
seemed to be dreaming up ways
that furniture could do double or
triple duty. The most common item
for adaptation was the dining room
table. With more people living in
the smaller spaces of apartments
and modest houses, a commodious
table was instantly available with
the flick of a lever. The spring
loaded top would rise, freeing
leaves hidden beneath. Once the
leaves were pulled out, the top was
locked back into place. Daybeds,
already popular at this time, were
developed later in the Depression
into sofa sleepers. In 1931
Simmons started a line of studio
couches to enable families to deal
with the challenge of doubled-up
families. The recliner chair became
popular, evolving from a chair and
footstool into an all-in-one piece of
furniture. The Sit-O-Sleep from
Firmbilt Upholstery Company vied
with the Ta-Bed by the United
Table-Bed Company for creative
design. The former, a variation on
the recliner as shown in an ad in
Furniture World, looks to provide
comfortable repose. The Ta-Bed

(not pictured), according to
“Furniture Detective” Fred Taylor,
was first made during World War I
and was revived as a patriotic gesture during the Depression. The
table was the size of a sideboard
table with an unusually deep fascia,
fronted with fake drawers. Upon
lifting the fascia, which was hinged
to the top, the springs and mattress
were revealed and could be unfolded, as in a sleeper sofa. It was a bit
of a climb into bed, as the bed
assembly was rather high. The
inside of the table top and foldeddown fascia of the Ta-Bed did not
invite comfortable reclining.
Radios at this time were often
disguised in occasional tables. In a
rare measure of inter-agency collaboration, the furniture manufacturers and the electronics industry
cooperated to create radios with
fine looking cases. Because radios
had the flexibility to adapt to
almost any design, this made an
easy partnership. The Kiel
Manufacturing Company, which
later became A. A. Laun, solved the
design dilemma with their “Golden
Voiced Table.” The tuner was within the fascia panel and a peek
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Congratulations
Furniture World Magazine
140th Year Anniversary

"...finding solutions for families,
especially busy moms."TM

We've been in the business of knowing what
works at retail for 87 years. Real people with a real
passion for furniture. This tradition was started in
1923 by our founders, Taylor G. Vaughan, Sr. and his
brother Bunyan C. Vaughan. Today the company
remains committed to its fellow employees, its customers
and to a successful strategy of quality products and
service.

Now, with our outstanding, family-focused
kathy ireland Home® from Vaughan
Furniture partnership, we're continuing -and advancing -- our great tradition, offering
you top-quality products that your customers
will love.
We invite you to visit us at High Point
Market, Plaza Suites 210 and view our new
kathy ireland Home® from Vaughan
Furniture Co. Collections.

kathyireland.com
vaughanfurniture.com
Phone: 276-236-6111

High Point Showroom
Phone: 336-883-0176
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On Our Way to the NIWA Expo.
Extraordinary, American-made, handcrafted furniture…
There are more than eighty great reasons to attend the 11th annual Northern Indiana Woodcrafters
Association (NIWA) Expo. April 26th through the 28th. Make your plans now to experience not just
a showcase of extraordinary, artisan-crafted furniture, but also the heritage behind it. The Northern
Indiana Woodcrafters Association is comprised of over eighty talented, creative and innovative customfurniture builders, each of whom brings his own unique style to the Expo.. The NIWA Expo. is distinctive
in that it features exclusively American-made, solid, domestic hardwood furniture and accessories, all
created by builders whose families have been honing their craft for generations, and all built from
hardwoods that come from within a 250-mile radius of the builder himself, using sustainable methods
whenever possible. This level of quality cannot be found in container-loaded furniture being copied,
mass-produced and imported from the foreign markets. Housed entirely under one roof, the Expo. covers
75,000 square feet of display area and is Indiana’s largest wholesale furniture show.

A truly “Custom” approach to design and build…
Dealers and designers alike are drawn to the NIWA Expo. because of the personal attention and exceptional service they receive from the builders. Since they are buying directly from the man who builds the
furniture, they know they won’t be subjected to mysterious “production and shipping delays.” Proximity
to their customer base and control over manufacturing allows NIWA builders to assure speed to market
and unmatched quality. And, while these builders already offer a vast selection of styles ranging from
Mission to Contemporary, wood species ranging from cherry to quarter-sawn domestic white oak, and
any finish imaginable, many designers relish the idea of being able to sit down with a builder and custom-design a piece for a client. It’s even possible to tailor the dimensions of specific pieces to customer
specifications. The woodworkers like to say that their customers are “limited only by their own imaginations.” Guests return to the Expo. year after year because they appreciate the opportunity to shake the
hand of the man who actually builds the furniture, not just a sales representative from the company.
Attendees who are interested in where the furniture came from or the building technique behind it can
also visit the shops of any of the builders… they’re all within a fifty-mile radius! They also enjoy the
camaraderie of the family-style dinner, which will be served on Tuesday night.

Experience Northern Indiana
And as if the variety of the Expo. itself isn’t enough to draw you in, another lure is Northern Indiana
itself. Those who haven’t experienced everything that Indiana’s Lagrange County, also known as “Amish
Country,” has to offer should plan to bring the family and stay an extra day or two! The heart and soul
of Lagrange County is Shipshewana, a sprawling town featuring hundreds of shops and restaurants, a
large waterpark, buggy rides, and the Menno-Hof Museum, which tells the history of the Amish and
Mennonite faith. A driving trail through the area, called the “Heritage Trail” was recently the focus of a
feature article in USA Today.

Make your plans now to attend
So call 260-768-7878 or send your store information to: contact@printplaceindiana.com for an
invitation and make your plans now to attend the NIWA Expo. April

26th through the 28th

at 7605 North State Road 9, Howe, IN 46746.

Visit www.shipshewana.org or
www.backroads.org for more information about everything that Northern Indiana has to offer, and to
find out more about this “don’t miss” event!

Special Note: The NIWA recently opened a furniture showroom for dealers only in Shipshewana.
Call to schedule a personal showroom tour at your convenience. 260-768-7156
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YEARS AGO IN FURNITURE WORLD

1928-1934
Anniversary Issue -The Great Depression

underneath revealed the internal
works with the speaker aimed at
the floor. This model listed at
$99.50 (without the tubes).
Converting 1929 dollars to current
rates, this home entertainment
system would wholesale for
$1,223.27 today. This shows how
radical the art moderne designers
were when they stated they were
creating for a modern television
age, when in reality, not every
home had a radio, or even electricity!
While the above designs were
both clever and utile, they pale in
comparison to the combination
piece offered by Peck & Hills
Furniture Company in a January
1929 issue of Furniture World.
Although it lacked a snappy name,
it “combines in a single unit a radio
cabinet, bookcase, writing desk,

and a standard piano of artistic
excellence, easily convertible from
one to another.”

INDUSTRIAL ANGST
A VICIOUS CYCLE
“Forewarned, forearmed, to be
prepared is half the victory.
–Cervantes
Shortly after the halcyon year of
1926, the United States’ economy
went into a deflationary period,
causing a decline in housing starts.
Somehow, manufacturers did not
get the memo, and continued producing at their traditional rates. On
the eve of the Depression, while
many furniture companies claimed
to have just had their best year yet,
the industry as a whole bemoaned

the slowdown, without knowing
exactly what was wrong, much less
how to remedy it.
The industry, long wary of organizations, began forming groups to
address the problems of manufacturers. In an address to the first
meeting of the National Association
of Furniture Manufacturers in
early October 1928 as reported in
Furniture World, Alvin E. Dodd, of
the
American
Management
Association, declared that manufacturers must “adjust production
to consumption, avoiding both over
and under production. Over-production, necessarily, is under-consumption, that is, by stimulating
consumption it is possible to absorb
surplus production. But under-production may be avoided only by
advance
measurements
of
demand.”

Excerpted From

American Furniture Hall of Fame
Interview with Elliott S. Wood, Founder, Heritage,
Henredon, Woodmark, Markwood & Founders Furniture.

“My Father Went Through Several Of These Tragic Experiences.”
rior to 1928, most of the floor covering manufacturers marketed their products
through wholesale distributors, or jobbers. Jobbers were assigned a territory
in which they were the exclusive distributor of the manufacturer’s products. There
was a mark-up spread of about twenty percent. As the Depression wore on, some
of the larger manufacturers, decided to eliminate their jobbers and sell direct,
expecting that this plan would make them more competitive in the marketplace.

“P

“The result was devastating for the jobber to learn that he was without a source
of supply, that his exclusive resource had now become a competitor. The jobbers
who survived this change were in a continuous scramble for replacing sources of
supply. My father’s business went through several of these tragic experiences.
“Further devastation resulted from the closing by the Federal Government of our
bank. What little money our business had left was put in escrow - any payout to be
based on liquidation of the bank’s assets.

Nichols & Stone ad
placed in the November 1929
issue offered a quick ship
program on orders placed at
the Boston show.
36 FURNITURE
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It was then in 1932 that I made the big decision that changed the direction of
my life. I told my father that I no longer wanted to be in a business whereby your
supplier had such complete control of your destiny, prescribing your territory, the
inventory you were expected to carry, the volume you were expected to produce, the
price you paid for your goods, and the price at which you were expected to sell it.
That wasn’t the life to be for me.”
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YEARS AGO IN FURNITURE WORLD

1928-1934
Anniversary Issue -The Great Depression

Excerpted From

American
Furniture Hall of Fame
Interview with William P. Kemp, Sr.,
Founder, Kemp Furniture Industries.

“Sixty Hours A Week
At Ten Cents An Hour.”
n 1931 the plant was really in rather
miserable condition. And it was just in
the process of moving from a steam
overhead control power to motor power.

“I

“I was able to get together a group of
small living room tables and made them.
We sold them for 82 cents a piece. The
jobber later sold them for a dollar.
“The object was, at that time, as a
door opener, to get a group of tables to
sell at a dollar and they were willing to
sell them for a dollar as an advertising
special. So that’s what we concentrated
on. It took a little while, but we very
soon got so we could make five or six
hundred tables a day.
“People here in North Carolina were
delighted to get any kind of job. And I
really am ashamed to go over what
we had to do. But everybody was.
There were so many people that were
completely destitute. And most anything
they could get was received with open
arms. And our opening wage at that time
was $1.25 a ten hour day, which is
twelve and a half cents. There were also
some at $1.00. They worked six days a
week. That’s sixty hours a week at ten
cents an hour, was $6.00 a week. But
that was enough to keep them going,
feed them and some of their family.
Amazingly so. And at 82 cents a piece, if
I had made a mistake in figuring my
costs to a penny, I would go broke quick.
And I think I was along with them at the
time. But it worked out all right in the
long run. But it took a while.”
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Within those few lines lies a complex dilemma: how to measure
demand in advance; how to manufacture just enough to go around;
and how to stimulate consumption
in the face of a deflationary economy.
Manufacturers, trusting in the
new lines devised by their designers, often excoriated retailers for
failing to hold up their part of the
implicit bargain—they were not
selling enough furniture. Retailers,
caught between the public and the
manufacturers, directed their ire
in both directions. The customer,
who was the ultimate determiner
of success or failure for both concerns, was often viewed as an
adversary rather than a partner in
business. Furniture World genteelly moderated debates between the
two giants. The arguments came
and went in waves, first one side’s
view for several weeks, and then
the other’s. An insider could read
between the lines of the gentlemanly disputes: names were not mentioned, and incidents cited were
often of the nature of a cautionary
tale. But when a business was
caught engaging in truly egregious
behavior, the editorial gloves come
off and names were named, shady
practices decried.
The customer, viewed in 1928 by
one manufacturer on the pages of
Furniture World as “fickle” and
“ignorant,” had the power of the
purse, and she was not buying. A
more rational analysis of just who
purchased furniture revealed that
women were the primary customers. Those in higher income
brackets, with a family income
over $4,000 per year, tended to be
most interested in period reproduction furniture. From a manufacturing standpoint, this was a

good line to be in. The industrialization of the furniture industry
resulted in the greatest savings at
the initial stages of construction,
common to all pieces. The cleaner
lines of Colonial and Early
American furniture could be produced without skilled workers
hand finishing carving details.
With little to be gained by antagonizing the customer, some enterprising retailers enlisted them to
help set style trends by creating
furniture exhibits open to the public.
Robins
&
Robins
of
Philadelphia, in business only
seven months in 1928, furnished a
Colonial farmhouse in a suburb of
the city. All furniture carried price
tags and the house was staffed with
salesmen to answer questions.
After four months they had logged
in 132,000 visitors and, presumably, gathered much information.
Many manufacturers called for
creating style shows open to the
public at or just prior to the markets, citing precedents of auto and
radio shows. Furniture shows
would feature sample rooms and be
staffed to provide assistance. None
of the furniture, however, would be
priced. In 2010, an age of product
testing, focus groups, and surveys,
this seems like a win-win proposition: customer interest could provide a basis for buyers to place
orders, allowing production in the
correct amounts. The suggestion
was debated long and hard in
issues of Furniture World, and
finally attempted a few times in a
less than enthusiastic manner. For
an organization that prided itself
as being scientific, it does not
appear that the manufacturers
took full advantage of a public willing to critique their product.
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Who Is Running This Country Anyhow?
W. Hume Logan, Logan Co., Inc., Chicago
January 9th, 1930
herefore, if there is any slump in business, it is altogether psychological.
Fifty years ago we might have been frightened into a panic, but surely in this
enlightened age, with the above facts before us, the 95 per cent who have not
speculated will not be such business cowards as to allow the pessimistic whines and
groans of the 5 per cent to cause us to slow up appreciably in our program of
progress..... Who is running this country anyhow -- the few speculators or the people
who own, manage, produce and consume? Go to market with adequate costs in your
pocket, courage in your heart, common sense in your head.”

“T

What Is The Matter With The Furniture Business?
Irving H. Stern, Buyer and Designer
Summerfield Co., Boston. January 16th, 1930
he merchants who reduced their mark-up, unable at the same time to cut down
their overhead, have gone into red figures for the past two years. Those who
offered lower grades of merchandise are not only ruining their reputation and losing
customers through the sale of unsatisfactory goods, but are obliged to increase their
volume of business, as they must necessarily sell more pieces to maintain their
former volume. They must sell to more customers, which they are as a rule unable to
accomplish.”

“T

BORAX ISN’T
JUST FOR CLEANING
“The labor of a day will not
build virtuous habit on the
ruins of an old and ruinous
character.” –Buckminster
Advertising had become a bone of
contention in the industry. The
number of lines of furniture ads in
June 1928 was only half what it
had been the year before, as reported by Printer’s Ink and reprinted in
September 1928 by Furniture
World. Advertising professionals
wrote articles on how to advertise
more effectively, stressing that
appealing to price only would not
attract the kind of customers that
would offer return business. A
theme running through Furniture
World in 1930, with the Depression
being felt with a vengeance, was
the evil of Borax advertising.
It is unclear how this mineral,
used in the home as a laundry additive because of its ability to soften
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water, became associated with the
furniture industry. None of the various folk etymologies advanced
such as having come from coupons
in Borax boxes redeemable for furniture, or from the Yiddish word
borg meaning credit, stand up to
scrutiny. David Schulman, writing
in American Speech in 1985 convincingly rejects the previous
explanations, as well as others, and
cites that the term was in use
before 1929 when H. L. Menken
wrote “The Borax House.” The term
was slang for anything that was
cheap, and apparently was taken
up by the furniture industry to
refer to cheaply made goods, the
retail establishments that sold
them, the bait-and-switch methods
of retailing, luring customers using
easy credit, and advertising that
was not truthful. Borax was all
things bad.
The Better Business Bureau was
the agency in charge of policing
Borax advertising. In a rare
instance of specific finger pointing,
Furniture World named a New York

city retailer that was charged with
misleading advertising. Their ad
copy showed two telegrams, one
purportedly from the Grand Rapids
Furniture Company offering the
store bedroom suites at half price,
and the other from the store
accepting this bargain. Of course,
there was no Grand Rapids
Furniture
Company,
nor
a
‘Lonsdale Model’ Bedroom Suite.
The retailer claimed the use of the
fictitious telegrams was “merely
advertising propaganda.”

FIRST FURNISH
YOUR HOME
“No nation can be destroyed
while it possesses a good home
life.” –V. G. Holand
Late in the summer of 1928, the
National
Home
Furnishing
Campaign, headed by Russell H.
Tarr and sponsored by the National
Retail Furniture Association was
launched. Its goal was to create
product identification in an industry with hardly any, and to change
the public’s view that furniture, as
a durable good, needed replacement only every 17 years. At this
time, only a few national brands
were identifiable to the customer.
One such line, Berkey & Gay, advertising in Good Housekeeping in
April 1925, showed a woman
primping at her vanity, with her
maid looking on. The copy drew the
comparison between how one feels
in “new attire” and the youth one
feels when changing furniture regularly. “For one thing she changed
her furniture every three years—
no matter how attractive… And her
theory was sound, even though she
carried it beyond the needs—the
means—of most of us….” This upscale ad, appealing to budgets
between $600 and $6,000, was a
clear point of reference for the
Campaign.
Furniture World reported that
the NHFC quickly raised the $4 mil-
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October 1929 Furniture World article
describes the scope of the huge national
advertising program headed by Russell
Tarr undertaken with $4,000,000 in
industry funds. Consumer focused text
informs the reader that, “Scanty,
inappropriate furnishings do you a real
injustice, they give your guests an
unfavorable impression that even your
gracious manner and clever conversation
cannot offset.” Further, it exhorts them
to, “take the first step now. There is
no longer any need to do without the
things you really ought to have. For the
modern method of buying furniture lets
you have them right away.” The only
ingredient missing was sufficient
consumer disposable income and a will to
buy furniture.

lion it required to launch the 4-year
national media blitz. They aimed to
“resell the Home to the American
people. When we think together in
terms of the Home and its glorification, when we influence the mind of
the public to a similar way of thinking, then and then only will the
greatest of our problems be
solved.” Retail partners in the campaign were furnished with an array
of support materials and were
encouraged to display the logo of
the organization to build brand
identification.
The advertising generated by the
National
Home
Furnishing
Campaign, was to be of the highest
quality, featuring classy art work, a
logo to establish customer awareness of participating retailers, and
story lines that played on a sure-
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fire emotion—guilt! The ads were to
address the damage done by
untrained admen. “The contact of
the furniture industry with the
public in the past has been made
through local advertising, and
much of it has been unattractive
and unimpressive. Price merchandising has beset the industry with
many ills,” according to Fred
Chapman of Ypsilanti ReedFurniture Company.
The first ad previewed in
Furniture World on September 29,
1929 and was slated to run in
October in The Saturday Evening
Post, American Weekly, Ladies’
Home Journal, Women’s Home
Companion, Good Housekeeping,
McCall’s,
Delineator,
and
Cosmopolitan with an intended
audience of 65% of American

homes. This was supplemented
with a direct mail campaign of 127
million pieces.
Absent the copy, the viewer cannot readily tell what is being advertised; a technique popular in
today’s advertising. The reader is
compelled to look at the artwork
and read the copy to understand.
The “First Furnish Your Home”
crest was the emblem identifying
participating retailers; all subsequent ads would carry the logo. The
headline reads, “Make your home
furnishings signify your success.”
The text counseled, “Put your personality into your hospitality. Make
your home truly reflect your business and social standing — a constant aid to advancement. Just as
you judge others by appearance,
you, too, are judged by the back-
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Roscoe R. Rau, Managing Director of the National Retailers
Furniture Association, the sponsor of the national advertising
campaign commented in the January 1931st issue that, “It is
a depression which takes from the laboring public the surplus
which, when let loose and spent, makes GOOD TIMES. Until
the underlying causes for bad times are eliminated, people will
be working part time. We cannot expect them to buy.
Artificial stimulation will never cure. It takes TIME.”
ground of your home. What people
say about your home furnishings in
months to come, will rest upon
what you do, NOW.”
How does one begin to unpack all
the emotional baggage inherent in
those few lines of copy? If you are
successful, your furniture should
reflect that; if you have not yet
reached that level of success, your
furniture ought to reflect your
aspirations, which will then help
you get ahead in business and society. Remember those catty
remarks you made about the
Jones’ furniture, well what do you
think they are saying about you…
and what are you going to do about
it?
If the reader agrees that his
image could use a makeover, he is
reassured by the remainder of the
ad that finding a participating
store will solve all his home buying
needs, and, furthermore, will provide support materials to help him
get started on his path to success
with a comfortable, stylish living
room suite.
“Would you wear a gown as out of
date as your DINING TABLE? You
are judged by your furniture as
well as your frock.” While the first
ad targeted the male notion of success, the second, previewed in
Furniture World for January 1930,
shook an accusatory finger at the
homemaker. “Out-of-date furnishings betray you at every turn. No
matter how bright and sparkling
you may be… how charming and
gracious a hostess, a home furnished with makeshifts and ‘handme-downs’ is a hopeless handicap.”
In other words, unless your furniture is as modern as your gown,
nothing you do will render you anything but a failure. Tell that to

44 FURNITURE

WORLD March/April 2010

plucky 16 year-old Evelyn Kidd of
Spirit Lake, Iowa!
Two subsequent ads were less
manipulative—Beth was once more
proud to entertain, and the bride
and groom’s new home was all
ready to receive them. Then parent
guilt was played upon in the homey
scene showing a family relaxing in
a tastefully appointed living room.
“It is HERE that memories are
made; give your children the inspiration that comes from cheerful
surroundings. Are you unknowingly penalizing their future by not
providing the kind of surrounding
they should have? Attractive, upto-date home furnishings count
tremendously in this formative
period… Your youngsters deserve
these advantages.” What conscientious parent could resist a sales
pitch like that?
An article reprinted from The
Rockford Furniture Herald at this
time reported: “It is claimed that
approximately $4,850,000,000
worth of furnishings in American
homes are in such poor condition
and so out-of-date as to make its
replacement necessary. The cost of
replacing it, $3,696,000,000, is
about 24% lower than its original
cost.” Perhaps such statistics influenced the most egregious of the
“guilt” ads previewed in Furniture
World—an ad which never even pictured furniture.
“FIGHT this competition of
UNKNOWN PLACES.” In the shadowy foreground is a young couple:
the woman appears discomfited as
she strikes a pose, with her cigarette holder in one hand and the
other on her hip; her companion
looks down at her with longing. The
scene behind them is oddly angled
making it appear as if this couple

was in danger of losing their footing. Another couple in the brightly
lit background seems to be beckoning to them. The heroine in our
drama is indeed about to misstep.
Why? Because the home furnishings in her parents’ house did not
allow her to “take pride in entertaining her first shy admirers at
home.” When this ad ran in
September 1930 in only The
Saturday Evening Post and the
American Weekly, there was probably more on the minds of the nine
million anticipated readers than
buying furniture to keep their
daughters from the path of perdition.

NATION-WIDE
FURNITURE WEEK
“Life is a long lesson in humility.” –Barrie
They said it couldn’t be done, but
under Russell \Campaign organized a nation-wide style show to
mark Furniture Week at the end of
September 1930. Furniture World
reported that in 350 cities across
America, retailers, both subscribers and non-subscribers to the
campaign, were poised to run promotions to boost the industry. The
Hoover Administration was determined to study the problems of
home ownership, and to that end,
began
the
Better
Homes
Movement. Dr. Jules Klein, the
Assistant Secretary of Commerce
noted that “the home is ‘slipping,’
that it is scarcely able to compete
with the ‘immature’ golf courses,
the movies, the motoring facilities,
and all the other vivid, fascinating
devices that lure people to enjoyment elsewhere. We are told that

March-April 2010 140

first section:furnworld

the home has become a mere dormitory and cafeteria. But the more
penetrating students of the situation believe that home-life is staging a come-back… that powerful scientific forces are working in that
direction….”
In January 1931, Roscoe R. Rau,
the Managing Director of the
National Retailers’ Furniture
Association commented on the popularity of “Buy Now” and “Bust the
Buyer’s Strike” campaigns: “There
is no buyers’ strike. It is a depression which takes from the laboring
public the surplus which, when let
loose and spent, makes GOOD
TIMES. Until the underlying causes
for bad times are eliminated, people will be working part time. We
cannot expect them to buy.
Artificial stimulation will never
cure. It takes TIME. Time alone, as
we see it, will bring back the prosperity we want.”
It was not until the end of March
1931, that some comment was
made on the effectiveness of Tarr’s
Furniture Week the previous fall.
The editors of Furniture World
stated: “Some furniture men with
brains are planning a brawny cam-
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paign in the good old ‘homeopathic’
manner which they believe should
do a 100 percent job in bringing the
furniture industry out of its
comatose state and putting it on a
steady diet of success.” They added
that an annual furniture and decorative style show was being
planned for New York City to “teach
the public that they can secure harmonious beauty at no greater cost
than the ‘junk’ of which a great deal
is now being offered… ‘Say it with
flowers’ and its success was one of
the reasons that a rather belated
four year campaign which will cost
the furniture industry $4,000,000
was launched and from what we
have been able to learn the extensive annual style show plan in the
individual retail stores was far
from reaching the results expected. And don’t forget that, with the
successful ‘say it with flowers’
advertising campaign, the florists
continued and still continue to hold
their annual show at Grand Central
Palace, where thousands upon
thousands pay admission.”
Undeterred, Tarr created a Home
Styling contest in which each contestant was required to submit a

diagram of a room of her house,
showing its present furnishings,
and then create an “ideal” arrangement. A letter was to accompany
the entry form, stating what the
new furniture would do for the family. Retail salesmen were encouraged to help guide entrants and
were awarded cash prizes if their
customer was a winner. In August
1931, the ten winners, one of whom
was a man, had their photos printed in Furniture World, and began a
7,000 mile tour of homes around
the United States. One of the purposes of the contest, besides providing publicity at each stop, was to
get a sense of the tastes of the average furniture prospect. Finally an
effort was being made to get the
opinion of the public.
The National Home Furnishing
Campaign then disappeared from
the pages of Furniture World. Their
innovative approach represented a
collaboration of the various factions in the industry. Unfortunately
they were battling economic forces
greater than a mere “buyers’
strike,” as well as chronic industrywide problems, rather than trying
to retrench for the duration.

Multi-functional furniture,
found in 1930 issues of
Furniture World include the
Tudor-Duplex, a combination
expandable table with silver
storage from 1928. Also a
reclining chair from Isaac C.
Decker, “The Most Wonderful
Chair In The World,” and the
Sit-O-Sleep from Firmbilt
Upholstery, “A perfect
reclining chair and 78 inch
bed.” Reprinted in 1930 from
a 1905 issue of Furniture
World was a humorous
cartoon, The multi-functional
“Universal Bachelor’s Chair.”
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The timing was probably not
perfect for the opening of a new
Stanley Furniture Company plant
that doubled its production
capacity. This ad ran in a
January 1930 issue. The stock
market crash occurred in October
1929, recovered a bit later in
1929 only to decline again to a
low point in 1932 as banks failed
by the hundreds.

RETAILERS VS.
MANUFACTURERS
“When faith is lost, when honor
dies, the man is dead.”
–Whittier
Retailers, who were the essential
link between the manufacturer and
the customer, were often criticized
by the manufacturers for not creating a demand for furniture. When
the designers’ best efforts were not
what the public wanted, how could
the stores be blamed? An unknown
author, writing in Furniture World
in 1934, explained the retailers
challenge: “…many times we do ¾ of
our business on any item in only
three price lines. The other 25 percent is too often done on 20-25
lines. But we try to carry as much
money invested in each of the 20
poor ones as we do in each of the
three best prices. Unless we have
good luck we will find ourselves
overbought and as a result will
have to starve the three good
prices until we are able to dispose
of the surplus stock in the other
twenty. In doing this we lose sales,
profit and good will.”
Standard mark-ups between 75150 percent of list price caused
retailers to negotiate the biggest
possible discounts from manufacturers in order to maximize their
returns. For several years, in the
face of slumping sales, retailers
had advertised price-point above
all other considerations. Furniture
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World reported that fully 85% of
retailers’ ads played to price rather
than design. Hyperbolic ads, claiming yet another “Sale of the
Century,” did little to stimulate
trade.
In the happy event a sale was in
the offing, customers could pay in
cash, with a charge, hold for future
delivery, or on a monthly payment
plan. Some accommodating stores
even allowed customers to have an
in-home trial period, abused by
some, a “free furniture of the
month” club! Some salesmen
encouraged customers to purchase
more than they wanted, and then
return the excess. In July 1934
Furniture World reported that 1/3
of purchases in department stores
were actually returned, artificially
inflating the store’s sales figures.
Sales staffs eager to move product,
might “borax” a customer, getting
her to buy more than intended with
$1 down and easy payments of only
$4 a week.
To aid retailers, Furniture World
printed extensive how-to articles.
For those who could not attend New
York University evening classes in
interior design, tuition from $19 $29.50 per semester, there were
detailed articles on how to set up
credit lines for customers, how to
create ads that would sell, successful sales techniques, and a series by
Professor Elmer E. Ferris of NYU
entitled,
“Developing
Sales
Personality” that was easily a
semester’s worth of lectures.
Some censure aimed at retailers

In an interview with the
American Furniture Hall of Fame,
Clyde Hooker Jr. of Hooker
Furniture noted that some
companies were well positioned to
take advantage of business
conditions. “Bassett was
successful,” he said, “and they
bought up a lot of those plants
for a very good price. That’s how
they expanded a lot, probably when
the others were really struggling.
They had the money and they were
successful and they had been
organized since the early 1900s.”
Shown is a Bassett ad from
January 1930 Furniture World
announcing a new dining room
facility.
was the result of disreputable practices. There is no way of determining if abuses increased during the
Depression, but they were seen as
particularly harmful to manufacturers in an already stressful climate. The excessive use of lossleaders attracted customers, but
were viewed as a “borax” maneuver. It was not unheard of for a
store to place a healthy order with
a manufacturer at one of the markets, and then as the furniture
arrived, abruptly cancel the order
on a flimsy pretext. Although not
stated in Furniture World, it
appears that many transactions
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National Delivery Association
ad from 1929 offering
furniture delivery on 35 trucks
with “closed padded, pneumatic
tired vans.”

House ad for Furniture World
Magazine reported that, “Over
fifty-five million people, the
richest in the world, are
situated in the white portion
outlined on the above map. This
area is approximately one-sixth
of the United States. 18,084
dealers, about half of all in the
United States, sell their wares
to this concentrated population.
5,700 are rated over $5,000
and 500 are rated between
$125,000 and $1,000,000.”

were still handshake deals. Other
retailers might order one suite of
furniture, have the design copied
by a pirate manufacturer, and sell
the knock-offs at deep discounts.
Many articles appeared in
Furniture World during 1930
decrying this piracy. By early 1931
the Vestal Bill, allowing for designs
to be trademarked, was being
debated in Congress and by retailers. While retailers feared it would
create monopolies and drive up
prices, manufacturers hoped that
the streamlined trademark process
of designs would offer protection.
The bill was written into legislation
and for the first time provided safeguards against the copying of stylistic features of furniture and
clothing, in particular.
Economy-savvy Louis Meyers of
Herrup Furniture Company in
Hartford CT, writing an article
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titled, “Prosperity Must Live!” in
the July 31st, 1930 issue of
Furniture World, reported that “in
an effort to aid in relieving the
depression…Herrup’s has been
offering its entire stock of merchandise at cost prices… in the
hope that it will gain impetus and
become nation-wide… If distributers cut their prices to the noprofit level, much of this money
would again be put into circulation;
wheels would turn again as new
stocks were supplied, and there
would be employment for workers.”
Similarly, the magazine called for
the employees of the 22,000 furniture stores and the 3,000 manufacturers to give a boost to the industry and show support for flagging
sales by each refurnishing their
homes. Unfortunately, 1930 was a
bit too soon for folks to be investing
in anything but the necessities.
Retailers regularly took manufacturers to task. In late 1929
Furniture World reported that a
study of the views of 100 department and specialty stores on existing practices in the industry
showed that the most prominent of
these abuses were “delayed deliver-

ies, faulty and improper packing,
‘open showrooms,’ failure to use
discretion in selecting customers,
selling direct to customers by manufacturers and wholesalers, faulty
construction and use of inferior
materials, misrepresentation, substitution, defective and inferior finish, and violation of exclusive
agency agreements.”

MANUFACTURERS
VS. RETAILERS
“A great part of all mischief in
the world arises from the fact
that men do not sufficiently
understand their own aims.
They undertake to build a
tower and spend no more
labor on the foundation than
would be necessary to build a
hut.” –Goethe
Norman Freeman, in his article
in Furniture World, December
1928, could hardly have won
friends among either retailers or
manufacturers
by
declaring:
“Manufacturing is a scientific profession. Shop-keeping is trading
and bartering, a game of opportunity. Manufacturing follows a charted
road to a definite destination. Shopkeeping rides the waves, whichever
way the wind blows… The [manufacturing] industry possesses too
many smaller units, incapably
organized, but primarily unintelligently directed….” While certainly
tactless, he was onto something.
The manufacturing of furniture
was such a fragmented industry
that it had no power to effect positive change for itself.
Far more prescient was Jas. H.
Warburton, sales manager for the
Marietta Chair Company, writing
“Has the Furniture Industry Lost
Its Vision?” in the following
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1928-1934
Anniversary Issue -The Great Depression

month’s magazine. He correctly
diagnosed what ailed the manufacturing side: “It is highly probable
that some furniture manufacturers
are taking their low-prices-massproduction-cue from Henry Ford. It
is stated that he figures on taking a
loss on every car until the volume
reaches a predetermined level…
Speeding up production and slashing prices in order to move it and
then trusting to luck that the
demand will be such that there will
be a profit, as a result of the lower
cost of doing business is too much
like buying fluctuating stocks on
margin.” He cites the following figures: “If it is true that total furniture sales are approximately $1 billion a year and there are 25 million
homes in the country, we are getting a measly $40 per year per
home—about $6.80 less than the
average man spends for his Lucky
Strikes or Old Golds.”
Sales of furniture per family had
been variously reported in
Furniture World at $50 or $53 per
year, a figure borne out by census
statistics. In any case—far too low
to sustain and expand the industry.
(Warburton’s figure for cigarettes
works out to about a pack-a-day
habit at 15¢ a pack.)
Manufacturers
were
justly
blamed on the pages of Furniture
World for over-production, however, the nature of the industry made
it inevitable. Those producing
home furnishings were either
batch producers, or custom/batch
producers. Bulk production of furniture was the province of manufacturers of furniture whose design
changed very little throughout the
seasons – classroom desks or display cabinets offered few style
choices and could be made efficiently. The preponderance of
home furniture makers considered
a cutting of 25 suites a huge order.
More frequently the average order
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might be only 6 cuttings of a particular suite. Imagine the dilemma for
a manufacturer upon the promise
of a large order: once having
secured the raw materials he must
decide whether to cut and assemble
the entire order; cut the entire
order and assemble only part, having to keep track of the cut pieces;
cut the entire order, fully finish
part and leave the “white work”
pieces unupholstered; cut and
assemble only part of the order,
reserving the raw materials for
later finishing. Most companies
were left with “distressed” stock at
the end of the season and sold it to
retailers at whatever they could
get, hoping to recover costs.
The industry looked to Henry
Ford for inspiration, not realizing
that mass production was a whole
different business model, for which
the furniture industry was not yet
prepared.
Mass
production
required standardization and
planned obsolescence: furniture,
however, was an incredibly durable
good (17 years) and came in countless varieties. So countless, in fact,
that the Bureau of Labor Statistics,
Department of Labor was unable to
calculate a wholesale price for
“House Furnishing Goods.” Their
annual reports footnoted that category: “Owing to frequent changes in
patterns announced by manufacturers, prices of individual articles
of furniture are only roughly comparable from year to year and are

not shown.”

IF ONE DOSE IS GOOD,
FOUR WILL BE BETTER
“Employment and hardships
prevent melancholy.”
–Johnson
Back in the late 1800s a remedy
intended to address the problem of
overproduction was instituted. At
twice-yearly markets manufacturers could display their wares, take
orders from retailers and jobbers,
and thereby produce just what was
needed to fill demand. Traveling
salesmen, with their catalogs,
would reach those outlets not able
to send representatives to the markets.
The remedy, however, became
toxic, when more markets opened
and new lines were introduced up
to four times a year. Commenting
on the numerous dates in an
October 1928 issue of Furniture
World, the aforementioned H. F.
Harbeck, declared: “It is pretty
hard to figure out just what effect
the change in date of the Furniture
Markets is going to have on trade.
One thing I feel pretty well assured
of and that is, the November date
will never stick for Grand Rapids
and Chicago. Even their January
and July dates didn’t seem to fill
the bill, so they inaugurated socalled Mid-Season Markets. That

From An Open Letter To Furniture Manufacturers
C. Ludwig Baumann, President, Associated Furniture Dealers Of New York
January 8th, 1931
e feel -- and we believe rightly -- that no manufacturer should expect to look to
the legitimate dealer for business, and at the same time maintain an open
showroom which makes possible the thriving or myriads of furniture bootleggers and
embryo interior decorators, who have no warerooms, who make no investments in
furniture and who have nothing to advance the interests of the industry as a
whole...”

“W
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meant four markets a year instead
of two.” In order to remain competitive, manufacturers were constantly obliged to interrupt their
work on orders already in progress
to retool and make newly-designed
samples to display at the markets.
The following month Furniture
World reported that Grand Rapids
would have only two shows per
year in May and November, but
asked all exhibiters to leave their
furniture through early January
to accommodate those who could
not attend in November. A StyleShow for the public at the
February 1930 market in Chicago
was organized to create interest in
“furniture-consciousness.”
By
August 1930, calls were being
made to reduce the number of
markets to only one per year.
Although attendance remained
relatively strong at all the markets,
buying was not. A band of retailers

Excerpted From

American
Furniture Hall of Fame
Interview with Lawrence K. Schnadig,
Founder, Schnadig Furniture

“Furniture Industry Hit Worse.”
ubsequent to graduation, I did go to
work for the Pullman Coach Company.
The going rate for anybody at that time
that could get a job at all was $35.00 a
week. This was not a bad salary, because
the money would buy something. You did
not ask what pension plans they had or
what insurance plans were available or the
work hours or anything like that. The
standard work week was five and a half
days-- full days all of the week days and
half a day on Saturday. However, once you
got started you frequently worked seven
days a week, because the economic conditions in the ‘30s declined very rapidly and
the furniture business, being a consumer
durable, was hit worse than any of the
other industries.

“S

made a blanket threat to manufacturers to curtail direct sales or
they would lose out on future
orders. Manufacturers would not
quote prices to interested buyers
until they could find out the prevailing rates of their competitors,
and undercut where possible.
There were more lookers at the
Depression markets than actual
buyers ready to commit to even a
modest order.
In mid-1934, Furniture World
editorialized
on
“Economical
Market Planning.” “During the
sixty-four years of Furniture
World’s existence, we have found
that it is practically impossible to
eliminate all markets entirely. It
has been tried time and time again,
and although manufacturers will
agree that it is a useless expense,
they always go back to exhibiting
merchandise because they find
that the competitor is exhibiting.”
They wisely called for an end to factionalism and appealed for unity
within the industry for the good of
the country.

UNCLE SAM STEPS IN
“Pain is no evil unless it
conquers us.” –Kinsley
What the furniture industry
would not do for itself was done for

Ad for Asbestos Table Pads,
presumably a product that
every woman in the US wanted
in 1929.

it by the National Industrial
Recovery Act in 1933. The NIRA
required industries to formulate
business guidelines that would be
universal
to
that
industry.
Retailers agreed on minimum
wages for employees based on the
size of the cities they were in. The
agreement was hammered out by
Roscoe Rau, his final act before
Furniture
World
retirement.
reported in July 1933 that “Under
the code, adult male employees in
cities of more than 1 million will be
paid not less than $16 a week (48
hours); population 250,000 - 1 million, not less than $14; and not less
than $12 in smaller cities. Women
workers in the corresponding
classes of cities will receive minimum pay of $12, $11, and $10,
respectively.”
By
August
1933
the
Manufacturers’ Code was in place.
Furniture World printed the conditions: the Code specified the definition of “cost;” limited hours to not
more than an average of 44 per
week; set wages by areas of the
country and jobs; limited employment to those above 16; prohibited
selling below cost; set terms of payment on invoices; outlawed piracy,
secret rebates, misrepresentation,
and commercial bribery; limited
the building of new factories;
offered to arbitrate contracts that
needed to be renegotiated; and,
permitted unions without coercion
by business.
The furniture industry and the
nation as a whole gradually began
to emerge from the Depression by
1934. Progress was not always
steady until the production
demanded by the war effort stimulated the economy to a full recovery. Although the furniture industry in the pages of Furniture World
bemoaned its sorry state, the cold
light shed by statistics showed that
they were generally no worse off
than any other segment of industry. Curiously, the “Code,” which
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In January 1929, Mrs. Genevieve Langworthy,
known as the “Mother Angel” of the furniture
industry, the former editor and owner of
Furniture World passed away leaving a memorial
trust that bequeathed $1,000 per year to needy
Furniture men, just in time for those in the
industry who experienced tough times, soon
thereafter.

unified retailers and manufacturers, providing regulation in a fragmented industry, was discarded as
quickly as it was legal to do so.

FURNITURE WORLD
IN THE DEPRESSION
“Be true to your word, your
work and your friend.”
–O’Reilly
Throughout this tempestuous
period, Furniture World maintained its publishing schedule without fail. In January 1929, nine
months before the crash of the
stock market the editors said “…too
many furniture men believe that
our big and vital industry has
‘crashed on the rocks,’ or ‘gone to
the dogs.’ It is about time to stop,
sit up and educate ourselves to the
fact that no one in this world
gained advance with such pessimistic views.” So optimistic was
their outlook, even in the darkest
days of the Depression, that the
reader does not get a true sense of
the national economy. Better times
were always “just around the corner”—even though the block had to
be circled several times before
those times were finally found.
Their Advertisers’ Index, a full
double-columned page of more than
100 names in 1928, was reduced to
a scant half page, doubled-spaced
list that included hotels, Furniture
World’s own ad page, and want ads.
But they hung on.
In 1930 Furniture World consolidated with Furniture Buyer and
Decorator, which was itself a com-
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bination of the American Cabinet
Maker and Carpets, Wall Papers
and Curtains. The same year,
Furniture World began printing
trademark registrations and provided free advance search for those
wanting to register their new
designs and patents. By 1931 the
magazine also placed want ads
without cost to individuals seeking
employment. Furniture World’s
Educational Institute provided
semi-annual exhibits at the New
York markets throughout the period.
Casualties of the Depression,
sadly for this reader, were the pithy
aphorisms printed above the opening editorials, and the corny
humor, an example of which is
directly below, that filled out
columns in need of an extra inch.
There is no record of who was
responsible for these features, but
from their diversity and sheer
numbers, the research necessary
might have provided full-time
employment to someone.
“Mrs. A: Why did the cook you had
with you so long leave? Mrs. B: She
was in love with the iceman, and
not knowing it, we installed an electric refrigerator.”
By 1935, the magazine’s style
kept pace with the furniture it pictured on its pages: no longer a
reflection of elaborate overstuffed
Victorian designs, Furniture World
took its place as a modern publication with sleek styling and snappy
writing. It continued to provide a
forum of instruction, information,
and lively discussion as “The
Mouthpiece of the Furniture

Industry.”

Melody Doering researched and
prepared the main text for the
Great Depression segment in FURNITURE WORLD Magazine’s 140th
year Anniversary issue. She is a
Furniture World Contributing
Editor, amateur historian and
founder and president of Smart
Ways 2 Learn, a company dedicated to the development of customdesigned, interactive educational
resources. Her Flash-based games,
designed for computer and
SmartBoard use, are based on the
recognition that learning through
play is an effective model for both
adults and children. Drawing from
her varied experiences in music,
entomology, and visual arts, her
engaging games are used in
schools, museums and businesses
across the country.
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Made to Order
Tomlinson • Erwin Lambeth • Directional • Carter

See For Yourself The Ultimate In Style & Quality
Serving fine Retailers and Interior Designers since 1901 with upholstery, chairs and occasional
furniture built to consumers requirements.
President & CEO Rod Lambeth quips that he came from the womb with a passion for home
furnishings. He went to work for his folks Katherine and Jim Lambeth as a teenager, then
proceeded to build a collection of very fine companies.
Visit Tomlinson, Erwin Lambeth, Directional, and Carter at their 16,000 sq. ft. free standing
showroom, 525 North Wrenn Street, High Point. Open all year. See for yourself the ultimate in
high style upholstery and occasional tables, made in America, shipped on time, with exquisite
tailoring and carving. Experience comfort, style, quality and service that stands the test of time.

Showroom:525 North Wrenn Street High Point Tel: (336) 889-2960 email:kaylambeth@northstate.net
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by Russell Bienenstock
marked a turning point for
the furniture
industry. It had been a long, depressing ten years since the stock market
crash of 1929. The collapse of the
economy resulted in high unemployment and precipitated a psychological change among Americans who
became cautious consumers of
durable goods such as furniture.

1939

The May 11th, 1939 issue of
Furniture World summarized a
study by accounting firm Seidman &
Seidman, reporting a “decline (in furniture manufacturing) for the year
1938 as a whole in spite of a sharp
recovery in production, employment
and payrolls during the last of the
year. The 1938 slump hit the bedroom and dining room manufacturers hardest, according to the survey,
which shows a loss of 28 per cent for
the year, whereas the upholstery
manufacturers came out best with a
decrease of 20.5. Furniture prices
declined only about five per cent in

1938. This was thought to be a good
indicator, since other divisions of
American industry suffered greater
declines.”
Conditions were challenging in
1938, but as 1939 progressed, the
general business mood became more
upbeat. This, in spite of widespread
worries about war troubles in
Europe, scattered materials shortages, and growing taxation to support a build-up in military spending
as well as new social programs.
Having been through so much
Depression-era pain, furniture manufacturers were still worried. In the
summer of 1939, a Furniture World
editorial piece reflected this angst.
Higher manufacturing costs, valueconscious consumers, and resistance
at retail to price increases were
squeezing margins. The July 6th,
1939 issue pointed out, “The growing
tax load and its effect on the price of
furniture is brought out vividly in an
analysis recently completed by the
Southern Furniture Manufacturers’

Association. In some cases taxes in
the last two years have more than
doubled.”
In the June 22nd, 1939 issue, with
talk of the European war in the general press escalating, and industry
people speculating about the effect of
increased economic activity due to
the possibility of the US being drawn
into conflict, author Henry H.
Heimann, wrote, “If any American
business men hold a belief that a
European war might help business,
they are seriously mistaken. War
hurts business. The world wide business depression since 1929 should be
sufficient evidence of this for the
majority of troubles we have had,
resulted from the maladjustments
brought on by the World War I.” As
we shall see, Mr. Heimann, was both
right and wrong in his assertion with
regard to the demand for furniture. It
all depends on the time frame looked
at.
In fact, even without increases in
military spending, many of the pieces

Grace L. Pennock, Associate Editor Ladies
Home Journal gave these tips on, “how to treat
a housewife who is shopping,” In 1940
Furniture World.

Enthusiasm for new modern design was high
at a symposium held in 1939, reported
Furniture World’s June 15th issue.
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YEARS AGO IN FURNITURE WORLD
Tips For Retailers
July 13th, 1939 Furniture World

1939-1945
Anniversary Issue - World War II

Pre-war ad from
Vaughan Furniture
(right) focused on
style, price and
value. During WW2,
furniture production
was limited, so
manufacturers like
Vaughan kept their
names in front of
retailers with
patriotic themes
seen in the ad (left)
from 1942 Furniture
World.

How To Bring Prospects Into the Store
• Improving window displays.
Merchandising windows carefully.
• Using the interior decoration appeal in
windows and ads.
• Dramatizing our appeal with a “brand”
name.
• Using a Trade-in Plan effectively.
• Free newspaper publicity to get
“releases” into the paper.
• Model houses and apartments outside
the store.
• Open House Exhibitions.
• Public and school-contests.
• Using the written Service Guarantee in
windows and ads.
• Canvassing – cold, and by coupon.
• Using your trucks for advertising.
How to Make More and Bigger Sales.
• Sales Personnel training.
• Adapting interior decoration to your
operation.
• Increasing the sale of RELATED ITEMS
and accessories.
• Planning and furnishing of model rooms
or groups.
• Floor display and arrangement.
• Price Tags with information for
customers and salesman.
• Tie-up of display with advertising –
merchandising “step ups.”
• Model Door Sheet and Prospect Cards.
• Using “brand name” to sell higher units.
• Effective display signs for windows
and floors.
• Contests for salesmen and other
employees.
• Successful follow-up of “walk-outs.”
• Using the Written Service Guarantee to
make the sale.
• Extra ammunition for salesman to
overcome price factor.
• Interior House promotions – displays
for “impulse” buying.
• Eliminating old-fashioned “borax”
methods and talk.

had been put in place to support a
full recovery. After passing legislation to stabilize and build confidence
in financial institutions, the administration of Franklin Delano Roosevelt
pushed through “second” New Deal
programs that sought to promote
consumer spending. These included
the Works Progress Administration
(WPA), the Social Security program
and the National Labor Relations Act
of 1935, also known as the Wagner
Act. The WPA was an aggressive federally financed jobs program (19351943) consisting mostly of public
works projects. It functioned to bring
unemployed workers into the job
market. The Wagoner Act set the
stage for the widespread unionization of American workers, higher
wages and improved working conditions. These programs were intended
to increase spending on consumer
goods by providing funds to assist
ordinary workers at the bottom of
the economic ladder.
There is some debate as to
whether these programs alone would
have ended the Great Depression.
That is because the build-up to World
War II dramatically increased the
scale of government spending. At the
same time, the demand for raw mate-

rials and military hardware also
boosted sectors of the economy
involved in the export of these materials.
At retail, discounts started producing business. The April 6th, 1939
issue of Furniture World reported on
business done by major furniture
retailers, at that time, primarily
department stores. In New York,
“Stearn Brothers stepped out with
an offering of fine upholstered furniture at discounts of something less
than 50 per cent. The stock was
made up of 139 pieces comprising
sofas, love seats and chairs.
Representative pieces were sofas
priced at $110, chair and ottoman at
$98 and love seat at $69.50. Macy
was in the lists with a section-wide
clearance that drew fairly well and
with an offering of low-end maple
bedroom groups which got considerable attention. The bedroom groups
were three-piece suites priced at
$31.95… the clearance merchandise
was priced at discounts of 20 to 40
per
cent
off
usual
prices.
Bloomingdale was moderately successful with a promotion in maple
bedroom suites priced at $79.50 for
three pieces.”
The April 27th, 1939 issue report-
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More Tips For Retailers
April 20, 1939 Furniture World

Ask The Woman About Her Home!
he Furniture World Educational Institute Series on Salesmanship and
Merchandising presented tips for retail salespeople. In one installment, Wilmer
H. Cordes explained, “Let’s take, for example, the instance of a salesman in the
home furnishings department of a store. Let us suppose a woman buyer has asked
to see a piece of merchandise and she desires a certain color. Not having that color
in stock, the wrong approach would be to say, “You wouldn’t care to see it in brown,
would you?” The answer to this question most certainly is “No.” How much better it
would be to ask the woman about her home, in which we know she is interested. If
we lend an attentive ear and are able to make practical suggestions, we, in all
possibilities have won a customer, made a friend and would be able to look forward
to serving her again in the future.”

T

ed further on this trend noting,
“Aggressive promotional efforts have
brought results that have helped
many stores to better their figures
for the corresponding period in 1938.
The showing is not a source of much
satisfaction to the majority of retail
executives because of the marked
trade dip in our area last year.
Bearish elements such as the continuous war scare headlines in the daily
press, the reality of our load of taxation from all directions, labor unrest,
the coal strike, are generally viewed
as the likeliest culprits by business.”

MARKETING ADRENALIN
& SWEDISH MODERN
As spring 1939 turned to summer,
the editorial content of Furniture
World largely switched focus to more
positive developments in furniture
style, manufacturing and marketing,
and away from talk of war and hard
times. It was as if all of a sudden the
industry had been energized with a
dose of sales and marketing adrenalin. The prospect of improved business gave manufacturers license to
develop new furniture products. It
also spurred furniture retailers to
create more innovative displays and
marketing programs. A June issue of
Furniture World documented this by
noting, “Last year a new design trend
made its debut at the markets and
became the most influential movement in the furniture world. It was
called Swedish Modern. Today, the
same movement has grown and
developed and changed and permeated other types of design. The simplicity of line, the lightness and grace of
Swedish Modern caught the imagination of designers, manufacturers and
decorators. The consuming public
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thought well of it as well. Now it is a
part of American design.“
The enthusiasm for new modern
design was high at a symposium held
in 1939. In Furniture World’s June
15th issue, the best and brightest
gave their predictions on the future
of furniture design. Leo Jiranek, one
of the most prominent and prolific
furniture designers (and a member
of the American Furniture Hall of
Fame) said, “Furniture of the future
will be created and manufactured for
the masses and will be designed so
that it will lend itself readily for mass
production. While modern design will
be far in the lead in mass production
furniture, period styles will by no
means be eliminated. Nevertheless,
period styles will be very much simplified, devoid of elaborate carvings
and ornamentation. They will be
scaled and proportioned to meet contemporary space saving requirements….” In this commentary he also
forecast the development and use of
“rubber” cushioning materials that,
he said, would largely replace upholstery springs, and predicted a large
increase in the use of metal elements
in furniture design.
In this same issue, John Gerald, B.
Altman & Co’s decorating head, forecast that, “Decoration will not be
weird, nor carried to excess, in the
future. On the contrary, there will be
few Louis XVI bathrooms in the houses of tomorrow. America is coming of
age aesthetically. Tomorrow’s decoration will be based in the selection of
furniture that suits us best.”
After the 1939 World’s Fair, a higher proportion of ads in Furniture
World featured modern designs. And
toward the end of the year, ads featuring “Early American” furniture

started to appear.

WAR IN EUROPE & ASIA
By September 1939, Britain and
France had gone to war with
Germany. Japan had already set up
an administrative government in
China. As the war increased in intensity, The US was still officially neu-

January 1941 ad from VaughanBassett. Modern furniture had
come into vogue, business was brisk
and production still strong despite
materials shortages including metal
hardware (missing from the
pictured vanity).
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Cory Home Delivery Celebrates
75TH ANNIVERSARY OF SERVICE
Honoring the Past, CORY Transitions to Third-Generation Family Leadership.
t the height of the Great Depression in 1934,

A

Joseph Cory drove his first truck onto the streets of
Brooklyn, NY. Now 75 years later, the third-generation
family-owned and operated business is Americaʼs No. 1
home delivery company, celebrating its diamond anniversary
Born in 1915 of parents who had come from Italy in search of
the American dream, Joseph attended public school in Brooklyn.
At the age of 13 he went to work to help support his family. A
hard worker and an excellent salesman, it was clear early on that
he had tremendous vision for growing his business. Together
with family and friends, Uncle John, Uncle Sam, and Aunt Jean
Corigliano, Frank Muller, Nunzio Finguera, Jack Porvichio, and
Joseph Trezza, the business expanded in the early years to
include an impressive client list, including Seamanʼs Furniture,
Detroit Furniture, E.J. Korvette, Ethan Allen, Bambergerʼs, and
Gimbels.
Adhering to Joseph Coryʼs commitment to quality and high
standards, CORY today has a client list that includes many of the
top 100 furniture, appliance, and electronics retailers. Headed by
sons Joe and Jim Cory, the organization is managed by grandsons Kevin and Patrick Cory, along with industry veterans Bob

Alter, Odeh Ahmad, Pat Trinca, and Marin Dragojevic.
“As we celebrate this milestone anniversary, transitioning to
third-generation family leadership and innovation are keys to continuing success in serving retailers nationwide,” says Joe Cory,
Sr., son of founder Joseph Cory.
CORY has recruited some of the best professionals in the
home delivery arena. Major initiatives have been undertaken
including the demountable warehouse-on-wheels program for
retailers to cover wide delivery areas and investing heavily in IT
to increase efficiencies and improve service.
This includes state-of-the-art routing programs to help reduce
fuel costs and increase density, and smart phones on delivery
vehicles to track orders and automatically update clients and customers with real -time delivery information. Additionally, CORY
has created quality delivery programs, including “The CORY
Way” that measures delivery services daily and the Best of the
Industry safety program, headed for former Virginia State Police
Officer Scott Roberts, C.T.P.
The company is dedicated to the founding principles that
Joseph Cory established 75 years ago: quality delivery and
warehousing, respect for the men and women who provide these
services, and always being there for customers.
”As my grandfather would often say, in our business there are
only two things of importance,” says Patrick Cory. “One is the customer, and the other is the furniture. If you take care of customers, they come back. If you take care of the furniture, it doesnʼt. Itʼs just that simple — and just that difficult.”

“In our business there are only two things
of importance. One is the customer, and the
other is the furniture. If you take care of
customers, they come back. If you take
care of the furniture, it doesnʼt. Itʼs just that
simple - and just that difficult.” -Joseph Cory
CORY has grown from its humble beginnings to a sophisticated multi-million dollar home delivery business. More than 1,200
dedicated team members and delivery professionals are committed to providing customer satisfaction every step of the way, from
receiving product in the building through driving away from
homes of satisfied customers.
Based in Secaucus, NJ, the company serves furniture, appliance, and electronics retailers in the United States, Puerto Rico,
and the Virgin Islands, dispatching a modern fleet of 500 customized vehicles daily delivering more than $2.1 billion of consumer products to more than 1.6 million consumers annually.
“We value our past, savor the present, and look forward to
continuing to serve the retail industry. Hopefully, weʼll be here for
the next 75 years,” says Patrick Cory.

For more information, call Patrick Cory
at 201-795-1000, or visit corycompanies.com.
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YEARS AGO IN FURNITURE WORLD

1939-1945
Anniversary Issue - World War II

Photos of furniture would soon disappear from
manufacturers’ ads such as this one from AA Laun
in 1941. Retail furniture sales continued to hold up
through the early part of 1942 as retailers bought to
keep ahead of anticipated price increases. Many were
accused of hoarding.

tral, but continued to send more
arms and raw materials to the allies.
In the September 21st 1939 edition, an editorial piece written by the
National
Association
of
Manufacturers came out strongly
against engagement in Europe and
encouraged concentration on domestic policies saying, “Europe’s problems do affect us, but our domestic
problems still must come first.” And,
“In a world distraught by force, the
best way to preserve representative
democracy is to practice it.”
War worries in the business community persisted as a threat to the
ongoing economic recovery, but late
in 1939 when N.I. Bienenstock editor,
Ernestine Adams, Associate Editor,
Frances Yost, Retail Editor and Bert
Wyman, Advertising Manager were
listed on Furniture World’s masthead, it was the opportunities that
got the most column inches.

MILITARY SPENDING
JUMP-STARTS ECONOMY
In the fall of 1939, military spending continued to increase as the US
government initiated the first peacetime draft. Also formed at this time
was the Office of Production
Management (OPM) that would come
to direct the bulk of economic activity in support of the war over the next
five years.
In October 1939, Furniture World
published a special issue, “The
Furniture
Industry
of
the
Southeast”, that contained histories
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of the major southern furniture manufacturers. By that time the
Southeast region had become responsible for the manufacture of 25 per
cent of the wooden household furniture. In dollar volume, this part of
the country produced 43 per cent of
the bedroom and dining furniture
and 11 per cent of the living room
and library furniture. More than 75
per cent of this amount was produced
in North Carolina and Virginia.
Toward the end of 1939, the
Southern Furniture Manufacturer’s
Association (Note to the reader SFMA joined the National Home
Furnishings Association [NHFA] in
1984 creating the American Furniture
Manufacturer’s Association [AFMA],
since 2004 known as the American
Home Furnishing Alliance [AHFA])
said that raw materials costs had
jumped 11-15% in the preceding
three months (October 26th, 1936
issue). In spite of this, furniture sales
had increased and in the November
16th, 1939 issue Furniture World
predicted, “from all indications,
Christmas sales this year will top
1938 and probably 1937. Everybody
seems to feel more cheerful about
this economic condition.”
By October 10th, 1940, with the
march toward war pumping money
into the economy, Furniture World
reported that business was “good and
there is every indication that the
remainder of the year will show a
growing volume.”
In that same issue Paul W. Casey
the head of the Southern Furniture

Exposition Building (now the Main
Wing of the IHFC building), observed,
“Indications that furniture retailers
in this area are already feeling the
stimulus in sales brought about by
increased defense expenditures are
apparent in the increased attendance at the Southern Furniture
Exposition Building.” He also reported a slowdown of deliveries to retailers and that the conscription of
400,000 men who would need housing in Army camps was expected to
boost demand for furniture.”
As added proof that the lean times
had ended, new home construction in
310 leading American cities was said
to have reached 10 times the 1934
total, the highest level in ten years.
Attendance at the Fall Jamestown
and Chicago markets was up.

HOUSING TAKES THE LEAD
An October 31st article in
Furniture World titled, “1940
Housing Projects Take US by Storm”
was upbeat in observing that,
“Housing projects are sweeping
through the country with whirlwind
speed. They will figure more largely
in the American scene, house more
Americans, and contain more
American furniture than ever before.
Which means one thing to furniture
manufacturers, dealers and retailers… Sales and more sales!”
This momentum carried through
to the first part of 1941 for the furniture industry.
In a January 2nd, 1941 editorial,
Herbert M. Rothschild, of the John
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YEARS AGO IN FURNITURE WORLD

1939-1945
Anniversary Issue - World War II

Widdicomb Company spoke of
advances on the credit side of the
business. He noted that in late 1940,
“the installment furniture trade
showed signs of waking up at long
last to the fact that the Mass market
may be treated as though it had
some dignity and self-respect.
Advertising of the screech-owl type
began to tone down and ‘Borax’
became a word to be shunned by all
decent installment houses…. Carson
Pirie Scott, Lord & Taylor and J.L.
Hudson Co. did the outstanding merchandising of the year. Most stores
were giving closer study to reduction
in overhead, and the effort to make
profit out of lower mark-up was most
commendable.” Lower mark ups
were due in part to bargain hunting
consumers, and also increased
prices charged by manufacturers,
the result of higher raw material
costs. Mr. Rothschild wrote that
although many thousands of furniture manufacturers had gone out of
business in the past five years, the
remaining producers had more than
made up the volume, resulting in a
surplus of capacity.
The New York Furniture Exchange
celebrated its 50th year in 1941,
experiencing an all-time record
number of 1,613 buyers registered
for the opening day of the semi-annual market.
Furniture World’s ad pages
increased steadily so that the
January 16th, 1941 issue had 182
pages. And there was a noticeable
increase in the level of creativity in
ads that showed energy, bold headlines and creative copy not seen in
previous years.
Attention increasingly turned to
marketing strategies and consumer
wants and needs. A January 23rd,
1941 article by John Smeallie, presented reasons why, “the home furnishings retail buyer of today is a far
different woman from the one a
decade ago. Now that this country is
back to normal, or even better, this
fact must be seriously considered by
all retail selling factories. The con-
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Philadelphia Retailers Accused of
Giving Preference to War Refugees
April 13th, 1939 Furniture World
Retailers Deny Assertions.
mployers, religious workers and social agencies
denied rumors that Philadelphia stores were
hiring Jewish refugees in preference to Americans.
‘Not more than 25 refugees have been hired by
department stores in the last five years and in no
instance has a Jewish refugee replaced a native
American on the payrolls,’ heads of Philadelphia
stores with payrolls of 15,000 persons said.”
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From a 1942 Furniture World cover
showing how furniture can make a
“handy shelter.”
sumer has reached a very much higher standard of knowledge in all
branches of styling, color, harmony,
intrinsic values and merchandise generally.” He gave the following advice
to retail salespeople. “A salesman
must first understand a woman’s
problem thoroughly himself before he
can offer the counsel that he should…
She wants the design and color to
serve a purpose as well as please her
vanity. She actually does not get
excited about just how long the merchandise will wear or just how much it
is going to cost. She is anxious to
accomplish a pleasing, comfortable
and correct setting that friends of
hers, even better posted than she, will
definitely admire.”
The marketing direction taken by
furniture retailers and manufacturers at this time, set the stage for
greater consumer focus and a concentration on selling coordinated furni-

ture groups that would stick with the
industry through the end of the century.
A January 16th, 1941 issue featured an address titled, “What’s
Ahead For The Retailer In America
Now,” given at the opening of the
Chicago furniture market by Neil
Petree, President of Barker Brothers
who said, “The trend towards coordinate buying and ensemble selling is
the most important development in
merchandising home furnishings that
has come into this field in the past
twenty years.”
Another of his observations, about
unbelievable advertised retail pricing
discounts would, as well, be repeated
by observers for the next 60 years. He
cited a study of home furnishings
advertising that showed a “high percentage of it to be on special sales,
with price appeal as the principal
attraction, and with almost universal
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YEARS AGO IN FURNITURE WORLD

1939-1945
Anniversary Issue - World War II

The Mattress Makes The Man!
January 6th, 1944 Furniture World

Why should you pay
$39.75 for a mattress?
rom a January 6th, 1944 Furniture World Article
titled, “The Mattress Makes the Man.” “People ask me,
Why should we pay $39.75 for a mattress?” I answer,
“Well you can bed a horse for about $1.50 a month –
that’s $18 a year – $36 for two years. Yet people have
been buying mattresses for less than that – and expecting
the mattress to last a lifetime! So, which is worth more –
you or the horse?”

F

use of comparative prices, many of
them so unbelievable that consumer
confidence was adversely affected.
He called attention to the small
amount of “institutional and goodwill
building copy” used in retail furniture store advertising.

1941 EVENTS OF INTEREST
•The first ads for Formica Tops ran
in Furniture World.
•The Southern Furniture Market
opened four new floors and
70,000 feet of additional exhibit
space in what is now the Main
Wing of IHFC.
•A January 30th, 1941 article
about smoking being prohibited in
Jamestown, New York, home of
the big furniture market, wasn’t
referring to cigarette smoke.
“Jamestown residents,” the article
reported, “will be honored with a
smokeless city hall, it was learned
here. Many complaints were
received by the city council and
many to the effect that the smoke
streams rising from the municipal
headquarters beclouded the fair
city, its products, and even its furniture factories. All this will be
changed with the addition of a new
stoker and a different brand of
coal. So now anyone can tell the
difference between limed oak and
solid mahogany.”
•March 6th, 1941 issue: “Sunday
Registrations At Boston Market
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Break All Attendance Records For
Day” with over 200 buyers and
dealers attending.
•Hearn Department stores, became
the first New York Department
store to grant a five-day, 40 hour
work week to employees, in an
agreement reached with Local
1250 of the Department Store
Employees Union, C.I.O., under
threat of a strike.
•March 27th, 1941 issue: High
Point attendance jumped 20 per
cent due to housing projects,
defense spending and dealers coming to the show from a wider geographic area. Paul W. Casey,
General Manager noted that, “consumers are beginning to buy
against expected price increases.”
•October 16th, 1941 Furniture
World reported that the minimum
wage for wood and wood furniture
industries was increased from 30
cents per hour to 40 cents.

BOOMING RETAIL SALES
Late in January 1941, Furniture
World reported that business had
reached its highest levels in 11 years.
The good news was accompanied by
reports of new retail stores opening,
and furniture factory expansions
and modernizations. Warnings that
wholesale prices would rise further
did not dampen the enthusiasm.
Neither did the continued threat of
US involvement in the war in Europe

Ad headline from
1942 reads, “i’ll
Know Enough To
Hide This Chair
The Next Time
He’s On Leave.”
Upholstery and
mattress springs
were scarce
in 1942.

(Canada had already committed
troops).
Headlines in January 1941 issues
read, “Furniture Goes Rapidly At
Gimbel’s, Sloanes’ Mid-Winter Sale
Jogs Along Well, Bedding Promotion
at Altman’s Attracts Many, Muslin
Group Hits Heights at Gimbel’s,
Ashley Group Happily Promoted at
Wanamakers, “Philadelphia Chair Co.
Reports 100 Per Cent Increase,
Retailing Active.”
Lord and Taylor made big marketing news with a window display that
featured, “Cynthia – the mannequinwho is stopping New York traffic,
who is being featured in furniture
displays along Fifth Avenue, who is
providing that highly attractive
‘Come Hither’ touch which interior
exhibits have lacked ‘till now.... The
point of the promotion, Lord & Taylor
says, is ‘Colors To Live With Are
Colors To Wear’ And the store has
designed a series of rooms in traditional and modern styles to illustrate
just that.”
Kroehler, then the largest furniture manufacturer, conducted a survey that “revealed that newlyweds
are a $500,000,000 market which
gives them a dominating position in
furniture sales.” This was the beginning of another long term marketing
trend for the furniture industry.
Still on the newlywed theme,
Furniture World reported that a promotion campaign was launched that
consisted of, “a series of radio pro-
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grams, around which the furniture
retailer may build a unique and thorough merchandising plan. The radio
program is electrically transcribed
for syndication and in itself offers a
‘natural’ tie-up for furniture retailers
interested in selling the idea of refurnishing homes ‘little by little’ – as an
appeal to newlyweds and those going
into housekeeping to furnish their
homes… for offering a more dignified
method of payment in place of the
trite and overdone ‘credit,’ ‘easy
terms’ and ‘budget plan’ phrases.”

CHANGING RETAIL
DISTRIBUTION CHANNELS
About this time the big, powerful
department stores started to worry
about the advance of other furniture
retail channels, especially dedicated
“neighborhood” furniture stores and
low price, low service retailers. In a
March 13th, 1941 issue, Charles W.
Helser, Jr., Merchandise Manager
Gimbel Bros. wrote, “Who are the
retailers today? Let’s list them…
There are furniture department
stores. There is the large furniture
store. There are the neighborhood
furniture stores. There are the mail
order houses. There are the decorating shops. And there are also what
we term ‘curbstoners,’ who get it for
you ‘wholesale.’ In all these seven
types of retail, two types seem to be
gaining ground. The mail order
house that gives you no service, but
tells you that you save money
because of their large volume buying
– no freight handling, salesmen’s
commissions, sales rooms or warehouse rentals – no handling charges
because you uncrate the furniture
yourself. The other is the neighborhood furniture store where a high
degree of specialized personal service is given and well selected stock
is maintained.”

TROUBLED TIMES
By March 1941 Furniture World
again reported metal and fabric
shortages for furniture making, as
more raw materials were diverted to
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companies involved in defense work.
This threatened to idle bedding and
upholstered furniture manufacturers. By the time the October 16th,
1941 issue was published, the situation had worsened, noted a feature
article, “Word has been given out,” it
said, “that after the first of the next
year, no hardware can be supplied
without priority ratings, and priority
ratings are not granted for furniture.… Small ornaments, drawer
handles, casters, locks and hinges
made of metal are indispensable to
the sale of furniture, and the trade
associations declare that such hardware and the few tons of copper, zinc
and steel to manufacture it are lacking. And therefore the OPM (a federal agency, Office of Production
Management) has listed the City (of
Jamestown, NY) in the first half
dozen to be surveyed as potential victims of priorities unemployment….
The metals are urgently needed for
defense, but the needs of civilians for
work and wages are just as urgent.”
October 30th, 1941 Furniture
World reported that the National
Consumer-retailer Council, had formulated a plan to create “closer cooperation between consumers, retailers and manufacturers in the present emergency.” The emergency sit-

1942 Furniture World cover
featuring Crawford of Jamestown.
Below, more ads from early 1942
issues of Furniture World urging
readers to buy war bonds and to
pay their taxes to support the
war effort.
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1945 ads for major furniture exhibitions... the New York Furniture Exchange, Jamestown, NY market, and
High Point show, (then 275,000 square feet). Also a 1942 ad for the American Furniture Mart, Chicago.
Shows were closed due to a transportation emergency In 1945.

uation referred to, was the result of
rising prices, raw materials shortages and delivery delays. The guidelines sought to discourage scarce
advertising and panicky buying, educate consumers through proper
labeling, and streamline and simplify
merchandise lines to eliminate
waste.
In November 1941, the news in
Furniture World turned more directly to product and raw material
prices. On November 20th, an article,
“Enact Strict Price Control Law,”
reported “The OPA is contemplating a
price schedule to freeze current
prices of wood furniture at current
levels as part of a general price control bill.”

US ENTERS WAR
On December 7th, 1941, 360
Japanese warplanes attacked Pearl
Harbor destroying the US military
base there. Congress declared War on
Japan and just four days later on
Japan’s Axis partners, Germany and
Italy as well.
For many months previous to this
pivotal event, it had been obvious to
Furniture World readers that a state
of emergency was in effect. A military build up had been underway for
many months, as the US prepared to
enter the conflict. After Pearl
Harbor, materials shortages, infla-
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tion worries and eventually labor
shortages due to forced conscription
became more acute.
In the first months of the war, furniture sales increased, due most
probably to what Furniture World
described as “hoarding” by retailers
anticipating higher wholesale prices
and additional taxes. It was reported
in the November 27th, 1941 issue
that some of the weakness in retail
sales was being offset in the furniture
manufacturing center of Jamestown,
NY, by the first wave of large-scale
government contracts to area manufacturers “to make furniture for the
navy and other departments. Some
of Jamestown’s factories, as has been
the case with wood furniture companies all over the country, have been
able to take over defense work,
where their machines were suitable
for the production of defense items
other than furniture.” This trend
accelerated as the government started to replace metals on defense production jobs with plywood due to
metal shortages.
In a December 4th, 1941 article,
Furniture World added, “Inflation
hovers like a threatening storm
cloud over the country as the industry and businesses struggle to adjust
to wartime disruptions. As part of
the government’s attempts to avert
monetary inflation, production,

prices, wages and all other factors of
the economic scheme are being
placed under curbs and checks. The
limiting of installment credit is the
curb creating the most difficulty for
the consumer and retailer today.”
The situation for upholstery manufacturers was becoming dire, as their
production methods were not suited
for defense work. Because of this, the
availability of metal parts such as
springs, tacks and nails was severely
restricted or totally cut off.
Still, on December 18th, 1941
Furniture World reported that, “In
spite of air raid warnings and a
gloomy outlook for civilian affairs,
the general tone of trade is optimistic. While there was a small slump
on Monday and Tuesday of last week,
directly after the outbreak of hostilities was received, the decline was
surprisingly small, contrary to the
expectations of many merchants
who were prepared for a sharp
slump.”
Wooden furniture supplies and
sales held up well compared to metal
appliances and automobiles. The
January 8th, 1941 issue voiced the
sentiment that, “It is hoped that the
money usually spent on automobiles,
and consumer durable goods will be
diverted to home furnishings lines,
and thus hold sales levels up to somewhere near 1941 highs. Promotional
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emphasis in some cases will be shifted, with lower-priced furniture
pushed forward, particularly in
defense areas. Bedding and upholstery will be plugged, to replace sales
of hard lines which are no longer
obtainable. Some stores are planning
to play up temporary merchandise or
double-duty items, which can be
moved easily after temporary living
quarters are abandoned.”
Editorial features spoke of how the
war might open up creative opportunities for furniture retailers. Paul W.
Casey, General Manager of the
Southern Furniture Market in High
Point, advanced the opinion that,
“such items as ranges, refrigerators,
and other types of metal goods will be
increasingly hard to get and the furniture dealer will look more to wooden household furniture to replace the
volume lost to the scarcity of this
type of goods.”

In each successive month, of 1942
advertising in Furniture World
became more patriotic in tone (see
examples). The war effort had the
effect of re-allocating resources. A
February 5th, 1942 column observed
that, “war production has brought
unusual prosperity to some cities,
while others are experiencing wide
unemployment due to closing of
plants engaged in non-defense industries.”
From a merchandising standpoint,
innovation continued. The trend was
toward the use of color to coordinate
rooms, or shops within stores.
Furniture World advised, “Just as
the setting up of model rooms originally marked an advance over selling
from heterogeneous floor displays, so
this new idea of ‘the shop’ marks a
second advance over the model
room. Shops throughout the metropolitan area have swung increasingly

Excerpted From

American Furniture Hall of Fame
Interview with Nathan (Nat) Ancell. Founder, Ethan Allen Furniture

“Those Were Terribly, Terribly Traumatic Days For Me.”
ar came. In 1941, we stopped making furniture... We had eight or ten sales
people out in the field. They went into the Army....

“W

“And I had to practically live two or three days a week in Washington, DC in order to
try to get some War work with priority so that we could keep our factories open and
manufacture something. So we manufactured - well most of the things Washington
was buying were steel and metal. There was not very much wood. And we found some
wood things that we could make. We made gun stocks. We made kitchen tables,
quartermaster tables. As the War developed, we had a couple of horrible jobs. We made
coffins to transport the dead soldiers back from Europe to the United States. Another
job we got was wood crosses to go over the graves.
“Because our kids - our brothers and fathers and everybody - were over there getting
shot and killed and bloody and legs off and arms off and all the horrible things that
were happening in the War. And down in Washington, there were thousands of
(expletives deleted), who were having parties. These five-percenters who were making
millions of dollars giving contracts and promoting contracts to industry and getting
paid off by the industry and paid off at the government end... And there was, in many
cases revelry in Washington. And I remember one party I was invited to and I was
there for about a half hour, and I couldn’t even stand looking at them - they were
dancing... There was booze flowing... And all that revelry. And all that going on. And
all that money being made. And all those pigs that were living off the blood of all
these poor people who were getting shot... trying to protect these people. I want to tell
you, those were terribly, terribly traumatic days for me. They were terribly traumatic.
And I’ll never, never, never forget them.”

to ‘shops’ or ‘houses’, using accessories to sell furniture and vice
versa, with color the most dominating note in sales promotions.”

DELIVERY PROBLEMS &
CONSERVATION EFFORTS
Modern design popularity continued during the war years as a primary trend, and although domestic
woods and veneers remained plentiful, imported goods, metal parts and
finishing materials became scarce.
Another big problem for retailers
resulted from rationing restrictions
on the sale of tires for cars and delivery trucks. Furniture retailers found
temporary solutions. The February
19th, 1942 issue explained, “Stores
have pooled equipment, with all the
units in the pool using the same vehicle so that tires of all will be commonly useful.” They also limited
deliveries so that, “Only large articles
are to be delivered, and only once a
day so that full loads are assured.” In
the ensuing months, gasoline would
be rationed as well, and in April
1942, Furniture World noted, “Retail
stores might actually go back to
horse and carriage delivery on short
hauls.”
Furniture World editorial coverage
necessarily concentrated at this time
on ideas for conservation, and the
duty of the industry to support the
war effort through conservation,
plus “the payment of increased taxes,
purchase of defense bonds and
stamps, and contributions to the war
charities.”

WAR & GOVERNMENT
ROLE ESCALATES
As the ground war in Europe escalated, the furniture industry participated in the “First National Defense
Home Furnishings Market,” that
took place in May 1942 at the
American Mart in Chicago. Displays
dealt with, “war and defense projects,
including housing, camp equipment,
black-out material, and a score of
other items made or makable in fac-
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American Furniture
Hall of Fame
Interview with Lawrence Schnadig
-Founder, Schnadig Furniture-

“You Couldn’t Put Springs Into
Upholstered Furniture Legally.”
ith the war came the restriction
that you can’t put steel in
upholstered furniture, bedding or
anything else. At least, it was limited
so that the amount of steel necessary
for a sofa bed was completely out. This
started another point of my career.

“W

“You couldn’t put springs in
upholstered furniture legally. It was
done. We didn’t do it and lots of other
people didn’t do it, but some people did.
There was a guy working for me and
he developed the wooden spring, made
out of hickory, and it was like a leaf
spring in an automobile.... We were
able to make upholstered furniture
with wood springs. It certainly didn’t
sit or feel like the real thing, but it
was durable, so we made that. Nobody
wanted it, but they bought it because
the other wasn’t available.
“We couldn’t sell enough furniture
made like that to use our factories. So
we got into, at that point then, the
goods used in the war effort. I mean
like mess tables, bunk tables. We made
teak floaters for mine sweepers and
that character of goods, which kept
our factories at least there and doing
something and our work force
employed. These things were bought in
colossal quantities.”
tories previously engaged in manufacturing only product which turn
houses into homes.”
The good news reported in July
1942 was that dollar sales of furniture for the first half of 1942 were
about even with the same period in
1941, though unit sales had marginally declined. The bad news was that
inventory levels of many types of
goods sold in furniture and department stores such as appliances and
chrome dinette sets had been depleted. Floor coverings, and springs for
mattresses and upholstered goods
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Rapid advances in
manufacturing processes
and materials engineering
during the War years set the
stage for a post-war
revolution in furniture design.

were just about gone.
Increasingly, the US government
controlled both the personal and
business lives of Americans. In the
August 20th, 1942 issue, industry
salesmen agreed at a meeting of the
National
Wholesale
Furniture
Salesman’s Association to petition
the Office of Price Administration to
increase their gas allocation to get
“enough gas to drive at least 1,200
miles per month, which is but 50 per
cent of our normal mileage, to reach
places that are inaccessible or poorly
serviced by trains or busses.”
Retailers started offering re-upholstering services. The October 1942
issue reported that, “the War
Production board has issued Orders
L-135 and L-49 prohibiting the use of
iron and steel in upholstered furniture after November 1942.”
As the war progressed and more
factories were engaged in defense
activities, furniture items became
scarce. Furniture World commented,
“Although much of Grand Rapids furniture factories now are devoted to
the all-important job of winning the
war, manufacturers exhibiting in
Grand Rapids are making definite
plans for the day when they not only
can convert their factories back to
the production of furniture but utilize the lessons they have learned in

war work in improving furniture
making operations.”
A contemporary reader might
assume that with less production to
sell to retailers, advertising in
Furniture World Magazine declined
dramatically. Manufacturers, however, seemed to take a long-term view.
As noted above, they were making
plans for the day when their factories
would be converted back to domestic
furniture production. Furniture
manufacturers engaged primarily in
“war work” continued to advertise in
Furniture World, but instead of touting their new groups or market introductions, they sought to keep their
names in front of buyers in advance
of “V-Day.”

1943-1944
ADVERTISING THEMES
•Sanford Furniture Ad, December
23rd, 1943: “Sanford dealers are
receiving less furniture but are
using it to keep up morale in the
war worker’s homes. They understand that we are doing everything possible to keep up furniture
production and they want us to
keep up war production first.”
•December 30th, 1943 Heywood
Wakefield: “We invite realistic,
practical furniture buyers and
merchandisers to check HeywoodWakefield as a potential postwar
resource. It might do both of us
some real good and it might make
both of us some money too.”
•December 30th, 1943: “The
Shortest Distance to a Bullseye in
Furniture is Vaughan-Bassett
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Huppé is a Canadian company founded in 1967
in Victoriaville, Québec. Since then, the Huppé
company has always been on the cutting edge of
the furniture industry for the designs, innovations,
product quality and unique service experience. All
of the great contemporary designs that set our
company apart are conceived and developed
by Mr. Jacques Hamel from the second
generation of Huppé. The company is
managed by Johanne Dionne, Jean-François
Nolin and their team.
We are very proud to offer a high quality
product, 100% manufactured in Canada!
For a unique contemporary bedroom set,
home office or audio/video units, come see us in
High Point at Hamilton Square, space 118. All of
our products are available in 19 different finishes.
Our entire Huppé team wishes to congratulate the
Furniture World Magazine on their 140th
anniversary, for all the exceptional work,
accomplishments and efforts they have put into the
furniture industry.
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Questionnaire sent out by Publisher
N.I. Sandy Bienenstock “For furniture
manufacturers interested in war work.”
During WW2 just about every
furniture manufacturer was engaged in
this endeavor.
will be in attendance to discuss
mutual problems with dealers.
Two hundred of the 700 men at
Hickory Chair are in the armed
forces.”
•Red Lion Furniture Company
January 6th, 1944 ad: “We look
forward to 1944 – to the end of the
war and strife and to the return of
the American Way of Living.”
Furniture Company.”
•Crawford Furniture January 6th,
1944: “This company being 80
years old, needs extensive remodeling of its physical assets to be of
greater service to the war effort
for the duration. The minute peace
comes we will be in excellent position to solicit your business with a
longer and finer line than ever.”
•The Mersman Bros. Corporation
January 6th, 1944: “Here are four
tables from the Mersman line for
1944… You are aware of the fact
that civilian production has been
curtailed, but we will continue to
make shipments as we have in the
past.”
•United Furniture Corp January
1944: “Frankly, we at United
Furniture aren’t giving you, our
customers, all the merchandise
you need. We’re sorrier than you
are about that. But we’re mighty
proud of the reason why…”
•Hickory Chair Manufacturing Co,
Ad January 6th, 1944: “Due to the
fact that ninety per cent of our
production is devoted to the manufacture of material for the armed
forces, we will not have anything
to exhibit. However, since market
dates have been set and many buyers will make the long trip to the
market, our space will be open and
representatives of our company
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•Kroehler Furniture Ad (World’s
Largest Furniture Manufacturer)
January 13th, 1943: “Kroehler
has not, and will not, compromise
with quality. We will not compromise your future, your reputation.
This may mean that until Victory
there will be less Kroehler
Furniture for you to sell…”
•Southern Furniture Exposition
Building January 20th, 1944: “We
have made all the necessary plans
for immediate post-war reconversion to a furniture mart – and we
are looking forward to one day
soon, when we can again serve the
Furniture Industry as we are serving our country today.”
•Ad sponsored by the Stanley
Furniture Company February 3rd,
1944: “Keep Backing the Attack! –
With War Bonds.”
Interestingly enough, even with
the war accounting for about a third
of gross domestic output, widespread
rationing, shortages and personal
loss, Americans were still seen by
some as complacent. In a January
6th, 1944 editorial, Furniture
designer and American Furniture
Hall of Fame Member Leo Jiranek
wrote, “The war has been an inconvenience to Americans at home, but we
haven’t suffered as have the English,
Russians, Italians, Germans and
other nationalities. Perhaps if we had
suffered more on the home front, we

would not be so complacent…
Furniture manufacturers have had
to use their ingenuity to overcome
the inconveniences of war, but as we
have been in a seller’s market, this
hasn’t been difficult to do. Buyers
have taken almost anything, and as a
result, furniture sales, manufacturing and merchandising efforts have
become careless and static, in fact,
instead of progressing steadily as it
has in other years, the furniture
industry has slipped backward since
the war started.”
In retail news, a February 24th,
1944 editorial reported that a survey
of retail store advertising budgets
showed that an “overwhelming number of retail outlets queried have
increased their use of Institutional
Advertising, while a substantial
majority, or 79.8 per cent, feel it will
be to their advantage to use less promotional copy…” This, of course,
made plenty of sense in the war time
“sellers market.”
By March 1944, in response to
some industry attempts by companies to get around price controls by
creating multiple layers of distribution, an OPA ruling prohibited furniture manufacturers from “increasing
their prices by establishing new jobbers who would buy from them, then
resell to retailers or other jobbers at
higher than the manufacturers’ ceilings.”
By the summer of 1944, the war
news, from the US perspective had
turned positive. In August 1944,
Paris was liberated from the
Germans. By October 26th, 1944
with the war in Europe having
turned in favor of the allies, the coverage in Furniture World faced the
challenges of meeting pent up
demand for furniture once the War
ended. Subjects such as the lack of
distribution facilities, high taxes and
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Illuminating Retail Stores
From A Single Case Of Bulbs, To A National Account Program
ENERGY SAVINGS • SUSTAINABLE LIGHTING • 40 YEARS OF SERVICE

We congratulate
Furniture World
for illuminating
retail minds since
state-of-the-art
lighting looked
like this!

Service Lamp Corp.
Lighting The Way For Home Furnishings Retailers
For nearly 40 years, Service Lamp Corp. has provided innovative lighting
fixtures, ballasts, bulbs and lighting services to home furnishings retailers.
We understand the impact sustainable lighting can have on your bottom
line and on your retail displays. Service Lamp knows how to help retailers
maintain lighting systems and improve displays while saving thousands of
dollars in lamp and electricity costs.

SERVICE LAMP IS YOUR FULL SERVICE LIGHTING SOURCE.

Call us today at 800-222-LAMP
See us at High Point Market, April 17-22
Or visit Service Lamp at the PRSM2010! National Conference in Orlando, April 18-20.

PHILIPS
sense and simplicity
PHILIPS AND SERVICE LAMP HAVE
PARTNERED FOR YOUR SUCCESS.

Service Lamp Corp.
the accent is on service
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price controls were discussed.
In January 1945, Soviet troops
captured Warsaw; in February,
Dresden was bombed by the Allies; all
leading up to and V-E Day (Victory in
Europe Day) in May, 1945.
Anticipating the war’s end and a
return to business as usual,
Furniture World published a special
supplement, “Furniture Industry’s
Part in World War II” in the April
19th, 1945 issue. It contained a message from the director of government
procurement Cliffton E. Mack, thanking the furniture industry for its
“100 per cent plus” cooperation. He
reviewed some wartime statistics,
noting that, “between January 1st,
1942 and June 1944, Procurement
purchased approximately 443,438
desks, both victory and the conventional type, with a money value of
over $11,500,000. During the same
period we purchased approximately
165,202 file cases with an approximate value of $4,481, 007.”
Charles R. Sligh Jr., then President
of the National Association of
Furniture Manufacturers, wrote a
review of wartime production listing

many of the unusual items made by
furniture factories in support of the
wartime effort. “Among the more
unusual items,” he said, “which
would probably include at least 200
different articles are, gunner seats,
airplane models, artificial feet and
artificial ankle blocks, and radio
antenna arms. Upholstering facilities
are making such things as tents,
army cots, ship fenders, bedding
rolls, canvas dispatch and map cases,
and collapsible boats for the navy. Of
course the most spectacular are the
large gliders and the fuselage and
wings for large planes.”
Stuart Foote, the influential
President of Imperial Furniture
Company wrote in his article, the
‘Grand Rapids War Story,’ “When the
long secret B-29 bombers dropped
their devastating ‘eggs’ on Japan
herself, the map case having the precious charts of the navigator and the
other parts came from the furniture
capital of America. The self sealing
fuel tanks for this same super
bomber were built in a famous Grand
Rapids furniture plant.”
The section lauded the contribu-

tions of the furniture industries of
“our allies,” Canada, Great Britain,
China, and Latin America. Also discussed was the use of mahogany in
the construction of PT boats and walnut in gun stocks.
Contributions of many furniture
manufacturers to the war effort were
listed along with photos of the products made. The list included many
still familiar company names:
•Manufacturer Bassett Furniture
Industries, Inc., “made more than
a million and a half dollars worth
of cargo truck bodies for the
Army.”
•Crawford Furniture, Jamestown,
NY made “dishwashing racks for
Army use by the carload, and its
war production has included cooks’ tables, ariel bomb crates and
furniture for nurses’ dormitories,
officers’ quarters, hospitals and
war plants.”
•Drexel
Furniture
Company,
Drexel, NC produced, “plywood
parts for boats and planes, special
tow targets, tent pins and practice
shells.”
•Eclipse Sleep products Company’s
subsidiary United Cabinet Bed
Company, supplied, “artillery supplies, gun accessories, bore sights,
mosquito and insect bars, head
nets and mattresses and other
sleeping equipment.

In 1945 Furniture World
expanded its Furniture World
Educational Institute to help
train returning and disabled
veterans to enter the decimated
ranks of furniture retail sales
professionals.
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•The Englander Company made
“such vital needs as mattresses,
hospital beds, first aid litters, double deckers and triple deckers.
•Hickory Chair company supplied,
“ammunition boxes for the Army,
Air Force supplies, beds for the
Navy and cushions for sub-chasers
and PT boats.”
•Charles R. Sligh Company produced, “film racks and one-ton
wood cargo trailer bodies. At present they are working on chemical
bomb boxes, 50mm cartridge
cases, rear gunners’ seats and
floors, oxygen bottle racks for
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In June 1945, restrictions on
the manufacture of innerspring
bedding were lifted, and
manufacturers started to
promote heavily. Soldiers
returning home from war and
pent-up demand from four years
of materials shortages fueled a
post-war surge in bedding sales.

bombers and azimuth scales.”
•Stanley Furniture Company “was
one of the largest producers of
truck bodies and plywood panels
for the government during the war
years.”

POST-WAR
After Victory in Europe (V-E ) day,
men and materials were transferred
to the Pacific theater and shortages
continued.
Throughout the war years, furniture factories had lost many of their
skilled craftsmen. Clyne Crawford,
President of Crawford Furniture,
Jamestown, NY, provided some statistics. “Jamestown has 55% fewer
men, in the furniture plants than
they had at the time of Pearl Harbor”
he wrote. “Only 11 per cent of the
Pearl Harbor employment is 45 years
or younger. Men up to 82 years old
are counted in today’s figures. Many
of the younger group are disabled or
returned veterans.”
The bedding industry, according to
the May 24th issue of Furniture
World, forecast a serious shortage of
innerspring mattresses and possible
shortages of “tickings and filling
materials which may even reduce the
production of felt mattresses.”
A transportation emergency was
declared by the War Committee On
Conventions of the O.D.T., effectively
shutting down the summer 1945 furniture markets. June 17th, 1945
Furniture World reported that “new
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orders booked by furniture plants in
April 1945 were down 19 per cent.
Backlogs
of
unfilled
orders
increased, and employment continued it’s downward trend.
By June, regulations restricting
the manufacture of, “bedsprings, box
springs, innerspring mattresses, studio couches and other types of bedding” were lifted by the War
Production Board, but production
remained negligible for many
months.
In July, anticipating the end of the
war, Furniture World news turned
away from reports of materials
shortages. Ads started to promote
new products and reported on the
many new laws passed to regulate
the pricing, distribution and sale of
goods in the post-war period.
On August 14th, 1945, just a few
days after atomic bombs were
dropped on the Japanese cities of
Hiroshima and Nagasaki, the
Japanese surrendered, ending a long
and difficult period for the world, the
US and the furniture industry.
Interest in selling Modern furniture picked up where it had left off in
1939. Catherine McCreery, wrote an
article in the July 19th issue on
“Functional Modern.” She asserted ,
“The war has done much to further
interest in the trim, tailored lines of
good Modern – they seem the ideal
answer for the need for the compact
living that wartime conditions
demand.”
Louis S. Bing, Jr., of the Bing Co.,

Cleveland, OH predicted, “Better
merchandising, better merchandise
displays, better selling and higher
degree of service keynote the (post
war) change.” He asserted that the
“independent aggressive home furnishing store, doing a job and living
with its community, will retain its
position in the growth of American
communities.”
“During this war,” said Clyne
Crawford of Crawford Furniture, “ a
great forward surge has taken place
in the discovery of new plastic glues
which have made it possible for
woodworkers to make PT boats, mosquito bombers, and other such fighting weapons… These same new methods and techniques will be applied to
furniture after the war. Your furniture will have a built-in quality, not
formerly attained and will be water
resistant, alcohol-proof, cigarette
burn-proof and precision fitted.”
Thomas E. Higgins of retailer
Barker Bros. Town and Country, Los
Angeles, CA predicted, “Color will be
used on ceilings, in kitchens, bathrooms, in fact, everywhere. And,
moreover, it means that color will
also be used on the furniture wood
itself.” He forecast the “use of more
decorative store window displays as
well as model rooms and backgrounds
throughout
furniture
stores.”
Higgins’ predictions were realized
in the post-war years, which are
examined on the following pages in
this 140th anniversary year issue.
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Big Time Bling, The Fifties
by Stephen Bernasconi
n a world in which so much
can be ordered at the click of a
mouse online, it is sometimes
difficult to fathom just what it
might mean to go an entire decade
without being able to shop! Yes,
shop for things you need, of course.
But also, and especially, things you
may covet; something you dream
about. Oh, and then, after what
must seem like such a long time of
frugality and thrift, you are almost
hopeful that good times will come
back and, WHAM! You are called up
for military service or asked to
work as many hours as possible to
help win a World War for your country. This scenario unfolded for the
group of Americans Tom Brokaw
would come to name, “The Greatest
Generation.” After 15 years of
pinching and saving through the
aftermath of the Great Depression
and a goods-starved war, the 1950s
arrived and consumers were more
than ready for a “product party.”
And party they did.

I

While there have been many
examples throughout design history of ostentation, heavy embellishment, and excess, few can rival the
“Fabulous Fifties.” With money
saved during the war, consumers
let loose with a buying spree to end
all others. Americans found themselves in a nation whose factories
had been brought out of mothballs
and whose cities remained
untouched by the war’s bombing
raids. Raw material shortages subsided as businesses that had converted to war production raced to
retrofit for peacetime consumers
starving for new products.
Initially, many companies ranging from home furnishings to automotive rushed out new products
based on the last designs offered
before the war. Given that the war
in the Pacific had been expected to
last much longer, most companies
had little time to prepare for business during peacetime. And customers were certainly eager to pur-

chase whatever new products were
on the market.

1950s TECHNOLOGY
This decade saw many advances
unleashed that began with technology. The push for synthetic replacements for materials such as rubber
(Neoprene) and silk (Nylon) revolutionized design in the home once
the war ended. These changes
showed up in everything from
upholstery fabrics to carpeting,
allowing designers to embrace
design elements such as metallic
threads on a greater scale than
before. When Elvis stepped out in
his now iconic gold lamé suit, it was
wartime research that, in part,
made this possible. The same was
true for water-based paints for interiors that eventually supplanted
the dominance of oil-based finishes.
The decade of the 1970s would
later become known for furniture
made almost entirely from plastics,
but excitement for new synthetic
fabrics and materials started to
build in the ‘50s. Being easy to
clean, these modern materials fit
well with modern furniture design
as well as the ethos of a new, more
casual and comfortable lifestyle.

Published in a 1970 issue of
Furniture World, this chart graphs
the popularity of major furniture
styles from 1934-1970. Modern
design peaked in 1954. By 1958
the category steadily declined as
Early American/ Colonial designs
took away market share.
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July 1959 Flexsteel

1953 Crawford of Ja
mestown

1957 Furniture World cover
photo featured a coral colored
sofa from National Furniture
Company with chrome trim
reminiscent of the glitzy
1950s Chevy Bel Aire.
Other covers incorporated a
new palette that included
(after 1953) lots of turquoise.

1957 National Furniture
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“The amazing improvements that
have already taken place,” noted an
editorial piece in an October 1954
issue of Furniture World, “have
occurred in the astonishingly short
space of less than ten years. Before
World War II, nylon stockings were
the only textile articles obtainable
with such revolutionary properties
as super-quick drying and perfect
shape retention. Today, nylon and
newer members of Du Pont's testtube group have simplified the
maintenance of many different
types of clothing and home furnishings, and have brought more varied
and longer-lasting fabrics.
“Compared with natural fibers,
nylon, ‘Orion,’ and ‘Dacron’ are all
superior in strength, shape retention, wrinkle-resistance, easy
washing, rapid drying, and reduction of ironing. Moths have no
appetite for them and mildew causes no damage to these fibers. They
can provide coolness or warmth,
depending on fabric construction.

Sons
Woodward &
.
L
e
e
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DESIGN INFLUENCES
Today, we call the major furniture style of the ‘50s Mid Century
Modern or, sometimes, just “Mid
Century.” Following World War II,
Modernism and Minimalism would
grow in influence in both architecture and product design to eventually become accepted by the popular culture.
The furniture buying public was
ready to break away from the more
formal designs of the pre-war period and embrace what was considered a more casual and authentic
American
adaptation
of
Scandinavian Modern styles introduced before WW2.

1954 Bethlehem Furniture

“Particularly since the World
War,” Commented Robert Monroe,
Design Co-coordinator, Grand
Rapids Furniture Makers Guild in a
February 1950 issue, “we see
appearing throughout the United
States, home architecture and
home furnishings of a definite style
trend, which meets the personal
needs of the buying public… We
have reached a new height in a gracious and casual type of living
which might be termed ‘informal.’
In the home, Americans demand
comfort, style, color - a place to
entertain and to relax - a place for
all around ‘gracious living.’
“Logically enough,” he continued,
“furniture used today, both uphol-
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Crowley’s 1954

Hess Brothers, 19
57

stered and case goods pieces, has
followed a related trend with our
contemporary freedom in living.
American women, the world's bestdressed women, are quick to transfer their skill in dress to the decorating and furnishing of their
homes. No longer is the ‘awakened’
customer interested in the use of
camouflage materials and superficial trimmings to disguise the
design of her upholstered furniture.”
The decade of the 1950s witnessed the start of the “space race,”
following the surprise launch of
two Russian Sputnick satellites in
1957. Space-age looking dashboards, electronics, clothing fashion, and textiles followed, incorporating hard edges and the liberal
use of metallics. This style influence could be seen in 1955 with the
Henredon and Heritage launch of a
line of furniture designed by none
other than Frank Lloyd Wright.
With simple lines and little adornment, the modern aesthetic would
expand quickly throughout the
industry with product introductions such as Declaration by Drexel
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August 1957 editorial feature on Hess
Brothers’ Department Store, Allentown,
PA, related that, “The store allocates
two windows adjacent to its fashion
windows on Allentown's main
thoroughfare to the showing of fine
furniture coordinated groupings.
These windows are changed at the same
time the fashion windows are, and
frequently feature the same color
4
theme to tie in with the fashion
niture, 195
Hudson Fur
idea of the adjoining windows.”
A February 1954 feature looked at the recently
renovated New Jersey based Hudson Furniture, Company.
“Customers,” the article said, “stood in wonderment,
feasting their eyes upon the vast stock of modern styles,
the lighting, the wallpaper, the lamp department and in
general, the elaborately decorated surroundings.”
Also featured was the “Detroit Giant and favorite of
Detroit homemakers,” Crowley’s, with 750,000 square feet
of floor space and twenty-two model rooms.
with its oiled walnut and slim
Scandinavian lines.
Despite social inequities that
would come to the forefront in the
next decade, Americans as a whole
were self-satisfied. The War had
been won, and the US emerged as a
major power. Soldiers returned
home to a generous GI bill. There
was a marriage boom, a baby
boom, a construction boom and an
expanding economy that followed
years of material shortages.
Interest in the ‘new’ modern styles
was high. Home furnishings newspapers and home magazines
spread the word.
Henry Foscue, then President of
Globe Parlor, wrote in a December
1953 issue of Furniture World that,
“in 1934 there were only four
national consumer household publications in this country with a
total of less than four million subscribers. There are at present
twelve shelter and general books
for the home-maker, with a total
subscription of twenty-six and one
quarter million. Think of it - each
month these millions of women are
paying out cold cash for what

amounts to a postgraduate education in the art of home making.
Each month they are getting the
most practical and glamorous stories and pictures about the biggest
and most exciting business in the
world - the business of home making - and they love it.
“Thus, there are many factors
which augur well for the future of
the furniture business. Residential
building continues at a rapid rate.
Our population has increased by
almost 20 million in the last
decade.”
Martin Fineman, described as a
foremost leader in the modern furniture field in an April 1952 issue,
described this change in the following way. “Today contemporary or
modern furniture is designed to
function in, and enhance the beauty of, the average American home
and more than 60 per cent of all the
furniture sold in this country is
modern. This is in great contrast to
the situation of 1926. Then the
word was 'moderne' with the implication of faddism, Europeanism,
and for the very rich only. We sold
to the so-called international set.
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YEARS AGO IN FURNITURE WORLD

1950-1959

Anniversary Issue - Big Time Bling, The Fifties

1959 Federan ad for “certified and commended vinyl
fabric... that gives your products the look of
luxurious elegance and the guarantee of the finest
possible quality covering fabrics.”
1957 US Rubber ad for U.S. Naugahyde vinyl
upholstery and U.S. Koylon foam cushioning,
“decorator-designed rooms as practical as they are
beautiful.”
Flexsteel ad from 1958 featured cushioning by
Firestone Foamex. Headline reads, “... luxurious
chairs beyond compare, priced so low you’ll want
a pair!”
1953 Singer Furniture’s Burns & Allen Group
featured sofas at retail from $159.50. Products
featured Spongex cushioning (sponge rubber) and
also Texlite, with curled hair “vulcanized in
place to prevent lumps and shifts.”
The ranch-type house was yet to
reach the drawing board, as was
the living-dining area. The concept
of the servant-less house and of
plastics, plywood and foam rubber
for simpler design forms, was
unheard of. All this has changed. In
1952 contemporary design is considered good design only if it serves
our way of living better and this
means not only in comfort, but also
in style and in beautiful interior.”
Department stores were on the
leading edge of this trend, creating
model rooms and targeting groups
like “young marrieds” with reasonably priced, tastefully designed furniture. A 1951 Furniture World
Article described the following
retail programs:
•At McCreery's, the decorating
staff of the furniture department, tying in with the other
home furnishing floors, works
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out programs for home planning
from floor plans up, at no charge
for its customers. They feel they
have especially adaptable furniture for young marrieds in their
"Modern America" groupings
from
Manuel
Martin
of
California, smartly-designed and
reasonably-priced pieces in modern lines as inspired by Early
American… McCreery's has on
display a model apartment setting of four rooms.
•B. Altman and Co., whose "Young
Homemakers Shop" had its original conceptions some eight or
nine years ago. This store is
often credited with starting the
trend toward planning for young
couples on a budget. 18th

Century traditional retains its
popularity. Many young Altman
marrieds having been brought
up with this type of furniture.
However, there is considerable
demand for modern also and
shortly some modern groupings
will be especially styled for the
young homemaker at Altman's.
A five-room Young Homemaker
unit has been handsomely decorated by the Altman staff. Color
and its many uses is always in
the fore at this store, and in
these rooms it is most harmoniously used. A color consultant
is always ready to help young
marrieds along this line.
Coordination of furniture and
fabrics is also a strong point.
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YEARS AGO IN FURNITURE WORLD

1950-1959

Anniversary Issue - Big Time Bling, The Fifties
•"Good old Gimbels" carries on a
lively trade in all price brackets
of home furnishings. "Nobody
but nobody undersells Gimbels"
is their claim, and many young
marrieds are happily surprised
to find decorating services available on even the lowest-cost
purchasing level. Styling as well
as price is a primary consideration of the Gimbel decorators,
and a four and one-half room
model apartment the store
recently set-up in the Young
America Modern department
amply
demonstrates
this.
Colorful, comfortable, and chic,
this apartment can be furnished
with furniture costing less than
$2,000 and fully, with rugs and
accessories, for under $3,000.

COLORS OF THE DECADE
Alongside trending styles like

Modern, a lot of traditional furniture styles such as Early American
and French Provincial remained
popular. How might manufacturers
and retailers sell older styles in
this new decade of pizzazz? Why
with COLOR of course.
To understand the color palette
from this era is to really contemplate the mindset of the period.
Gone were the muted and somber
palettes from the thirties and forties. The need to celebrate product
and design again would be reflected
in the cheerful and largely pastel
like colors that would grace everything from clothing to packaging.
Trends at Chicago’s Merchandise
Mart January 1954 show, were
previewed in a December 1954
Furniture World article, forecasting that, “Color will be a predominate trend in both modern and traditional furniture. There will be

color-rubbed or painted case pieces
in such shades as pink, blue, and
even bright colors; color combinations like pink with charcoal, or
turquoise with white; metal,
leather and plastics in high fashion
colors; and gold and silver threaded upholstery fabrics in warm or
bright shades. Even mattresses will
have metallic covers. Super-sized
mattresses will be widely promoted. More leather than ever will be
used on furniture—even on the legs
and supports of tables in one group.
Convenience, convertibility and
high style at a good price will be
stressed throughout furniture
showings.”
The beginning of the decade did
not look like this of course.
Samples of paint and upholstery
palettes from the start of the 1950s
show a renewed interest in color as
palettes slowly began to brighten.

What Are The Main Factors Responsible For
This Golden Period In The Furniture Industry?
enry Foscue, President of Globe Parlor Furniture Company,
wrote about the state of the industry in a December 1953 issue.
He reported that, “there are over 4,000 manufacturers of wood
household and upholstered furniture. This compares with 2,250 in
1939. More than three-fourths of these establishments employ less
than fifty workers,” He further observed that, “The South leads
all other areas in the production of furniture, accounting for 61
per cent of the bedroom and 50 per cent of the dining room.
North Carolina outranks all other states in the production of wood
household furniture and is second only to New York in the
production of upholstered furniture. That state alone produces
24 per cent of the bedroom and 28 per cent of the dining room
furniture made in America. “Thus, by examining the chart,” he
continued, “you will see that the furniture business has had almost
a decade and a half of unbroken prosperity... What then were the
main factors responsible for this golden period in the Furniture
Industry? We had the scare buying of the second world war, the
accumulated demand following the war, the greatest building boom
in our history, and then another spree of war scare buying and the
Moscow-made boom, all aided and abetted by a social revolution
which has seen the birth of a great Laborite market with its
millions of new customers.”

H

Chart from a 1953 issue graphs
consumer disposable personal income
and household furniture expenditures
1929-1952.
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Graphic from a 1953 Dunlop Ad: Text read, “the newest,
most exciting products in upholstered furnishings today
are upholstered with foam rubber. Over 80% of new
furniture customers are specifying foam rubber! Dunlop
Pillo-Foam is just what the doctor ordered.”
The ‘50s saw an expansion
in the number of decorating
oriented consumer publications.
Globe’s ad tells furniture
retailers to, “Tie in with this
pre-selling advertisement in
the (Better Homes & Gardens)
1958 Annual. Use it as a store
promotion to increase your
sales... and your profits.”
As the ‘40s were coming to a close,
research on a new synthetic pigment for turquoise was expanded
and production ready versions
were tested. Once launched,
turquoise would be one of the most
influential colors of the decade and
would continue in some form into
the ‘60s. This could be seen as late
as 1964 when Flexsteel showed
some of its pieces in a very blue
version of Turquoise in their upholstery options. Other iconic colors
of the period included pink, a yellow based pink called Coral, as well
as bright versions of red and yellow. Gray and black were often
used as neutrals to balance these
bright tones. It was not uncommon
for many products to sport twotone and even three-tone color
schemes. Embellishment levels
with color and metallic finishes
saw no end in sight as autos, handbags, radios and other merchandise were enhanced with layer
upon layer of ornament, sometimes
even obscuring the original object.
The counterweight to all of this
“Bling” as we would call it today
was the minimalist forms which
furniture would take. As the nation
entered 1959, the optimism of
chrome and flash would reach its
zenith with the dizzying height of
the tail fins on GM’s Cadillacs. Not
only had the country gone on a buying binge especially during the post
WW2 years, design itself reflected
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the renewed vigor and hopeful outlook for consumers that had gone
so long with so little.

THE SIXTIES
KICKING IT UP A NOTCH
In spite of a recession in 1958,
American prosperity continued its
march upward. Many of the WW II
generation were now in their highest earning years. The notion of
staying put in one home all of one’s
life began to change as consumers
became more mobile. The Space
race would push technology even
further as the cold war would, like
WW II before it, spur new innovation in materials and production.
In the home furnishings area, this
would be revealed with an increasing use of plastics in modern furniture. Synthetic polymer innovation, first begun during the war,
showed up in many upholstery fabrics including acrylics and polyesters. Along with the use of urethane foams replacing coir and cotton batting, the petroleum makeup
of furnishing materials would grow
into what we would today call, the
carbon footprint. The metallic use
from the prior decade continued
with brass accents and metallic
fibers increasing their presence.
Color, which had shown up in the
fifties as bright and cheerful, would
move into the most acidic and psychedelic collection the design world

has ever seen, even to this day.
This comes as no surprise given the
great cultural shifts that occurred.
When looked at over these two
decades, color would be at its most
intense and brightest for the
longest period. Not until the seventies did the design palette finally
return to a neutral basis with the
appearance of earth tones .

MAKING SENSE OF
STYLES & TRENDS
When we look back at design
trend history and ask why things
happened the way they did, it’s
important to note some observations about historical trends generally and about consumers in particular. When forecasting professionals look at trend cycles, they often
find patterns over the decades that
say a great deal about how consumers see themselves and the
world at any given time. For example, if you go back over a century,
there have been many boom and
bust cycles. The Victorians were
the first generation of middle class
consumers for which a plethora of
refined furnishings and other consumables could affordably be purchased due to newly adopted mechanized
production
methods.
Whether it was a settee or a Model
T, the public could purchase items
at lower cost than ever before. So,
it followed that people gulped down
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Anniversary Issue - Big Time Bling, The Fifties

Shown is a 1957 ad for Furniture World
and its regional sister publication
Furniture South. Also pictured are: Thelma
Mason (left), Barton Bienenstock (middle),
and Shelba Cornelison (right). All three are
profiled in the “Regional Publications” inset.
design with not a square inch of
space left unadorned.
And let’s not forget another
decade before the ‘50s. The
Roaring Twenties were not called
roaring for nothing. A booming
economy following a horribly costly
war and new financing tools such
as buying on term (credit) would
result in yet another boom time for
consumers and the objects of their
affection. It’s worth noting here
that metallics and other flashy
design elements made a huge
appearance in the thirties, just as
they would again in the Fab Fifties.

BOTTOM LINE
Consumers have been influenced
by design and color trends since
ancient times. The desire to have
the latest product, technology, or
precious material is nothing new.
And patterns of quiet vs. flashy
design can be seen repeating over
the decades. These patterns largely follow the currents of economy,
war, and overall tech development.
All of these factors are interwoven
of course. War-time restricted consumer interest, yet spawned technology that would spur massive
product market growth during
peacetime. This impact can be seen
today as well. The simplicity message of today following the recent
economic downturn is yet another
version of the grayed palette seen
during the 1930s. Yet, each timeperiod offers its own unique challenges and twists. What makes
each time, including today, unique,
are the individual drivers of
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Regional Publications - Outstanding People
n the 1950s, many furniture manufacturers targeted their ads regionally to northern
states using Furniture World, and to southern states through its sister publication,
Furniture South.
Thelma Mason, Furniture World’s Vice President, was hired in 1954 to sell
advertising space in six New England States. Her clients included such famous
furniture names as Temple Stuart, Heywood-Wakefield, S. Bent, Sprague and Carleton,
Thomas P. Beals and Nichols and Stone.
In the late 1960s when Canadian furniture manufactures began selling in the US,
her territory expanded to include Ontario and Quebec as well as the United Kingdom.
Throughout much of this time period, she provided editorial coverage of the New
England trading area, including insightful reports from the Boston show, plus “New
England Spotlights,” news on important happenings in furniture manufacturing and
retailing. Her persistence and integrity earned the loyalty of three generations of
Furniture World advertisers.
Shelba Cornelison, who consulted with Furniture World staff in putting together this
140th anniversary issue, joined the staff of Furniture South 1959. An award winning
editor, she directed operations of the High Point office located on the first floor of the
IHFC Building for 22 years. Shelba left the publication in 1981, starting a second
career with shelter publication Southern Accents.
Barton Bienenstock, Furniture World’s Publisher joined the company in 1956. He
guided the publication through good and tough times, the consummate friend,
salesperson and industry insider. Thanks Barton!

I

change. Our current “revolution” is
not industrial, but information
based. The fact that a consumer in
rural Iowa can view live fashion
runways anywhere in the world
has drastically altered the design
landscape yet again.
If you are a retailer and wonder if
future consumers will cling steadfastly to tradition or go for the latest avant-garde looks, keep in mind

that there are consumers for each.
Timing of course, is everything.
Had Turquoise been ready in 1932,
it’s unlikely it would have been the
massive hit it was 20 yrs later. It’s
the confluence of both technology
development AND the timing of
consumer appetite that creates
truly successful product and trend
marketing. Watch the savings rate
for consumers currently and as
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1954 ad features Stratolounger’s hands free mechanism; AA Laun
table from the same year, ‘Gleaming With Brass’; and John Stuart Danish
Modern piece with self-adjusting back. ‘High in style’ Douglas metal dining
ensemble (1954) promises ‘enduring consumer satisfaction.’
their confidence returns and sentiment becomes less fearful, the timing may be right for that new fangled design. A good historic rule of
thumb for trend salability is this:
During hard times, tradition, simple, classic, and high value have
always sold whether we are speaking of cars or cabinets. When the
boom times come, newer styles are
more saleable as consumers have
increased confidence and are more
open to change. Those companies

that invest in product development
and are ready when trend conscious consumers return, will reap
the benefits. This brings up the
adage, “The more things change,
the more they stay the same.”

Stephen Bernasconi is an accomplished trend analyst in emerging
color and design trends. He has
been a featured speaker and panelist at numerous trade shows and
seminars including the High Point

Furniture Market, IDS in Toronto,
Design Week in Atlanta, and
Designer Week in San Juan PR. He
is a published consultant with an
extensive background in national
and international trend tracking.
He is available for special projects
as well as speaking engagements
and workshops. He can be reached
care of Furniture World at
sbernasconi@furninfo.com, via his
website: www.colorandtrend.com
or by phone at 904-315-1219.
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YEARS AGO IN FURNITURE WORLD

1960-1975

Anniversary Issue - America’s First Furniture Publication

The Good Old Days
by Michael Dugan
he furniture business is
undeniably
challenging
these days. Coping with a
difficult economy as our
industry has moved from producing to importing has not been easy.
The furniture business has had its
share of tough times, including
about a dozen recessionary periods
since the crash of 1929. This time
though, it’s enough to make seasoned furniture men and women
long for the good old days.

T

For this 140th year commemorative issue, the editorial staff of
Furniture World thought it would
be helpful to compare the current
decade with those good old days,
whenever they were. After considerable thought, we chose the mid
1960s and 1970s, the era when the
Baby Boomers were entering their
furniture buying years.

BOOMER GENERATION
The entry of these yet to be
named “Boomers” had been eagerly
awaited. Writing in September

A 1970
advertisement for leather-like
vinyl product Naughahyde.

1955, Harry W. Schacter, President
of Banner-Whitehill Corporation,
wrote in Furniture World, “The furniture business is still in its horse
and buggy days and must be
brought into the second half of the
Twentieth Century. The industry
has not measured up in any appreciable way to the standards of modern distribution. It is the only form
of retailing which has not kept in
step with the times.” After taking
more editorial space to criticize
independent retail store owners,
Mr. Schacter went on to identify
coming opportunities.

Weds,” Richard E. Burow, the
Second Vice President of the
National Association of Furniture
Manufacturers (precursor organization to the American Home
Furnishing Alliance) said of this
newest generation of furniture buyers, “Because of their age, this
group has never experienced a
major depression... mass unemployment ... a stock market crash...
or a global war. For the most part,
they have known both prosperity
and parental permissiveness. As a
result, we are meeting a new and
different consumer.

“The other major reason for an
urgent need for a change,” he said,
“is the fact that in five years we
should be on the threshold of the
greatest home furnishings market
in the history of the country. It is
imperative that we, in the industry,
be ready for it. Here's why: In 1940,
there were approximately two million babies born in America. Then
the war babies began to come in
such droves that by 1954,
4,100,000 babies were born. In 14
years, the baby crop had doubled.
By 1960, the 1940 war babies will
be 20 years old and will begin setting up their homes. In the meantime, the age of marriage has fallen,
home construction is booming, and
family income is steadily rising.
These are the three important factors in the health of any home furnishings market. If we are to be
ready for the 1960 boom market,
the time for action is now.”

“This is an acquisitive generation, used to spending.... Never
have we had a more vital marketing opportunity.

Women’s roles were changing,
although the industry didn’t seem
to have a clue regarding the broader implications of that change. The
population had become more affluent as well.
In a 1966 column on “Nearly

“They are far more confident
concerning matters of taste. Right
or wrong, they want to make their
own
aesthetic
decisions.
Dissatisfaction and disapproval of
the decor in their parents' homes is
very evident. Many feel their parents' homes are cluttered or have a
hodge-podge look which they
intend to avoid.”
It was thought that an increasingly mobile population would also
be a factor having a positive impact
on furniture sales. “All of a sudden,” said Sherman Heazlitt, Vice
President, Furniture Division Dolly
Madison Industries, in a 1967
Furniture World article that
encouraged the practice of group
selling, also called correlated selling and integrated selling, “we're a
nation of young people. Soon more
than half our entire population will
be 25 and under… It's become an
age of mobility, too. People move
from state to state, giving it no
more thought—and with considerably less trepidation—than taking a
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Excerpted From

American Furniture
Hall of Fame
Interview with David J. Brunn
Drexel Furniture Company.

“Macy Asked Us
To Do A Coordinated
Mediterranean Group.”
hen in 1963 was my biggest
success: Esperanto. This was
designed by Jim Peed who joined
our design studio. In Esperanto,
we weren’t the first to do a
Mediterranean group. As a matter of
fact, one of my quotes is: ‘The trick
in this business is the first to be
second.” I think Century and one
other company had done well in the
Italian provincial styling. Ours were
never copies. And the Mediterranean
had been started by Thomasville, who
had a group in that style, as well as
Heritage. Esperanto made a tremendous impact in the industry. We got
the single biggest order from any one
store. A California store gave us an
order for $50,000. Yes. One collection. We followed with another group
in that same feeling called Palazzo,
which was Macy-inspired. Macy asked
us to do a coordinated group. They
would merchandise the accessories
and everything else that went with it.
So we introduced that and that was
successful.”

“T

cross town ‘El.’ Today, the average
young man in business with a large
corporation will statistically move
about the country six different
times before he's thirty years old!
“Remember when you married?
If you were like most of us, handme-downs from parents, aunts,
uncles, and grandma's attic comprised your entire first household
furnishings. Not today. More likely
it's, "First we'll get a car, then we'll
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buy new furniture." It's a juicy market for a furniture industry aspiring to boost its annual sales by
three billion dollars in the next
eight years, but we haven't made
the most of it. As recently as
February, FORTUNE Magazine
pointed out that the Bureau of
Labor statistics shows these people
spend an average of only $281 a
year on furniture, well below the
cost of a color TV set. Clearly the

(furniture) industry has a tremendous unexploited potential market."
This view was echoed later that
year in a June article by William
Pahlmann, F.A.I.D, who noted that,
“Since 1945, a vast segment of the
population of this country has
moved from a subsistence income
of roughly $3,000 per year to a
middle-bracket income of $7,500
and up. According to Federal
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June 1967 ad run in
Furniture World by Ethan
Allen. Text reads, “ With
Ethan Allen, a homemaker
finds everything she wants
and needs to create a
beautiful home. Her dealer
is a professional home
planner, and his Ethan Allen
Showcase Store or Ethan
Allen department is a
gallery of home settings
where she can surround
herself in the beauty of
American Traditional.”

Excerpted From

American Furniture
Hall of Fame
Interview with Patrick H. Norton
VP Sales Baumritter/ Ethan Allen &
Sr. VP Sales & Marketing La-Z-Boy.

“We Opened Up 313
Ethan Allen Stores.”
ell, I started reading things about
this guy by the name of Ancell. He
was doing things that were similar to
what we had done in our stores... total
room scenes... The first time that a
(Baumritter) representative ever called
on me to sell me what is now Ethan
Allen, he wanted 100 square feet. Then
he came back another time and he
wanted 500 ft. Then the last time he
called he said it’d take 3,000- 4,000 ft. I
said, “You know you’ve got a lot of
guts... So, I met this friend of mine and
asked him if he had any connection
with Baumritter. He said, ‘Yes. I can’t
get you a job, but I can get you an interview.’ I said, ‘That’s all I can ask for.’

“W

“I opened up the first Ethan Allen
store… in Nashville, which was kind of
a conversion. The first store to be built
from ground up as an Ethan Allen store
was Raleigh. The company had made
the commitment. On Easter Monday
(1964) we (Nat and I) met and we said
we’re not going to have a modern division anymore… we’re going to have
stores and we’re going to make it the
best there is. Everybody said, ‘you’re
crazy. People are not going to support
one manufacturer. They’re not going to
do all these things.’ We went through all
that stuff. It was the right thing to do
and I was in on the cutting edge of that
program. When I left there in 1981, we
had opened 313 of them and, I think,
changed this industry for the better.”

washer and dryer, freezer, dishwasher, toaster, steam iron, electric clock, electric mixer, electric
frying pan, electric coffee maker,
television set, two radios and a
phonograph. More than four million power lawn mowers are sold in
this country annually.
“This rich market is ripe for the
upgrading of interiors. They have
the money. But many of them are
bewildered by the range of selection and by lack of experience. I
believe that in the immediate
future a ‘total merchandise’ package plan for home interiors will
have to be made available. Perhaps
the word ‘total’ is extreme. I prefer
a ‘basic’ package plan which could
include the basic elements of a
room—sofa, chairs, tables, rugs,
lamps, accessories and so on for
retail selling.”
Industry insiders felt that this
large consumer demographic
would buy furniture like mad. Well,
the group never did live up to this
expectation. Instead, a number of
changes to the furniture buying
process took place that had a major
impact on retail channels of distribution for home furnishings.

THE WAY WE WERE
Reserve figures, approximately 80
per cent of the enormous middleincome group own a sizeable equity
in their own homes. A typical family also owns a refrigerator, range,
vacuum cleaner, automatic clothes
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Back in the day when the Baby
Boomers entered the market and
put their mark on it, there were
many more stores; department
stores really emphasized furniture;
sales reps played a bigger role; fur-
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niture insiders controlled manufacturing; and relationships counted
more.
Those relationships were nurtured by visits to the field by factory owners and managers. Although
manufacturers had many reasons
to stay at headquarters, they could
be refreshed and re-energized by
store visits, even when they
involved getting thrashed by irate
customers. It was fun to be close to
the retail action. Over the years,
these visits kept producers from
losing touch with the real world of
retail.
By going into the field, manufacturing executives got hit with the
truth, not the myth. There are few
things more humbling than meeting the warehouse manager and
reviewing the defects identified by
his prep team. Then again, when
handled professionally, these
reviews made it possible to correct
flaws and to clarify misunderstandings. Getting to know dealers
in this close, friendly and generally
lucrative business environment
was also a gratifying experience.

EARLY AMERICAN
WAYSIDE STORES
At one time, the corner stones of
the independent dealer network,
especially in the Northeast, were
Wayside stores. These small to
medium sized stores loved solid
wood casegoods, wing sofas in
nylon fabrics, cannonball beds, and
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Cold War Furnishings - Greetings, Mr. Khrushchev!
“

efore a Soviet missile shot down an American U-2 spy plane in 1960, and the
Cuban missile crisis made news in 1962, Nikita Khrushchev, First Secretary of the
Communist Party of the Soviet Union, met with President Dwight Eisenhower at
Camp David. Mr. Khrushchev was addressed with patriotic bluster in the September
1959 issue of Furniture World. “Greetings and salutations, Mr. Khrushchev. On your
visit here, see for yourself how America has attained the highest living standard in
the world. If you care to examine the real reasons for our expanding economy, you
must look beyond our booming industrial giants. Take the furniture industry for
example. We’re now at full flood of prosperity….
“You’ll find furniture workers making $81.54 per week -- $91.09 if they are in the
upholstering department. You’ll find three-quarters of factory sales made by ‘independent contractors’ carrying an average of three lines at an average commission of 5
per cent. Nik, you’ll find that a majority of furniture workers own their own homes
and their own cars. Even air conditioning is booming for the ‘common man’ as well as
the Rockefellers and the Hoffas. The five day week is general; leisure time is resulting
in a natural tan as the national color…”
“Yes, Comrade Khrushchev, outside our kitchens and garages, you can perceive
plenty of room for improvement in our average family's furnishings. Yet, we think
that most of our people prefer their out-dated, 20 to 30 year old hand-me-downs to
the ‘typical’ Russian home goods shown in your exhibition in New York City's
Coliseum.
“If you are puzzled how some of our dealers can offer $79 mattresses - ‘half off’ $39.50 - so are we, but... despite our problems, we see a new era ahead for the
furniture industry. Come back and see us any time, Mr. K. We're a big business done
up in small packages, but we'll make more progress than your furniture commissars.... Yes, Nikita Khrushchev, we accept your challenge to compete in consumer
products. And, when you return, be sure to bring plenty of vodka because the party
will be on you, sir.”

B

Windsor chairs. Haynes & Kane in
Bennington,VT, Maple House in
Westchester County, NY, and
Cooper’s Maple Shoppe in Seattle,
WA were among the leaders in this
retail format that, in some ways,
was the precursor of today’s lifestyle stores. They knew their customers well and really knew how to
sell the solid wood story. Their
carefully edited assortments and
knowledgeable sales help were
very appealing to consumers. In
most cases, Pop typically ran the
business, but Mom controlled what
went on the floor. The preferred
style for these companies was
Early American Colonial and it
enjoyed a big run in the 1960s.
The manufacturers that catered
to these stores were family owned
companies with old, multi-story
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plants producing furniture the old
way. Some well known producers
were H. T. Cushman, Hitchcock
Chair,
Sprague
Carlton,
Heywood Wakefield, Nichols &
Stone, Moosehead, Bennington
Pine, S. Bent, and the outliers,
Ethan Allen and Pennsylvania
House.
When the baby boomers came
of age, they were not crazy about
their parents’ “Ozzie and Harriet”
furniture styles. By 1970, the
Early American Colonial look was
fading. In its place two distinct
looks
emerged,
American
Traditional and American Country.
Cherry and pine replaced maple as
the species of choice, and poster
beds and Queen Anne chairs
became top sellers. In upholstery,
bullet-proof Herculon fabrics gave
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way to dressier covers, and sofas
lost their wings.
Many retailers and manufacturers failed to adapt to the changes in
consumer preferences and they
simply faded from the scene. By the
end of the decade, the Wayside
stores had all but disappeared. A
few, like Toms-Price in Chicago,
were agile enough to migrate to
new formats, but most quietly went
out of business. Their retail format
would become the basis for today’s
“life-style” stores. Pottery Barn,
Crate & Barrel, and Restoration
Hardware are much more sophisticated, but not that far removed

Sample of “model vignettes”
from Gabberts Edina, Minnesota
store pictured in May 1970
Furniture World. Gabberts also
offered “many services to make
shopping easier,” including a
supervised child care area and
telephones strategically placed
throughout the store so that
“customers can call for sales
assistance.”
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from their Wayside ancestors.

DEPARTMENT STORES
The primary drivers of furniture
fashion trends, back in the day,
were department stores, especially
the upscale ones. They were exciting for manufacturers to deal with,
able to write very big orders and
certain to break the heart of even
their best suppliers eventually.
Bloomingdales was the fashion
leading pacesetter. The furniture
floor was huge and President
Marvin Traub redefined the excitement of home furnishings, making
it theatrical. Barbara D'Arcy's
heart-stopping model rooms were
redone every six months and reopened with great fanfare like
Broadway shows. Their costs were
high and margins needed to be high
as well. This led to the then unusual practice of importing furniture
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and sourcing that bypassed the
mainstream. In hindsight, this signalled the beginning of huge shift
away from domestic furniture production. At the time though, when
Furniture World Magazine reported (December 1971) that furniture
“imports have increased about 40
per cent, but they still remain
equivalent to about 2 per cent of
domestic shipments,” it was not a
cause for concern.
Every major city had more than
one department store and they all
carried furniture: Jordan Marsh,
Lord & Taylor, Macy’s, Gimbel’s,
Abraham & Strauss, Strawbridge &
Clothier,
John
Wanamaker’s,
Joseph Horne, May Company, Halle
Brothers, Higbee’s, Burdines,
Lazarus, Bullock’s, Hudson’s,
Marshall Field, Rich’s, Dayton's,
Dillard’s, and the incomparable B.
Altman. The buyers were superbly

trained; the fashion coordinators
created exciting displays; the
tabloid mailers were powerful; they
paid their bills on time: and they
devoted gigantic display spaces to
furniture, sometimes covering
entire city blocks. For good measure, they also had branch stores in
the suburbs with more space for
furniture.
Because they carried related
home goods, like bedding, lighting,
accessories, rugs, and window
treatments, they were able to present the total look to customers
very effectively. More importantly,
they were not afraid of the upperend and they understood the
importance of brand names.
Department stores were on the
leading edge of fashion, however,
they needed healthy margins to
cover their overhead costs and
their furniture margins were any-
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• Hammary ad from 1960, reinforced the
image of “charming Hammary tables.”
• Temple-Stuart ad from July 1970. Text
reads, “Turns you on. If you’re up for
fast sales, don’t let it ride. Turn on to
profit with Temple-Stuart. Another ad
in the series was headlined “Sell Appeal.”
• Knickerbocker ad from 1973 promoted the
Wonda Wheel bed frame with the
“measurable difference”.
• 1975 ads from Clayton Marcus featured
women of recognizable body type… a
signature look for the company.
•1975 bedding ads from Therapedic and
Eclipse used models to attract attention.

thing but healthy. Eventually, many
of them began charging back for
advertising expenses and taking
unauthorized deductions. Sensible
producers stopped selling them,
especially after the infamous
Campeau leveraged buyout venture
bankrupted
Federated
and
Bloomingdale’s. Closely related to
the Department Stores were the
Carriage Trade Emporiums… W&J
Sloane, Payne’s, Barker Brothers,
Breuner’s, J. B. VanSciver’s, and
Cannel & Chafin among others.
These throwbacks to the real old
days loved quality goods and, in
some cases, used Henredon as their
starting line. Their superb interior design staffs ruled the roost. As
the automobile replaced the horse
and carriage and people moved to
the suburbs, their appeal lessened.
Some of these stores had great snob
appeal. Having the Sloane’s truck
pull up to your house was a real
coup, but this was another turn-off
to the Boomers. Eventually, burdened with high overhead costs,
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they were victimized by
newer retail formats. They
are nearly all gone now,
and the industry's ability to make
an impact on consumers with new
product introductions has gone
with them.

WAREHOUSE SHOWROOMS
And then came Levitz, not the
easiest store to deal with, but boy,
did they move goods. In 1963, Ralph
and Leon Levitz opened their first
‘warehouse
showroom’
in
Allentown, PA, followed by one in
Phoenix and another in Miami by
1965. The ideas they used were not
new, but they had never been done
so well or on such a grand scale.
Established furniture retailers in
the 1980s looked at the ascendancy
of North Carolina based ‘800#’
retailers that shipped nationally
and did not pay sales tax, with
dread. Later furniture retailers that
sold over the internet were vigorously opposed. Likewise, warehouse

showrooms were a
threatening retail
format in the early
‘70s.

Furniture World’s regular columnist, Clark Kelsey, looked at this
phenomenon in a November 1970
article, titled, Caution: A Levitz
Opening May Be Hazardous to
Business. Mr. Kelsey observed that,
“Between 50 and 60 years ago the
traditional ‘furniture store’ resented the invasion of its field of operation by the department stores.
Some 45 years ago, when so-called
‘mail order’ houses expanded from
catalogs into retail store activity,
there were even louder lamentations. During the past couple of
decades, the ‘discount house’ has
become an equally-feared bogeyman.
“Today… furniture stores would
account for 77.7 per cent of annual
sales in the nation, and department
stores, 22.3 per cent, based on
National Association of Furniture
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A September 1971 Furniture World Article, “Cover Girls
Produce sales for Barker’s & Goodman’s” noted, “Not
only do they help the sales people, but they assist the
consumer as well. After all, they’re potential consumers
themselves. Many of them are planning on marriage in a
few years and they are especially interested in home
furnishings value.”
Manufacturers' 1968 estimates.
“The above history serves as a
prelude to the account of a visit
to Levitz Furniture, in Dallas,
Texas. This is a new worry for the
furniture merchant who has created desire for good things for the
home, and another mercantile
program rocking the boat for the
dealer who believes that the furniture market was handed down

to him by the heavens above.
“The Dallas Levitz was an early
trial balloon for the discount hotshots, whose securities on the
American Stock Exchange have
soared. Later editions have
caused similar consternation in
other cities, while 15 new municipalities are reported due for
invasion.
“The Dallas entrance forces

shoppers to walk through a cavernous! warehouse piled sixtiers-high with cartons imprinted
with the brand names America
knows in home goods. Fork
trucks speed hither-and-yon.
Three freight cars are being
unloaded simultaneously on a
siding. Entrance-way to the display floor is halfway through the
cave - at the right. It carries this
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Our products are made with thermally modified wood using
southern yellow pine with a natural oil to help retain color. This
kind of wood lasts longer and performs better in any weather
condition with minimal checking, warping and cracking.
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100% Chemical Free
Resists Rot and Decay
Naturally Insect Repellent
Environmentally Friendly
Improved Stability

Tel: 574-825-3278 Fax: 574-825-0490

See Us at the NIWA Expo. April 26-28
Serving the Industry with Quality Products Since 1995
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Rise of Warehouse Showrooms
A number of furniture retailers emulated the warehouse showroom concept pioneered
by Levitz in the early 1960s. In November 1970 Furniture World featured a new
J. Homestock store in Dedham, Massachusetts that included, “a vast 171,000 square foot
building with 330 room settings displayed on two floors.” By 1973 Furniture World
advised readers, “The great majority of warehouse showroom
operators are generating profits for their suppliers, landlords,
and advertising media without generating profits for themselves.”

Advances In Store Design
Always known for innovative store design, Los Angelesbased Barker Brothers Furniture was featured in a 1970
issue of Furniture World. The article reported on a
$490,000 renovation that featured the split level main
entrance pictured and “an entirely new merchandising
concept for Barkers: the display of total room groupings
within individually partitioned settings to resemble a
homelike atmosphere.”

,
J. Homestock
1970

thers, 1970
Barker Bro

Fischer’s Wayside, 1971

show-card: ‘This is NOT a retail
store. Our prices do not include
retail frills. Everything is priced in
original factory containers, f.o.b.
our dock. Services, such as delivery and set-up, are available at
extra cost. Just like buying
Wholesale!’
“A dozen aisles fan out on both
sides of the broad central showroom corridor, displaying popularpriced furniture in schmaltzy settings. Goods are marked with two
prices: The cartoned carry-away
quotations seemed to average
about a third less than the delivered, setup price. Gaudily appareled sales people were kept busy on
a busy Saturday afternoon in
October with traffic which resembled a super-market more than it
did a furniture store.
“Back through the warehouse,
turning left to a Texas-sized parking lot, trucks, rented U-Hauls and
conventional cars, ranging from
Volkswagens to Mercedes, were
being loaded from dollies or fork-
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Stores Fall By The... Wayside

When the baby boomers came of age, they were not
crazy about their parents’ “Ozzie and Harriet”
furniture styles. They turned away from Early American Wayside Stores
whose retail format would become the basis of the “life-style” stores we have now.
Fischer’s Wayside, Collegeville, PA was one of many similar stores featured editorially in
Furniture World’s late 1960s and early 1970s issues. This article reported, “Service, of
course, is highly emphasized and rightly so, for it is service: ‘before and after a sale’, for
which Fisher's is well renown among its customers. A staff of accredited decorators is
available to offer a prospective customer free decorating service.”

trucks by warehouse attendants
and customers. Most loads were
cartons, but some merchandise
was free-standing and being roped
down.”
Speaking of Levitz in an
American Furniture Hall of Fame
Interview, Lawrence Schnadig,
founder of upholstered furniture
manufacturer Schnadig Corp., said
he, “refused to sell Levitz in the
beginning of their growth because
there was a good deal of antagonism to them on the part of our
dealer list. However, their success
was so fast and so great that we
recognized we’d made a mistake;
we went back and made an effort to
develop their business, which we
did.”
The Baby Boomers loved the idea
of Levitz. Customers had to walk
through a huge warehouse filled
with furniture before they were
treated to a large display of 250
model rooms. Only the hottest collections were selected, and everything was in stock for immediate
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delivery. Want more savings?
Forget delivery and take it with
you. What’s not to like? The stores
had display, selection, savings, and
instant gratification. The format
was an immediate hit with consumers and the Levitz brothers
took off and never looked back.
Levitz went public in 1968 and
by 1970 were averaging $120 sales
per square foot compared to an
industry average of $26. In 1971,
Levitz had 34 stores with sales of
$183 million and profits of $9.2
million. The stock went through the
roof and countless independent
retailers went under.
Feeding this behemoth with
products to sell, were manufacturers like Bassett, Broyhill, Lea,
Stanley, Burlington, Pulaski, and
others. Far removed from the New
England factories, these Southern
producers shunned the simplistic
looks and fell in love with big and
bold Mediterranean styling. They
preferred veneers to solids and discovered the modern joys of plastic
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This Kincaid ad from 1969 Furniture World reads,
“Meet the Kincaid salesforce ...your partners in profit.”
Quite possibly the most under appreciated participants
in the business, independent sales representatives act as
marketing consultants, psychiatrists, merchandise
managers, fashion coordinators and entertainers.
Many were not treated like independent contractors,
but as part of the company and the family.
interior designers detested, but the
public loved.

Few in 1969 thought that China would
become a furniture manufacturing
powerhouse, or that the Japanese car
industry would run over Detroit’s
“Big Three.” This December 1968 ad
introduced Schweiger’s Contemporary
Oriental, reflecting attitudes and
language used at the time.
that gave designers the ability to
add more “look” to cases. They soon
began designing for people who
believed “too much was not
enough.” The final product would
sometimes end up with a combination of solids, veneers, prints, and
plastic. The only way to tie all these
together was by deploying some
very clever finishing techniques.
And they did. These faux finishes
basically covered up the raw materials and used 20 to 30 finishing
steps including equalizing stains,
NGR stains, hand padding, spray
padding, cow-tailing, spatter, and
distressing. By the time they were
done, the plastic looked like rare
Honduran mahogany, or at least,
some thought it did.
Plastics became big business for
the furniture industry and were
vigorously promoted. C.C. "Chuck"
Redfern, Vice-President, Marketing
Plastic Industries Inc., predicted in
a March 1970 Furniture World
issue that, “Much will be heard in
the ‘70s about ‘plastic furniture for
plastic's sake.’ This is in reference
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to the Italian influence of furniture
molded in the most modern and
avant-garde styles. Fiberglass,
plexiglass, (acrylics) and polystyrenes will dominate the program, along with many expandable
materials.”
By November 1971, Furniture
World quoted a research study that
forecast, “by the late 1970s, plastics will have replaced wood as the
major material used in furniture
production.”
Some of the collection names
associated with this Baroque Era
were
Esperanto
by
Drexel
Heritage, Andorra by Stanley,
Monterey
by
Thomasville,
Alvarado by Henredon, Marquesa
by Sumter Cabinet, Conquero by
United, Cervante by Pulaski and
Boga Cierto by American Drew.
On the upholstery side, the
Warehouse Showrooms were perfectly geared to sell “motion” furniture. Recliners and sectionals that
moved were hot, with La-Z-Boy,
Action, Barcalounger, and Berkline
leading the way with designs the

FURNITURE WORLD March/April 2010

But the bubble burst in 1972
when Ralph Levitz announced that
the latest quarterly earnings would
be disappointing. The furniture
industry is fiercely competitive
and rivals like Wickes and Sears
had begun to put pressure on margins.
In a February 1973 forecast
issue, Furniture World advised its
readers, “1973 will see fewer openings of warehouse showrooms than
1972. The great majority of warehouse showroom operators are
generating profits for their suppliers, landlords, and advertising
media without generating profits
for themselves. The key to profits
of warehouse showrooms is no different than the key to profits in
full-service stores... control of overhead. You cannot sell goods at low
margins with 35 per cent overheads. Pendulum now swinging the
other way regarding importance of
full-service furniture stores. No one
knows your operation better than
you do. Stick with it, work at it, and
reap the benefits. Ignore much
inaccurate publicity in trade journals on warehouse showrooms.
Don't be tempted to enter this type
of business. All you will do is divide
your strength. Stick with what you
know and strive to be the best of
your type of operation in your
town.”
There were also some union
problems and nasty SEC issues
lurking around. On September
29th, Levitz stock dropped from
$47 to $33 in 23 minutes before
trading was suspended. Leon
resigned, but Ralph stayed on. The
company kept growing but the
magic was gone. In 1974, Bob
Elliott was brought in from
Montgomery Wards as CEO and, by
the end of the decade, Sales were
$546.6 million and Profits were
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$20.6 million.
Elliott proved to be an astute
merchant taking the company
across the billion dollar sales level
by 1995, but he also incurred a lot
of debt in doing so as the company
experienced buyouts, mergers,
stock gyrations, and eventually
bankruptcy.
Despite the dramatic highs and
lows of Levitz, the Warehouse
Showroom concept was a good one
for the mass market and updated
versions can be seen today. Mathis
Brothers, remarkably, is able to
capture the mass market and the
upper end. Costco and Sam’s Club
have only toyed with the category,
but they do have market power.

GALLERIES
Before the Boomers arrived, the
preferred display technique for furniture was called “rack ‘em and
stack ‘em.” All dining rooms were
lined up together in a sea of brown;
all bedrooms were set up in similar
format, sometimes with short rails
on the beds to save space; and all
upholstered goods were grouped
similarly. Assuming the shopper
was only interested in one room, he
or she could easily make the selection. Of course, the means of display was mind-numbingly boring
and frequently resulted in lost
sales.
Somewhere along the line some-

Exclusive Design

•

body, probably in a department
store, had the audacity to put a
bedspread on a bed (maybe even
with pillows). Before long, some
china showed up on a dining table
and the race was on. Pretty soon,
accessorized model rooms became
popular, but resistance to this
trend was strong in many quarters.
In some cases, retailers created
contiguous displays of related
products that happened to be from
one manufacturer. One of the first
to do so was Marshall Field that set
up a Ranch Oak display in their
State Street store and called it a
‘gallery.’ In Pittsburgh, the Joseph
Horne Co. created a model house in
the store using products from the

Elegance

•

Comfort

Manufacturer of design oriented upholstered living room furniture since 1978.

Styles include traditional, modern, classic and motion furniture available in
a vast choice of quality fabrics and leathers and c.o.m. We ship one piece or
containers anywhere in the world within six to eight weeks. Our styles are
traditional, modern, classic and motion furniture in a vast choice of quality
fabrics and leathers.
FRAMES are made from kiln dried hardwood, maple and oak: assembled with
corner blocks, glue and screws.
SEATING is made of a 2.25-pound foam density with dacron wrap.

Call Today

(514) 648-4440
1 800 563-4440
8255 East, Henri-Bourassa E.
Montreal, Quebec, Canada
email: dandrea@viafurniture.com
web: www.viafurniture.com

Showrooms in Montreal and Toronto
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Look who is selling furniture! The ‘60s and ‘70s
didn’t have celebrity designer collections, but there
were celebrities. Johnny Carson and the “Naugha”
pitched vinyl covered recliners (1969), Arthur
Godfrey helped sell mattresses (1971) and Tennessee
Ernie Ford appeared in Pontiac Chair ads.
Lewisburg Chair Factory and
named it The Pennsylvania House.
Meanwhile, a rival named the
Baumritter Company was aggressively pushing the gallery concept
with a line of furniture and accessories called Ethan Allen. In 1972,
co-owner Nat Ancell decided to go
all the way and create franchised
stores called Showcase Galleries.
Speaking of this time in an oral
interview conducted by the
American Furniture Hall of Fame,
Nat Ancell said, “in the early
years... 85 per cent of our distribution was through department
stores with Ethan Allen having a
gallery way back… And then as we
developed, and our line broadened
and we bought more factories and
we went into the living room busi-

ness, and the table business, and
the occasional furniture business,
and broadened the whole line… we
found that department stores, particularly, could not handle our line
because they wouldn’t give us the
space we needed, and their salespeople didn’t know how to sell
lamps and pictures and mirrors…
The sales people... didn’t spend the
time with consumers, and they didn’t know how to do it. And it
became obvious to us that we would
have to set up a different type of
distribution and a different type of
display and a different type of sales
person and a different type of
advertising and a different type of
everything almost in order to reach
the consumers with a decorating
service, which is what we merchandised and marketed… We knew that

in order to do that transition, we
would have to have real Ethan
Allen stores with plenty of space to
show the products....”
In ten years there were 350 such
stores and Ethan Allen had blown
the doors of its rivals, with one
exception.
With its survival at stake,
Pennsylvania House fought back
with an in-store Gallery program of
its own. The results were impressive. As the program rolled out,
sales grew fourfold, sales per dealer increased 15 times, sales per
SKU went up eight times, and profits soared.
As word spread, dozens of

1970, The Furniture Library - A Dream Come True
n 1970, Furniture World and its regional sister publication Furniture South
established the Bernice Bienenstock Furniture Library. This educational foundation,
reported a June 1970 issue, contains “five times more furniture books printed prior to
1800 than owned by any museum or library in America.

I

“The world's largest and most comprehensive collection of books pertaining to
furniture has found its home in a beautiful granite building in High Point, North
Carolina. The Furniture Library was officially opened April 9.
“It brings to North Carolina those books published since 1640 and the only complete
collection in America of Chippendale, Hepplewhite and Sheraton's original works, as well
as those of other well known 18th Century cabinet makers.”
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The volumes in the library, were collected over the course of a lifetime by Furniture
World’s publisher and Furniture Hall of Fame Member, N.I. (Sandy) Bienenstock and
his wife Bernice. “Within its handsome granite walls,” the article continued, “are
several separate workrooms, which will enable members of the industry to have quiet
and individual work space. Schools will hold special classes in its main rooms.”
Today, the Bernice Bienenstock Furniture Library contains over 8,000 volumes on
furniture design and provides more than 30 scholarships to students interested in
home furnishings studies. Recently expanded and renovated, the Library also maintains
a state of the art, climate controlled room to house its large rare furniture book
collection and sells books in High Point and through www.furniturelibrary.com.
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gallery programs were attempted,
but most failed, because resistance
among independent furniture
retailers proved to be hard to overcome. Sales representatives were
wary of them and retailers were
skeptical. Nevertheless, DrexelHeritage, Thomasville, Broyhill,
and Henredon had success with the
idea.
The gallery concept made sense
for certain manufacturers and
retailers because consumers loved
it. But for most, it was inappropriate. Necessary elements were a
strong brand name, a cohesive
product line, a sincere commitment, clean distribution, a great
sales rep, and a close relationship
based on trust.
And so, back in the decade of the
‘70s, much change occurred in the
furniture business as the Baby
Boomers entered their prime buying years. The Wayside stores per-
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formed admirably, but failed to
adapt to the Darwinian selection
process in play. Department stores
gave home furnishings a substantial boost, but could not sustain the
effort. Galleries made the shopping
experience more enjoyable, but
ultimately succumbed to dealer
resistance.
And
Warehouse
Showrooms filled up lots of homes
before they lost their way.
The decade marked the end of
the post World War II expansion of
the American economy and it
telegraphed the difficulties that lay
ahead. In addition to discovering a
new economic malady called
“stagflation”, the industry had to
cope with not one, but two hugely
disruptive oil shortages and the
prime rate hit 15 per cent and kept
going.
The good old days were not easy,
but it is generally accepted by
industry people who lived through

these times that they were fun.
Those retailers that paid close
attention to changing consumer
shopping and buying patterns, and
responded appropriately, prospered. Those who ignored the
changing marketplace, and stuck
with the old ways, did not.
About The Author: Michael
Dugan is currently the Alex Lee
Professor of Business at Lenoir
Rhyne University where he served
as the Chair of the Business School
for five years. In 2004, he retired
as President and CEO of Henredon
Furniture Industries for 17 years.
Earlier, he co-founded Jamestown
Sterling Corporation and, in the
1970's he held a number of
marketing and sales positions at
Pennsylvania House. He recently
published a book called "The
Furniture Wars, How America Lost
a $50 Billion Industry." Contact
Michael Dugan care of Furniture
World at mdugan@furninfo.com.

March/April 2010

FURNITURE WORLD 111

04-09 sustainable 112:Furniture World

3/18/10

10:20 PM

Page 112

04-10 merch mart 113:furniture world

3/21/10

9:22 PM

Page 113

March-April 2010 janet retail articles:furnworld

3/21/10

4:09 PM

Page 114

RETAIL FURNITURE HERITAGE

1800-2010
These Are Your Stories -Part 1
by Janet Holt-Johnstone
olourful hieroglyphics tell the
tale of entrepreneurs loading
their quinquireme with artisan-crafted tables, chairs and damascene lamps. At out ports of
ancient civilizations, these retailers sold their goods to eager citizens in exchange for fragrant “sandalwood, cedarwood and sweet
white wine” to restock workshops
and their cellars.
Several millennia later, North
American pioneer men and women
recreated retailing to suit their
own times. In home workshops
during the long, hard winters,
crafting native woods squirreled
away during forest clearings, they
fabricated inventories of furniture,
and a few coffins “in case of need”.
Come spring, they opened stores in
their parlours or in sheds on homestead lands.

C

Other bright sparks, with change
in their pockets, imported more
sophisticated wares from the old
countries, again transported by
sailing ships to the new world.
It’s an exciting, never-ending
saga, a succession of triumphs and
failures, tragedies and comedies,
with plenty of love stories thrown
into the mix.
And these are your stories, the
tales you told us, the dreams that
became realities.

MILLSPAUGH HOUSE - 1820s
Keith Millspaugh, Millspaugh
House, Poughkeepsie, New York
said, “We have our roots in the
1820s when most furniture was
handmade by the business itself.
When my great, great, grandfather
finally bought the business in 1858,

MILLSPAUGH HOUSE

Pictured is the store circa 1940
and that same store today. Also,
a Millspaugh House delivery
truck from the 1920s.

he continued for many years to
make the furniture with his own
hands. When the furniture business of old is in your blood it’s very
difficult to allow poorly made products on the sales floor. We still offer
mostly solid wood North American
made casegoods and eight way
hand tied upholstery. Low priced
furniture stapled and glued together would ruin our reputation of providing great value to our customers.”
Millspaugh’s story began in
Walden, New York, when 17-yearold Theron was introduced to the
intricate work of fashioning rough
wood into beautiful pieces of furniture and well made coffins. Born to
Gilbert S. Millspaugh and Sallie J.
Clineman on their farm in
Montgomery, Theron was no
stranger to hard work. His employer, John Woolsey, was impressed
with him, and when John passed to
his reward, Theron bought the
business from John’s widow. In
1866, he erected a three-story
brick building, still the main store
today, to replace the original 18’ x
24’ shop. Business grew and additions were built in 1882 and 1890.
A dumbwaiter installed in 1895 to

“My grandfather said
when faced with a crisis
do something different,
and do it with everything you have in you.”
-Keith Millspaugh
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Faller’s Furniture (featured on
page 116) truck photo taken in
1927. This vehicle replaced a
horse drawn wagon Henry
Faller used to deliver pianos.
Original store (above)
was destroyed by a
tornado in 1890, and its
replacement by fire in
1908. The third Faller’s
store is shown circa
1970.

“Products arrived by train; we picked them
up and sold them to the surrounding
communities.” -Evan Faller

take caskets and furniture to the
second and third floors is still in
use today. In 1901, a doorway was
cut to join the storefronts of
Millspaugh House and the prosperous general merchandise business
of Marcus King Hill next door, creating the largest store in the county.
Said Keith, “We continued steady
growth, purchasing the neighbour-

ing 50 Main Street and, before
bursting at the seams in the mid1900s, we built a 2,000 square foot
addition over the Hill building. We
opened a second store in 1998,
leasing 9,000 square feet, the second floor of an historic hill barn
outside of Poughkeepsie. Then, in
December 2005, we left the barn
and moved into a 27,000 square
foot space in Hudson Plaza on

Route 9 in Poughkeepsie, more
than doubling our showroom size.
And, in February this year we
opened our third store in Warwick.
New York.
“I’d been running the business
for 27 years, and did business as it
had been done in the past. But I
realized we were not generating
healthy enough profits to sustain
us. I turned the focus to business
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health instead of business survival.
At that time we had been operating
with an accounting based product
and we decided to switch to a furniture industry based program. We
chose Profit Systems and we’ve
improved our business health with
focus on many details that I’d been
overlooking.
“In the early ‘20s, we were struggling. My grandfather told the
story about he and his brother
being asked to leave their careers
and come back to the business. The
two of them turned things around,
going door to door with household
appliances which were then just
starting to become available.
“My grandfather said when faced
with a crisis do something different, and do it with everything you
have in you.”

FALLER’S FURNITURE - 1847
In 1847, Evan Faller’s ancestor,
Jacob, started the family business
in Fryburg, Pennsylvania. He
began, Evan said, “by building wagons, coffins and furniture. The original store was destroyed by tornado in 1890, and the second building
destroyed by fire in 1908. We
rebuilt after the fire and that building stands today in 2010.
“Faller’s Furniture was located
in Fryburg until the year 2000
when, to secure market share, we
moved the operation to historic
downtown Clarion.
“Our lineage: Jacob Faller, Henry
Faller, Bernard Faller, Greg Faller
and me, Evan Faller. A few historical facts: my great, great grandfather Henry started selling pianos
in the early 1900s. He would load
up a wagon full of pianos and not
return until he sold them all. He
spent many nights around the family table with people from the surrounding countryside, eating as a
guest, entertaining as a friend, and

selling pianos as a business.
“This continued into the 1920s
until the wagon was put aside for
better transportation. In the ‘30s,
‘40s and ‘50s, the store sold almost
everything for the home. The second floor of the store was turned
into a bustling ‘toy land’ during the
fall for the holidays every year.
“This was a generation that had
limited transportation and roads
were not in a condition to really
make travel practical. Products
arrived by train; we picked them up
and sold them to the surrounding
communities.
“The most recent innovation was
after my father moved the business
to Clarion. The original location
was not completely used so, in
2003, it was decided to invite a few
people to bring antiques to the
space and sell them on weekends.
It’s since grown from a handful of
vendors on the main floor to three
full floors of antiques. When walking through the building it’s amazing to see many items that were
surely sold at Faller’s decades past!
“We believe our customers want
good pricing everyday, and that’s
what we give them. If we didn’t go
the extra mile, we wouldn’t still be
in business after all these years.
That is the reason we can say,
‘Serving you for five generations’!”
Greg Faller retired in January,
2010, and Evan, named manager
in 2009, has taken the reins of the
business. Said Greg, “I’m proud to
be handing the business over to the
next generation. We’ve been family
owned and operated for 163 years

A real live attendant runs
Kingsmill’s (page 117) two
vintage elevators, one for
freight and the other for
customers.

and it’s great to know that our service to the community will continue.”
Faller’s is updating its look with
fresh design concepts and several
new lines of furniture including
Canadian Décor-Rest upholstery
and leather, and Laura Ashley bedding. They’ve also added Surya and
Feizy area rugs, and, recognizing
changing demographics, a new
selection of lift chairs for the aging
population.

L. FISH FURNITURE - 1858
Travelling due west, our saga
continues in the City of Chicago,
where L. Fish Furniture’s distinguished history began in 1858,
shortly before the Civil War. The
founder, David, had honoured his
wife Lotta, by using her initial
when he named the new company.
“We were doing business when
Abraham Lincoln was president
and before the light bulb was
invented. We even made it through
two World Wars and the Great
Depression.”
Five generations survived a
number of challenges in 152 years
of business. They lost their Windy
City stores in the Great Chicago
Fire and, while they rebuilt them,
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they moved the company into facilities in nearby Wisconsin so they
could continue growing. The Great
Depression and the Energy Crisis in
the 1970s were also difficult but
they survived because they didn’t
waver from their solid business
plan. They kept a close eye on overhead costs and stuck to their
focused plan during tough times.
And it helped that they hired some
very smart people over the years.
Since the early 1900s, L Fish
Furniture and Mattress has
enjoyed a presence in Indiana. They
opened in Indianapolis in 1952, and
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the East Washington Street Mega
Store 20 years later. The industry’s
Golden Rules apply: “We’ve built a
strong reputation of offering our
customers’ high quality brand
name furniture at the lowest possible price. We do whatever it takes to
satisfy our customers needs before,
during and after the sale.”

KINGSMILL’S -1865
North of the 49th parallel, things
were moving in London, Ontario. In
1865, Thomas Frazer Kingsmill, an
Irish immigrant gifted with foresight, opened his doors on the main

street. The present building, the
third to house the store on this site,
dates to the 1930s when fire
destroyed the previous structure.
An imaginative step back in time,
the art deco style building features
original tinplated ceilings, hardwood floors, a pneumatic tube system used to send paperwork and
change throughout the store and an
old style elevator complete with
operator. (A visit to the store is
offered amongst the City of
London’s scenic tours!)
Today, Kingsmill’s continues to be
owned and operated by descen-
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Back in 1872 Thompson’s was
diversified into lumber, caskets,
furniture and wallcoverings.

“Mary Thomson
believed that the funeral
business was “highly
personal” and carried
this philosophy into
home furnishings.”
dents of the founder, one of the few
remaining independent department stores in Canada. Fourth and
fifth generation family members,
both named T. F. Kingsmill after the
founder, are active in the business.
Fifth generation Tim said, “In
January 2001, a fire in an adjoining business caused extensive
smoke damage. Over l8,000 square
feet of displayed furniture and
warehoused
products
were
removed from the store. It was
completely restored, new product
purchased and we reopened fully
stocked mid-March of the same
year. This was the third time in the
history of the store that fire disrupted operations.” A retail
Phoenix, rising from the ashes!
“Over the 144 years we’ve been
in business, we and the store have
continually evolved to keep up with
ever changing consumer demands
and the latest trends in retail. Over
the last 10 years, innovations
include the opening of a Gourmet
Kitchen Shop and the launch of a
website that offers online shopping
and gift and wedding registries. In
March we opened a newly renovated space for a Home Store, offering
contemporary urban furniture and
accessories targeted at the growing
population of London downtown
dwellers who occupy the new high
rise developments.
“There is no one thing responsible for the success of Kingsmill’s
business. It’s a combination of qual-

ity products, customer service,
dedicated employees, loyal customers, community involvement
and an unwavering family commitment to the business.”

JOHN THOMSON & SON
FURNITURE -1865
An hour or so northeast of
London, you’ll find the bustling
town of Fergus, Ontario, in 1872
the site of yet another highly successful entrepreneurial venture.
This time a Scottish immigrant,
John Thomson Senior, found fertile
ground for his energy and imagination. A talented carpenter, cabinetmaker and man of business, he
understood that the services of a
coffin maker and funeral director
should be part of his commercial
package, along with developing his
own lumberyard, pump factory,
headstone shop and insurance
company. At his furniture store he
carried “a splendid stock of wallpaper in the latest designs, as well as
an excellent supply of pictures and
picture framing”.
Their first location on St. David
Street combined both furniture
emporium and funeral parlor.
Later, John moved the furniture
division around the corner to St.
Andrews Street.
In time, John Thomson Junior
inherited the business, then
William Thomson, his brother and,
in 1954, it was Mary Thomson’s
turn. A determined, hardworking
individualist, she understood the
furniture trade but took training to
qualify as a funeral director. She

believed that the funeral business
was “highly personal” and carried
this philosophy into home furnishings.
Her nephew and present owner,
Neil Johnston, tells this story:
“There was a fire at McHardy’s
Hardware Store next door which
burnt to the ground in the early
1960s. It almost destroyed the furniture store as well. Undaunted,
Mary organized a fire sale.
Customers lined the streets, and
they sold the entire inventory right
down to the last lonely bed frame in
the middle of the floor. It actually
turned out to be great for the business! Mary closed the store after
the sale and did a complete renovation, then went on a buying spree
and restocked with a fresh up-todate inventory. Mary always had a
way of turning misfortune into
opportunity!”
It was when the redoubtable
Mary became ill that Neil
Johnston, at her request, returned
to Fergus from western Canada
where he’d been “building trains
and streetcars for Bombardier”.
Today, Neil believes that “staying
focused on what has really worked
well in the past is very important,
while constantly adapting to
change for the future and also readjusting where needed during market downturns. There are advantages a smaller retailer can draw
upon during tough times, not only
to survive but in many aspects,
thrive. Most important is recognizing that what has worked in ‘good
times’ requires a shift in mindset
during tough economic times.
Inevitable cutbacks in purchasing
and advertising require focusing on
areas that cost little but have great
impact on the continued success of
our business. It is more important
than ever to focus on customer service and exceed customer expecta-
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tions. Retaining customer loyalty
and referrals are more important
than ever in a slower economic
environment.
“It’s also a time when I rely on
the effectiveness of my staff to keep
me informed of customers’ needs
and concerns. If one customer has
a bad experience, that customer
will tell dozens more about it.
Turning a negative into a positive is
a sure way to maintain customer
loyalty and that oh so important
ever growing customer referral
base.
“Lastly and most important in
keeping a competitive edge is of
course a terrific staff. I have always

HOITT’S FURNITURE -1880

been very fortunate in that area!
“The key to our success is to keep
learning how to do it better while
always maintaining the integrity
the business was founded on.”
And there’s one other small
maxim. Said Neil, grinning as he
observed the ongoing renovation of
yet another area of his heritage
buildings for showroom space, “We
make it a point to expand every
100 years or so!”
As the decades passed, patterns
were emerging in the industry.
Commitment,
perseverance,
integrity, humour... and good common sense.

Manchester, New Hampshire,
was one of the largest textile centres in the world in 1880. Charles
A. Hoitt saw opportunity and
jumped in feet first. The textile
enterprises demanded a complex
railway service, and a quick-thinking and clever entrepreneur in the
quality home furnishings business
was able to ship sold merchandise
to literally any locale. Hoitt’s
Furniture rapidly became synonymous with “better end” furniture,
and their ability to service what
they’d sold. His perceptiveness was
transmitted to Carl Longo when he
acquired the company, and contin-
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“My father had a single
principle for success that
still resonates today,
‘Do business for the right
reason!’ His edict applies
to everything we do daily
within the business,
within the community.”

Vintage photo of
C. A. Hoitt Furniture
in Manchester, NH
circa 1880 with the
delivery ‘team’ poised
and ready to go.

-Brian Longo

ues today under the direction of
Carl’s son, Brian.
Said Carl, “A lot of history has
transpired since 1880, Wars,
Depressions, Recessions, not to
mention enormous social and economic change. But in the face of all
that, we’ve remained steadfast in
the mission, set by Mr. Hoitt and
continued by my father to provide
fine quality furniture to our very
loyal customer base. Partnerships
with vendors have lasted for generations.”
And, said Brian, “The success of
any business is based on a multiple
of variables. Volumes have been
written, degrees have been awarded and scores of stores have come
and gone as evidenced lately. My
father had a single principle for
success that still resonates today,
‘Do business for the right reason!’
His edict applies to everything we
do daily within the business, within
the community and encompasses
130 years of tradition and success.
Thanks, Dad!” Hoitt’s mantra, “For
the quality you want, trust the
name you know!”

W.S. BROOM -1885
Five years after Mr. Hoitt made
his mark, two brothers opened the
J.E. Broom Outfitting Company in
downtown Effingham, Illinois.
John and Warren offered a comprehensive line of furniture, and
almost anything else you might
have on your lifestyle list, circa

120

1885. Sewing machines, baby carriages, hammocks, croquet sets
and carpet sweepers were available. If they didn’t have your item
of preference on hand, you were
encouraged to ask for it.
Eight years later, Warren and a
silent partner bought John’s share
of the business for the princely sum
of $5,000, and renamed the store
W. S. Broom & Company. But that
same year, recession hit the area
and to stay in business they began
manufacturing mattresses from
cotton, felt, kapok and down. The
sideline proved so profitable they
produced mattresses until 1914, at
the outset of World War I.
Warren bought out his partner in
1928 for $6,000 and became sole
proprietor. That same year, William
L. Broom Sr., Warren’s son, became
the store manager at a salary of
$25 a week. Bill’s wife, Winifred,
was store bookkeeper and their
sons, William Broom Jr. and James
David literally grew up in the family business.
Because Effingham was located
along the Illinois Central, Vandalia
and Wabash Railroad lines, the
enterprising Brooms promoted a
successful mail order business
until World War II, when they
served as agent of the U.S. Army,
packing and shipping goods to various army bases.
Bill Jr. after serving in World War
II and graduating from the university of Illinois, in 1949 began work-
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ing in the family store and Jim
joined the business in 1956. Two
years later, on the sudden death of
her husband, Winifred became
owner of W.S. Broom & Company.
Winifred walked to and from work
every day and kept track of store
finances until she retired early at
age 82!
Family involvement continued
when one year before Bill Jr.’s
retirement in 1989, his daughter
Nancy joined the store. She is now
Customer Service Manager. Five
years later, Jim’s daughter Jamie
and her husband Jim were added
to the corporate family, currently
as Buyer/Marketing Manager and
Flooring/Warehouse Manager.
Meanwhile, over the years,
Broom quietly expanded to its current size of 40,000 square feet, still
located close to its original site.
And
in
1972,
a
flooring
store/furniture warehouse was
added at the site of the Broom’s
family home, only six blocks from
the main store.
Staff loyalty and longevity of service still resonates in retail success
profiles. Only one employee has
worked for the company for less
than 10 years and three of them
have been over 25 years with the
company.
W. S. Broom philosophy resonates to the needs of small town
living. “Listening and responding
to customers is a priority and a
necessity!”
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HAVERTYS -1885
It was also in 1885, that a gentleman by the name of J. J. Haverty
decided the time was right to establish his furniture company in
downtown Atlanta, Georgia, a city
that still bore the marks of the
huge upheaval of the Civil War.
Southerners were beginning to put
austerity behind them, and
Haverty was in the right place at
the right time. “Sales collectors”
made their rounds in smart horse
and buggy style, as Havertys
moved into Missouri, Tennessee,
Arkansas and beyond.
Now there are 122 full service
Haverty home furnishings retail
stores in the middle to upper middle price ranges. They serve 80
cities in 17 states in the Southern
and Midwestern regions. And their
quality products are also sold
through catalogues and their comprehensive website.
Good
corporate
citizens,
Havertys lends financial and moral
support to many national and community organizations, amongst
them
the
American
Heart
Association, the American Red
Cross, Habitat for Humanity, the
Salvation Army, the United Way,
The Susan G. Komer Breast Cancer
Foundation and Goodwill.
Said Thomas Curran, Senior Vice
President Marketing, recently,
“Most interesting from a historical
point of view is that Havertys
became a public company in the fall
of 1929, just shortly before the
crash of Wall Street. That capitalization allowed the company to survive the Great Depression. It’s
great to have the luck of he Irish!”
Tim Kingsmill would probably
agree. So we’ll add “luck” to our
rolling roster, even if you’re not
Irish!

off point of the epic adventures of
the Darsey family when George E.
Darsey Senior left Georgia in the
fall of 1873 with his aunt, Mrs.
Harriet Cash. He worked on the
Shivers farm on the Trinity River
and when his aunt returned to
Georgia, he moved to the town of
Crockett where he clerked in a general store. He also carried the mail
on horseback from Crockett to
Centerville, and worked as a traveling salesman for a time.
Right from the get-go, George had
the habit, indeed the rule, that he
saved a part of his earnings regardless of the amount he was making.
This enabled him to accumulate the
capital he needed to go into business in Grapeland with John R.
Foster. According to Mr. Foster,
“George had $465 and I had $765.
We had a pretty hard time getting
started off, but we soon began to
make money”.
George bought out Mr. Foster’s
share in 1886, just one year after
Messrs. Broom and Haverty bit
their respective retail bullets, and

DARSEY’S -1873
The state of Texas was the kick-
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he continued the business under
his own name.
The original store was a frame
building that housed a wide variety
of merchandise, furniture, of
course, dry goods, groceries and all
types of farm equipment. Twelve
years later, as the business grew,
he replaced the frame structure
with Grapeland’s first brick building, 27’ x 125’.

“Havertys became a public
company in the fall of
1929, just shortly before
the crash of Wall Street.
That capitalization allowed
the company to survive
the Great Depression. It’s
great to have the luck of
the Irish!”
-Thomas Curran, Senior VP Marketing

HAVERTYS

Haverty delivery
truck 1918;
Edgewood store from
the 1950s; Showroom from
the 1970s and one opened
in 2003.
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“The business practice that has
benefited Darsey’s success is
same day delivery; that stands
out in front. And our slogan,
‘Buy it today! Get it tonight!’”
-Charley C. Darsey
In 1900, George persuaded his cousin, William G.
Darsey, to move to Texas to help him. A skilled bookkeeper, William set up a double entry system of
books; the same system is in use to this day. He slept
in the store at night and, in turn of the century
Texas, his rest was often punctuated by town rowdies
rampaging up and down shooting out the streetlights.
In 1907, another brick building was added, and the
cousins departmentalized their inventory. By 1913,
the Darseys had six buildings, all of which were
destroyed in a disastrous town fire. However, some of
the merchandise was saved and they were in business again the next morning on the railroad siding in
rented box cars. Resourceful, immediately after the
fire, they erected a corrugated iron warehouse on the
block directly behind the burned out stores, and this
structure housed the business until the new store
was ready for occupancy.
A more complex structure, there was provision for
an office with a brick vault which effectively kept
records and deeds safe in case of fire, and a large safe
for money. Many customers used Darseys as a depository for their valuables and as an “early day” bank.
Farmers borrowed money by the year to make their
crop, and pay in the fall when the crop was gathered.
In 1907, George E. Darsey Senior was one of the organizers of the first bank in Grapeland, the Farmers
and Merchants State Bank.
In 1917, the store evolved from a proprietorship to
a family partnership which expanded to include
more family members after George E. Darsey
Senior’s death. In 1953, George E. Darsey Junior and
his son, Charley C. Darsey, bought them out. With the
death of George E. Darsey, Charley now owns and
operates the business.
Darsey’s was run as a country store, a family type
business, and helped train not only the Darsey children but many other young people especially during
the Depression years. When sons of the owners and
the employees graduated from university in the
1930s and jobs were short, they drove cotton trucks
to Galveston. Will Darsey joked, “only boys with college degrees could drive trucks for Darseys!”
Once the daily business of Darsey’s Store included
“everything from selling mules to buying cotton,
from selling whiskey by the barrel to yarn for knitting.” In the Augusta news section of the Grapeland
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DARSEY’S FURNITURE

Darsey’s in 1873 and the newest
facility. Also, founder
George E. Darsey Sr.,
Charley & Tonya Darsey,
plus 5th generation
“Darsey Girls” who do
Darsey’s radio commercials.
Messenger of 1907, the local
reporter wrote, “if you cannot find
what you need in the Augusta
stores, then you should go to
Grapeland because George Darsey
sells everything from toothpicks to
ocean liners”
In October of last year, a tornado
destroyed the old warehouse building and Charley “moved forward”
once again and “built a new million
dollar facility with 40,000 square
feet under roof. The 15,000 square
foot old store is now used for storage, and there’s another 25,000
square feet of new showroom
space.
“The business practice that has
benefited our success is same day
delivery; that stands out in front.
And our slogan, ‘Buy it today! Get it
tonight!’ A practice that benefits
our community is sponsoring the
local Relay for Life and other charity events. We always try to remember there are others less fortunate
than us.”
But going back 124 years,
Darsey’s Law stands tall; “During
the good times, always remember
to save for the hard times”. It’s a
keeper.

family for over 122 years”. It was
founded by George Montgomery in
Dakota Territory in 1888 before
South Dakota had become a state.
The fourth generation of the family
is active today with Jim Loomer
and his son Todd owning stores in
Mitchell and Alexandria. Their
longevity is attributed to “unbeatable service, outstanding selection

“Montgomery’s has a big
‘blowout sale’, and we
always do one and a half
months business in four
days. It works well, so
this is our 42nd year for
the sale!” -Jim Loomer

MONTGOMERY’S
FURNITURE -1888
Montgomery’s Furniture, one of
the oldest enterprises in the State
of South Dakota, has been open to
the public “in the same town, the
same business, owned by the same

Montgomery’s Furniture.
Same town, same business,
same family.

“William G. Darsey slept
in the store at night
and, in turn of the
century Texas, his
rest was often
punctuated by town
rowdies rampaging up
and down shooting out
the streetlights.”

of quality merchandise, and great
values” and perhaps most telling,
the loyalty of generations of the
same families returning to
Montgomery’s to buy their home
furnishings. “Long term customer
relationships” are key. Plus,
Montgomery’s are members of
A.M.I. Furniture Leaders, thus
adding to their buying clout.
“Every March we have our big
‘blowout sale’,” said Jim, “and we
always do one and a half months
business in four days. It works well,
so this is our 42nd year for the
sale!”
Jim still keeps regular 48-hour
weeks at the store after 55 years,
and Todd can now count 22 years
to his credit.
The
Loomer’s
message?
“Communicate with your customers; build long term relationships, build loyalty and trust.”
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PIDS
DING, GRAND RA
KLINGMAN BUIL

The Klingman’s store was
turned into an exhibition
building when operations
moved in 1939. The newest
196,000 square foot
facility is surrounded by
12 acres of parking.

“1919 and 1929 were
difficult. Then around
1936, they created
Klingman’s Sample
Showroom where they
liquidated samples from
the (Grand Rapids)
Furniture Market.”
-Bob Israel

KLINGMAN’S -1896
It was getting close to the turn of
the century. In 1896, Grand Rapids
was becoming famous as the
Furniture Capital of the World. The
Klingman family saw opportunity
as the whole of downtown Grand
Rapids was being developed into
buildings for showrooms. Present
owner Bob Israel said, “At the top of
Klingman’s game, it had a 600,000
square foot building. There were
300,000 square feet of showrooms

on five floors, and warehousing as
well.”
Like many retail operations,
Klingman’s history fluctuated with
the rise and fall of economic times.
“It seemed to run in ‘nines’”, Bob
told us. “1919 and 1929 were difficult. Then around 1936, they created Klingman’s Sample Showroom
where they liquidated samples
from the Furniture Market. 1939
was most trying. Many of the factories in Grand Rapids were manufacturing airplane and PT boat

parts. The era of no furniture purchases caused Klingman’s to go
into a receivership situation.
“It was during this period that
the Klingman family sold their
interest to Chris Vandenberg and
his two sons, Jay and Bill who
brought the Sample Showroom to a
new building. Well trained in the
furniture business, they developed
a network of customers including
all GM and Ford employees with
specialized discounts. During the
‘50s and ‘60s, they developed

Boost Sales With Our Child and Pet Friendly Upholstery Line
NEW FOR 2010

COLORS FOREVER
An alternative to leather • Child and pet friendly • Almost all household stains
removable with water • Designed with both style and durability • 5 year warranty

upholstery
Manufacturer of Leather & Fabric Upholstery Since 1948

Call Today: 416-787-1637
Fax: 416-787-8915
Website: www.sylvanupholstery.com Email: info@sylvanupholstery.com

March/April 2010

Proudly Canadian
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Klingman’s into a very strong organization, although it was during
this time that the exodus occurred
from downtown to malls.
“In the early ‘70s, they sold
Klingman’s to the Joshua Door
Company. When the owner, Harold
Victor, passed away in the early
2000s, Harold’s son Jonathon ran
the business for a couple of years.
And then Designs for Living bought
Klingman’s.
“Israels Company, a Designs For
Living Corporation, was started in
1977 as a retail company for furniture. At the time of purchase,
Klingman’s was moved to a
390,000 square foot showroom,
and a new warehousing operation
of 290,000 square feet racked.
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“Now known as ‘Klingman’s, A
Designs For Living Company’, the
business itself is 38 per cent ahead
of projected sales. The overall plan
is to grow it by five and one-quarter
per cent every year and to consistently take on more market share.
“We have consistently built on
the old customers; it isn’t something we take lightly. We try to take
care of each customer personally.
We offer special things for each customer individually, whether it be
rewards or product to use until
their ordered product comes in.
The most challenging thing, particularly with better quality furniture,
is to continue to move forward, taking care of our customers and communicating with them.

Leader in North American Market
Since 1982
Patented
mechanism
on Integrated
Footrest Glider
Chair
CALL TODAY

800-856-6318

Territory opened for sales agent please contact us.

740, 4e Avenue,
Saint-Romuald, Qc.,G6W 5M6
Tél. (418) 834-4440
Fax (418) 834-3583
info@crinar.com

“The success of our business really relates back to the company policy that I wrote for all of our companies, the mission statement, on my
belief in God, the wisdom of the
Bible and the free enterprise of the
United States.”

WOLF’S FURNITURE -1902
In 1902, the Victorian era was
fading into history when Charles
Wolf and his partner, John Fox
opened City Furniture Company in
downtown Altoona, Pennsylvania.
In 1915, Charles bought out Fox’s
interest and started construction
on a five-story building, “the
largest furniture store between
Pittsburgh and the state capitol,
Harrisburg.”
Charles’ dream store was completed in the spring of 1918. A few
months later, a major influenza
outbreak hit the U.S., and Charles,
at age 54, left a widow with five
children and a big mortgage.
Fortunately, Annie had a good

“When Wolf’s
customers were not
able to make their
payment because of
layoffs during the
Depression, Annie would
ask them if they had a
garden. Customers would
be invited to bring in
tomatoes, corn, eggs, etc.,
which she would sell to
their employees and apply
those monies to the
delinquent accounts.”
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Pesaro also available
in white and brown

Versatile, Flexible, Pacific Bed
Ask About Our Quick Ship Program

SEE US IN HIGH POINT
220 Elm Space 332
T 941-473-8769 • F 941-473-8952
contact: juliana@terryseitzinc.com
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LINON
THE

H OME D ECOR

SPECIALISTS

Linonʼs Famous Greek
Kick off Party in High Point!
Date: April 19th 5:30 PM
Place: Linonʼs showroom, 220 Elm, Suite 202
Live Band: ʻThe Brothers Glentsedesʼ Greek Music
Plenty of Greek & Brazilian Wine, Beer and Spirits
Finest Greek Cuisine and deserts
As always ʻplate breakingʼ

The complete line of
stocking rugs and new
introductions will be
shown at the main
showroom.
Linon Home Décor Products Inc.
Rug Division
220 Elm, Suite 202
High Point North Carolina

LINON
FURNITURE • ARTWORK • AREA RUGS

FOR THE WAY YOU LIVE
22 Jericho Turnpike, Mineola, NY 11501
phone: 516-699-1000 • fax:516-699-1001
email: info@linon.com
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Discover
Our Innovative
Franchise Concept!
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Complete line,
including new stocking
rugs shown for the
first time.
®

Powell = Fresh Casual Dining
$499

$599

Powell =
Functional
Bunk Beds

* Prices Shown are suggested retail.

Powell =
Great Values
In Accent
Furniture

$249

$199

Powell = Storage With Style

Visit us at our High Point Showroom
National Furn. Mart, Space 100
Or visit us online at
www.powellcompany.com.

COME IN AND EARN
OUR HIGH POINT
MARKET GIVEAWAYS!
We purchased newly
released products from
one of the worlds top
selling computer and
hand-held device firms.
These must-have
consumer electronics can
be YOURS!

Two convenient warehouses
Greensboro, NC • Ontario, CA

Phone: 310-204-2224 • Toll Free: 800-622-4456 • www.powellcompany.com

March-April 2010 janet retail articles:furnworld

3/21/10

4:18 PM

Page 129

RETAIL FURNITURE HERITAGE

1800-2010
head for business and mentored
two of their sons, skilled in merchandising and promotion, finance
and operational controls. They
formed a successful partnership
and prospered for 55 years.
Legend has it that when customers were not able to make their
account payment because of job
layoffs during the Depression,
Annie would ask them if they had a
garden. Customers would then be
invited to bring in their tomatoes,
corn, eggs, etc., which she would
sell to their employees and apply
those monies to the delinquent
accounts.
And, of course, when the job market turned around, grateful customers returned to buy their furniture at Wolf’s. They confirmed a
longstanding truism; “Word of
mouth advertising is invaluable!”
During the Depression years, Wolf’s
opened one new store each year.
Said John Wolf, third generation
Chairman, “As the transition of
management from the second to
the third generation came about

during the 1960s, the communities
that sustained Wolf’s growth for so
many years were going through
major declines in their employment
base when jobs in key sectors like
coal, rail, steel and related manufacturing experienced substantial
deterioration. As management
struggled to implement new concepts in fashion merchandising,
new locations and updated advertising, it gradually became clear
that a major restructuring would
be needed to deal with the changing
customer demographics.
“In 1922, a decision was made to
redeem the majority of outstanding
shares through a sale of 14 of the
corporation’s 17 stores that covered a wide geographic area in
three states. The results of this sale
to a major NYSE company, left
Wolf’s with just three stores and a
substantial infrastructure run by a
very basic crew.
“Implementing the new strategy
called for major changes in marketing, merchandising and financial
operation, but over a period of

many years the company has
grown back to a base of stores that
now places them among the top 75
companies in our industry.
“Through four generations, the
family at Wolf’s has always adhered
to the basic philosophy of our
founders; do business by the
Golden Rule. Treating others as
you would wish to be treated has
resulted in exceptional goodwill for
all involved; customers, associates,
vendors, suppliers, all are treated
with proper respect and fair dealing.
“In my 50 years of association
with this business, I have been fortunate to work with and learn from
an exceptional group of men and
women who are devoted to advance
the interests of this industry.
“N.H.F.A. has been an ongoing
source of professional advice and
idea sharing. Jerry Wolf, a cousin
who served as President of Wolf’s
during the 1970s, was very active
in N.H.F.A., serving as President
and Chairman in 1981 and 1982.
“Doug Wolf, fourth generation

WOLF

Pictured is an early photo of
Wolf’s Furniture’s Altoona store
and a more recent Chambersburg,
Pennsylvania showroom. Also, a
present-day delivery truck and
one from the 1930s.
March/April 2010
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RETAIL FURNITURE HERITAGE

1800-2010
“Kirkpatrick and Witt
determined to inventory a
full line of furniture and
appliances, leaving no
excuse for our customers
to shop elsewhere. Next,
we became ‘family’ to our
customers.” -Cleveland Witt
and current President of Wolf’s,
continues the tradition of active
service to the Association, as a
long-term member of the Board’s
Executive Committee, spearheading the Vendor Relations Group.
This sharing of ideas as promoted
by N.H.F.A. and other industry services has benefited all involved.
“Thanks also to Furniture World
and other industry leaders whose
service ethic makes all participants better for this exposure to

progressive ideas.
“Wolf’s has worked hard to attain
their 100 year plus record of service to our customers, employees
and our industry. May it continue
to honour the legacy of past generations.”

GUYNN’S -1902
Harold L. Williams has the good
fortune to live and work in one of
the most beautiful regions of
Virginia.
Vice
President
of
Operations for Guynn Enterprises
since 1968, Harold related Guynn’s
fascinating story. “It was in 1902
that J. Crockett Guynn left his
teaching position to establish his
first country store located about
four miles west of Hillsville,
Virginia. He stocked it with general
merchandise from the smallest
sewing needle to the largest piece
of farm equipment. Customers
traded butter, eggs, apples and
chickens for family needs including
clothing and furniture.
“In winter, Mr. Guynn bought

FINDING GREAT

rabbits and droves of turkeys from
his customers. He employed neighbours to pluck and dress them, and
load them onto a mule drawn
wagon sent to Galax to ship by
train to large city markets. The
wagon, on return, was stocked with
merchandise for the country store.
According to a depot clerk at the
time, ‘Crockett Guynn receives
more merchandise than any other
merchant in the Galax area’.
“Crockett Guynn moved his store
into a larger and more modern
building in 1912, a two story storehouse with plate glass frontage and
a second story to be used to house
coffins and caskets which he began
stocking in 1913.
“In 1919, Mr. Guynn purchased a
horse drawn hearse and, in 1923,
in order to update his funeral business, he sent his oldest son,
Gilman, to school to be trained as a
licensed embalmer and funeral
director. This would bring on a
more dignified funeral service.
“Crockett concluded in 1927 that

PEOPLE IS WHAT WE DO!

Furniture Team is your top talent recruiting solution! From mid-level managers to
top executives in retail, wholesale, and distribution--let us find the best candidates
for you. We will access, qualify, interview, evaluate, and secure potential candidates to help you get the best team possible.
• We work with home furnishings companies nationwide and abroad.
• We not only find great candidates for you, we can also assist in the offer/
negotiation and transition processes.
• We have worked with over 200 client companies in 10 years.
• Member, NFHA and WHFA.

Furniture Team Management Recruiting, Inc.
Call Pete Tomeck today! 717-361-7858 • www.furniture-team.com • pete@furniture-team.com
"I put my name on the line with each placement!--Pete Tomeck, President - Member, SHRM
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• Exclusivity Through
Limited Distribution.
• Patented Features.
• Extraordinary Margins.
• Factories Coast-To-Coast
& Worldwide.
• Value, Value, and
More Value.

For More Information Contact
Matt Connolly At 732-628-0800, ext. 244
International Offices: 1375 Jersey Avenue,
North Brunswick, N.J. 08902

March-April 2010 janet retail articles:furnworld

3/21/10

4:21 PM

Page 132

RETAIL FURNITURE HERITAGE

1800-2010
business trends called for a move
from the country to town. He started a hardware and furniture business in a large two-story structure
on the corner of the Main Street
and Jail Alley in Hillsville. He left
his country store to be run by his
wife, Lura. He rode horseback
every day from his home to town.
In 1928, the Guynn’s purchased
the county’s first motor hearse as
better roads made its use practical.
In 1931, they bought the area’s
first
combination
ambulance
hearse. This initiated an ambulance service for Carroll County
residents.
“Disaster struck in 1932 when
fire destroyed a large portion of the
business section of Hillsville, and
left the store completely burned.
Even though it was during the

Great Depression, Crockett built a
new two story brick building on the
same site.
“In 1936, the funeral business
was separated from the hardware
and furniture business. Modern
funeral homes were established in
Hillsville and Galax.
“J. Crockett Guynn died in 1936,
and his son, Gilman, continued to
run Guynn’s with the same policies
of fairness and service to the community.
“Gilman added a new wing to the
building in 1943 exclusively devoted to furniture as it was becoming a
much more important part of the
business.
“In 1945,” Harold Continued,
“Gilman’s younger brothers Carlin
and Garnet returned from service
in World War II and joined him in

the family business. Carlin ran the
Hillsville store, and Garnett ran a
wholesale grocery, feed and farm
equipment business in Galax until
1973. After World War II, Gilman’s
son, Jack E. Guynn, finished college at Virginia Polytechnic
Institute and took over the funeral
business in 1949.
“On February lst, 1950, Dale
Ward, another veteran of World
War II, came to work with Garnett
at the wholesale. He transferred to
the Hillsville store in 1973, and
still works full time. He completed
60 years on February 1st, 2010.
And on March lst, 1968, I joined as
Vice President of Operations and
still serve in that capacity.
“Guynn’s opened a store in
Independence, Virginia in 1947
and one in Pulaski, in 1959. Near
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Take A Closer Look
at JAIPUR

HOME

3X Top Indian
Export Award Winner.

• Spotless State-Of-The Art Facilities.
• India’s Largest Wood Furniture Exporter!
• In Stock/ Quick Ship From US Warehouse.
• Fastest Shipping From India Available.
• We Never Outsource.

Modern Production
Rooted In Artisan Culture
efore the establishment of Jaipur Home in Thar,
a northwestern part of India, a drought that
occurs every other year made it difficult for our
local, highly skilled artisans to survive. Even the most
talented would die of hunger or switch to basic work.
This situation was unacceptable to Vinod Johari, the
founder of Jaipur Home. He borrowed some rubies
and emeralds from his father, a noted jeweler, selling
them to build a tin shade to provide a work place
for these artisans. The artisan community was so
thankful, they called Jaipur Home (Shekhawati Art
Exports) a temple of employment.

B

Today, Jaipur Home produces furniture designs
that are sold in a wide range of retail formats. Our
customers include top 100 furniture retailers,
independents and high-end design studios in North
America and Europe. Jaipur Home ships consistently
high quality products from its domestic warehouses
created in the most technologically advanced wood
factory in India. The best finishes and careful kiln
drying and treatment ensure that retail customers
get the quality they expect and deserve.

JAIPUR HOME
See Us In High Point & Las Vegas
High Point: Showplace #2300 & Plaza Suites #410
Contact: Tel: 617-966-3141 • Email: sjohari@jaipurllc.com • website: www.jaipurllc.com
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SCHLEIDER FURNITURE - FIRST STORE

John
Maddock,
Schleider’s
President
keeps this
weathered
reminder that
the “real boss
is the customer”,
on his desk.
the end of 1968, Guynn’s opened a
20,000 square foot store in
Wytheville and built a 28,000
square
foot
store
between
Blacksburg and Christiansburg.
During 1969, Guynn’s built a new
45,000 square foot building with
more than one acre of parking in
Hillsville. In 1970, they built a
shopping centre in Independence.
In addition to the 20,000 square
foot furniture store, more than 20
businesses are located in the centre. In 1972, a new 40,000 square
foot building was built in Pulaski.
The Roanoke and Pulaski stores
were combined in this building.
“Gilman
Guynn
died
in
September, 1973, and Jack Guynn
became President of all Guynn
Enterprises. Jack had been very
instrumental in all phases and
expansion of the business. Mary. R.
Guynn, his wife, became SecretaryTreasurer.
“Also in 1973, the wholesale business in Galax was closed and a furniture store was opened in the
building.
“On March 19, 1979, Jack E.
Guynn died, and Jack E. Guynn,
Junior, ‘Jay’, became President of
the various enterprises.
“In 1984, the decision was made
to lease all stores to other furniture
retailers except Hillsville, Galax,
Independence and Wytheville.
Guynns wished to better serve the
local area than to further expand.
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“Stephen M. ‘Steve’ Williams,
with more than 25 years service
with Guynns, is General Manager
of Guynn Furniture.
“Thus the Guynn tradition has
passed on from father to sons, to
grandsons and great grandsons,
always trying to keep the same
principles of satisfaction and services guaranteed by J. Crockett
Guynn in 1902 and also operating
on the philosophy explained by
Crockett Guynn. ‘If I want to make
sales, I must be sure to have what
the customer wants’.”

SCHLEIDER
FURNITURE -1902
It would seem that 1902 was a
very good year. In Brenham, Texas,
Herman Schleider, his brothers
and children, opened their first
operation, a cotton warehouse, dry
goods store and saloon. The railroad was vital to Brenham’s business in the decade that followed,
and in 1915 the Schleiders broke
ground on a new store in its present location across the street from
the railroad depot. It was ideally
situated to both receive merchandise and to attract weary rail travelers to its saloon.
But the venture was not without
complications. Originally designed
as a two-story building, the foundation crew discovered quicksand in
the store’s footprint. To stabilize
the site they created a third floor, a
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“Prohibition, 1920-1933,
necessitated another
change of business for
Schleider’s. Unable to
operate the saloon
legally, the store began
its transition to a
dedicated furniture store
and expanded three
stores...”
basement sitting atop a 16-inch
deep cement mat crisscrossed with
120,000 pounds of reinforced steel.
To this day the building is solid. Its
neon sign, which still burns brightly every night and on cloudy days,
was Brenham’s first.
Prohibition, 1920-1933, necessitated another change of business
for Schleider’s. Unable to operate
the saloon legally, the store began
its transition to a dedicated furniture store and expanded three
stores to the towns of Taylor, San
Marcos and Bellville under the
leadership of Herman’s son, “Mr.
Ben” Schleider. Named 1961
Furniture Retailer of the Year,
Schleider’s operated one of the
industry’s first retail computer
software systems.
In 1975, the Schleiders sold the
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Now with more than 180,000 feet of showroom
space, Goldstein’s (paage 138) started to grow
after it incorporated in 1957. Pictured is a
piece of a newspaper ad showing the original
store, located in downtown Sharon Pennsylvania.

“Why do more than
50,000 customers
continue to shop at
Goldstein’s every year?”
The “Ultimate Goldsteins
Guarantee” could have
something to do with it.”

Schleider Furniture illustrates that
definition. These days, the idea of
roots and continuance are much in
the minds of people. It is good to
dwell on a measured piece of time
and unchanging standards and
practices. As Ben Schleider wisely
said, ‘We have a code to treat our
customers in such a manner that
we never need to say, “I’m sorry.”’

1905 -KIRKPATRICK
& WITT FURNITURE

-Steven M. Goldstone
store to Herbert Maddock, a
recently retired executive of
Joske’s of Houston. His wife,
Marjorie Maddock, also honoured
as Furniture Retailer of the Year in
1983, was a modern retailer who
proudly continued the store’s tradition of excellence and innovation.
As Schleider’s began its second
century of business, control passed
to Maddock’s son, John. He and his
wife, Kate, share the store’s executive office where, at an antique
partners’ desk from the Union
Pacific railroad depot, they design
and create most of the store’s
advertising and marketing inhouse.
Today’s Schleider Furniture features a 32,000 square foot showroom on three floors, and a La-ZBoy Comfort Studio opened in
2008. Its fully integrated retail
software system is, in Mr. Ben’s
style, cutting edge.
Kate
Alexander
Maddock,
Schleider’s Vice President, quoted
Herb Maddock, who wrote: “The
dictionary defines tradition as the
handing down of statements,
beliefs, legends and customs especially by word of mouth or practice.
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Three years later, Kirkpatrick
and Witt Furniture made their
mark on the Texas scene. Sam
Kirkpatrick had opened Waco’s
first furniture store in 1900, and in
1905 G. C. Witt and Connie Jones
established Witt & Jones, Waco’s
second. They survived the Great
Depression and the Waco tornado,
even though the tornado destroyed
both buildings and all their merchandise. They rebuilt in the old
Waco Square. In the 1960s, urban
renewal required the demolition of
those buildings. It was later in the
‘60s that R. A. Witt, then owner of
G. C. Witt & Sons Furniture, purchased Kirkpatrick’s store and
combined the two names and consolidated the companies along with
their by then huge customer bases.
In 1986, Cleveland Witt and
Robert Goldsmith as partners purchased the corporation. In 2000,
Mike Goldsmith, Troy Goldsmith
and Lee Bauman became partners
in Kirkpatrick and Witt.
In the early 1970s, Connie Whit
became one of Waco’s most recognizable faces and voices of television and radio as the sales force
behind Kirkpatrick and Witt.
Today, after 30 years, she’s still
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going strong!
Cleveland Witt told of the partners’ intent to “carry our own
paper
after
surviving
the
Depression. To accomplish that
goal we determined to inventory a
full line of furniture and appliances, leaving no excuse for our
customers to shop elsewhere. Next,
we became ‘family’ to our customers, offering in-house maintenance of both furniture and appliances. We had our own upholstery
operation on the third floor of our
five-store chain.
“Then we created a policy to cash
all customer checks and we built a
huge following by doing without
charging. This service hit a high in
1980 when it amounted to several
million dollars convenience for the
benefit of customers.
“We purchased our present location and consolidated our chain
stores in1969. This has paid off in
more profit and value appreciation.
“Another major step was to hire
our own internal maintenance personnel and contract most major
brands doing business by serving
other businesses as well.
“We believe in advertising, and
have been cable TV’s greatest
advertiser! We follow the $10 payoff on every dollar spent.
“We continue to add to our lines
and have expanded into jewelery
and dishware.
“Our sales in appliances and electronics are each 12 per cent. It’s a
great convenience to our furniture
customers to only carry one
account. It also builds our maintenance aspect.
“We believe service to customers
is our strength, thus we carry a
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Rupp’s Furniture
& Undertaking
changed its name
about 1930 to Rupp
Furniture Company.
By 1935 there were
three Rupp stores.
large warehouse and delivery crew,
a great selling point, as we do not
charge. We are the only major store
with free delivery.
“Early in the 1980s we enacted a
vigorous advertising campaign to
capture the Spanish trade. Very
successful, it resulted in a 30 per
cent increase in customers!”
“The success of Kirkpatrick and
Witt Furniture is defined by the
fact that we control our own business. We do not let the competition
define us; we do not let the manufacturers dictate to us, and we do
not let the customers run our business!”

1906 - GOLDSTEIN’S
It was in 1906 that Myer Nathan
Goldstein established his first venture in Sharon, Pennsylvania. Said
today’s President/CEO Steven M.
Goldstone, “After more than 100
years in business, why do more
than 50,000 customers continue to
shop at Goldstein’s every year?”
The
“Ultimate
Goldsteins
Guarantee” could have something
to do with it. Goldstein guarantees
price, quality and service and has
done so every year of its long life.
Perhaps even more powerful is
the strength of the generations,
each taking its turn in the development and nurturing of the
founder’s concept.
Myer died in 1921 and his children, Louis and Sadye, along with
Sadye’s
husband,
Rudolph
Goldstone, operated the business.
When Louis died in 1939, the
Goldstones assumed management.
In turn, their two sons, Arthur and
Myron took their turn. The company was incorporated in 1957, and it
began to grow. In the next three
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decades, Goldsteins of Ohio Inc.
opened a store in Eastwood Mail,
Niles, Ohio, another in Boardman,
Ohio, later to be relocated in
Canfield. In 1991, a 4,900 square
foot addition was constructed to
the showroom in Canfield and in
1993, more construction, a 3,600
square foot addition to the Canfield
store for stockroom use. In the
meantime, warehouse space was
increased in Sharon.
Arthur Goldstone became the
sole owner of all three Goldstein
companies in 1995 and two years
later, they merged into M. N.
Goldstein Company. There were
more additions in 1998 and ’99. In
February of ’99, Art’s son, Steven
accepted the role of President/CEO.
The millennium saw more expansion, and the creation of a new corporation, GoldAsh Furniture with
an additional store, Ashley
Furniture Homestore.
Now trading in a five county
area, Goldstein’s market demographic is 25-54 and, in a recent
study, Goldsteins was shown to be
the leader when people were asked
about “the first furniture store that
comes to mind”. With more than
180,000 square feet of showroom
space, Steve advertises extensively, 46 per cent in network television and 28 per cent in direct mail,
some radio, some newspaper.
Steve Goldstone “has no choice
but to keep the company growing”;
it was his father’s dying wish. And
there is, perhaps, yet another
Goldstein’s on the horizon.

1908 - RUPP FURNITURE
& CARPET COMPANY
In 1908, Henry Ford introduced
the Model T, a landmark in automo-
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tive history! That same year, in
Archbold, Ohio, the formal opening
of Rowe & Rupp Company was
announced. It was November 28th,
just in time to cash in on holiday
purchases. The partners created a
postcard invitation directed to
potential customers. It informed
them that as a reward for attending
the opening, “a fine souvenir will be
given to one member of each family
represented”. Also, “Every person
who visits our store will be given a
ticket on a fine Mohair Davenport,
which will be given away absolutely
Free at 3:00 p.m. standard time.”
There’s no record of the winner, but
one can only believe that she or he
became a great, long-term customer!
There were four partners back in
1908, Frank Rowe, Lewis Rupp and
two brothers, Albert and Edward
Rupp. In 1910, Albert, Edward and
Peter Rupp, took over the business
and changed the name to Rupp
Furniture and Undertaking. Peter’s
salary at that time was $12.50 a
week. All four of them received
embalming licenses, and that part
of the business continued for 20
years. Caskets were stored on the
second floor of their building.
By 1930, they changed the
store’s name to Rupp Furniture
Company, and they moved to a new
location. Ed offered David P. Rupp
Senior a job in 1935, just out of
high school to perform sales, deliveries and janitorial duties. He also
earned his mortician’s license, but
never used it. By this time, there
were three Rupp stores, located in
the towns of Archbold, Wauseon
and Ridgeville Corners.
In 1946, Peter’s son, Paul E.
Rupp, became a partner with David
and Peter. He stayed with them for
10 years, then left to begin his own
floor covering business. In 1953,
they bought the building in their
present location in Archbold. After
remodeling, they staged a grand
opening in August of that year and,
over the next 20 years, there were
many changes. Back in 1908, the
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business sold furniture and area
rugs. The list grew to include carpet, accessories, appliances and
even televisions. They were the
first store in Archbold to sell television sets, and one was displayed in
the front window and turned on at
night so that people could watch. It
had to be turned off, eventually, to
avoid the danger of the crowd
breaking the glass!
William G. Rupp, just returned
from the Navy in 1959, bought his
father’s interest in the store.
During the ‘60s, a third floor was
added to the building, a unique feature in Archbold.
Since then, there have been Rupp
stores in many locations. The
Bryan store, purchased in 1978
from Huenefeld Furniture, is still in
operation. Two new partners
arrived in 1972, Dave’s son,
Anthony bought one-half of his
shares, and Timothy, William
Rupp’s nephew, purchased the
other half. After 50 years in business, David retired and sold his
share to his youngest son, Phillip in
1986. There are still four Rupp
family members at the helm, equal

“Ablan and Lena’s eldest
son was to be married.
The couple decided that
a mattress would make
an excellent wedding
gift. It was impossible
to take it into the small,
crowded store, so they
leaned it against an
outside wall. A passer
by spotted it, walked in
and asked to buy it. The
mattress launched
Leon’s Furniture.”
140

partners
William,
Anthony,
Timothy and Phillip. And the name
of the business is Rupp Furniture &
Carpet Company.
Said Tony, “Take good care of
your prospective customers, your
current customers and your past
good old customers. Be helpful and
sympathetic to any problems they
have.” He further advised, “Keep a
balance of retained earnings available to use as needed in slow economic downturns.” And you need
to “Let customers know we are
planning on staying in business!”
Proof of the pudding, “A woman
came in recently to buy carpeting.
She commented that her first purchase from Rupp Furniture was 60
years ago from my father, David!”

1909 -LEON’S FURNITURE
Ablan Leon left Lebanon to seek
his fortune early in the nineteen
hundreds. A born salesman, he
worked his way around a good portion of two hemispheres, South
America and the United States. He
finally came to rest at Welland in
southern Ontario, busy and prosperous because of its position on
the heavily trafficked Canal linking
Lakes Erie and Ontario.
He had saved most of his hardearned profit from selling clothing
door to door to finance the purchase of a small building in
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Welland’s working class district. In
1909, The A. Leon Company officially opened the doors to its long
and profitable history.
Ablan had vision and a kind
heart. Immigration was rising and
many new Canadians had difficulty
obtaining credit. He believed in
them and helped them, endearing
himself to his loyal customers.
And here is one of the love stories I promised. Once he had a
sound business foundation in place,
he went back to Lebanon to claim
his bride, Lena. Together they built
their dynasty of 11 children. As
they grew, all worked in the soft
goods store, dusting, sweeping and
washing display windows.
Decades passed, and Ablan and
Lena’s eldest son was to be married. The couple decided that a mattress would make an excellent wedding gift. When it was delivered,
they discovered it was impossible
to take it into the small, crowded
store, so they leaned it against an
outside wall. A passer by spotted it,
walked in and asked to buy it. Since
there was still time to get a replacement mattress, Ablan sold it for a
few dollar’s profit but, to his
amazement, a much larger profit
than could be made on soft goods.
The mattress launched Leon’s
Furniture. And coincidentally, in
the twenty-first century, a mattress was the first item sold online!

Leon’s has 66 large format home
furnishings superstores, 38
corporate and 28 franchise
locations. Pictured is an
early location.
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Dearden’s in 1970 and a mural
created in 2008 that pronounces,
“Generación trás generación.... una
tradición familiar desde 1910.”

“If we treat our
employees with
love and
respect, they
will in turn
treat customers
the same way. Employees
stay with Dearden’s.”
-Ronny Bensimon

When Ablan died in 1942, the
operation of his now thriving business became the responsibility of
his sons and daughters and, in the
‘50s, Tom Leon and his brothers
began expanding to other towns
throughout southern Ontario. Tom
married in 1949, adding seven
more Leons to the family team.
Tom now has 19 grandchildren.
Leon’s has always been a family
affair!
In the early ‘60s, Leons took the
biggest risk in their long history
and moved to the city of Toronto.
The team soon established a strong
presence. This increased confidence, and new stores were opened
in Ottawa, Kitchener and London.
By the late ‘60s shares were
issued on the Toronto Stock
Exchange, and Leon’s became a
publicly traded company. This
allowed anyone to participate in
ownership while still enabling the
Leon family to control the majority
of the shares.
In 1973, Leon’s introduced the
first warehouse showroom superstore in Canada. Its success encouraged the company to open new
warehouse and showroom superstores.
The Company formulated a plan
in the early ‘80s that would enable
Leon’s to establish itself in smaller
cities by joining forces with independent furniture retailers. There
are now numerous franchise
stores.
In 1996, the Company initiated
another era of major expansion,
the first phase including a super-
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store in Mississauga, Ontario, that
featured innovative, award-winning design concepts. That same
year, the Company moved into a
spacious new corporate Home
Office, strikingly designed. And
Leon’s continued to open more
stores, each improving on the last.
In brief, there are 66 large format home furnishings superstores,
38 corporate and 28 franchise locations. Roughly 20 million consumers visit a Leon’s store each
year. Twelve Leon family members,
including the fourth generation,
are still involved in the business,
and there are more than 3,700
associates, extended family members, across Canada.
Leon’s marketing must be mentioned! Their tongue in cheek commercials have won many awards
and been featured on “America’s
Funniest TV Ads, Leon’s “No
Money Miracle” attracting special
attention. And 90 per cent of
Canadian households receive
Leon’s flyers on a monthly basis.
Ablan would be amazed. And
very proud.

1910 -DEARDEN’S
If you live in California or have
visited the west coast, there’s no
way you could possibly be unaware
of Dearden’s! The business was
founded in 1910 by Edgar Dearden
in downtown Los Angeles, still the
headquarters office. It’s the oldest
furniture store in the Western
United States, now in its fourth generation of family ownership. There
are currently nine stores located in
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Huntington Park, Pico Rivera, El
Monte, Santa Ana and Van Nuys,
Commerce, Anaheim and Chino,
with a distribution centre in
Rancho Cucamonga.
Management recognized the
early signs of change in the demographic makeup of Southern
California in the late ‘50s when the
Hispanic population of Los Angeles
was growing at a rapid pace. They
sagely began to change their marketing focus and today Dearden’s
caters almost exclusively to the
Hispanic community. All advertising is done either in Spanish and
English, or in Spanish only. All
employees in contact with customers are required to speak fluent
Spanish.
Ronny Bensimon and his parents
moved to the United States from
Morocco. His mother, Raquel, was
hired at Dearden’s because she
could speak Spanish. She had a
degree in finance but no knowledge
of English, so Raquel’s first job was
addressing envelopes in the mail
room. Today she is CEO.
In the spring of 1974, 17 year old
Ronny was looking for a summer
job. His mother, Raquel, suggested
he “come down” to join her at
Dearden’s. He worked first in the
warehouse, then continued to work
at Dearden’s through the rest of
high school and college. Today
Ronny is the President and COO.
Two real success stories.
In response to customer needs,
Dearden’s provides value-added
services which include income tax
assistance through H&R Block, full
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GRAND HOME FURNISHINGS 1911

Customers arriving at any
of the Grand Home Furnishings
stores are handed a frosty
Coca-Cola, a tradition since
1953.

“In 1945, the Cartledge
family bought the popular
store and changed its
name to Grand Piano and
Furniture Company and,
in the 1950s, began to
expand outside Roanoke.”
service travel agencies located
within the stores, home delivery
service in Mexico and Central
America and bill payment services.
Said Ronny, “We provide inhouse financing for over 90 per
cent of the sales we make. A large
portion of the Hispanic community
doesn’t qualify for credit in a lot of
places. We found ways to offer the
community credit and have been
very successful.
“Similarly, we noticed that a lot
of our customers did a lot of travelling home to visit family and we
thought it would be a natural for us
to offer this service on credit.”
Dearden’s uses a variety of methods to qualify customers other than
FICO scores.
“Between 75-80 per cent of our
sales are customers who have purchased from us before. We treat
them well. It is substantially less
expensive to bring in repeat customers.”
Ronny says his success is due to
his employees. One of the company’s philosophies is, “If we treat our
employees with love and respect,
they will in turn treat customers
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the same way. Employees stay with
Dearden’s. They know they have
the potential to grow”. They are
also motivated to become a part of
the Millionaires Club, eligible to
salespeople that sell over a million
dollars in a year. “Last year we had
27 salespeople that qualified. We
also recognize employees who
demonstrated great customer service with the ‘Extra Mile’ award.”
Dearden’s supports charitable
organizations and community
activities including providing college scholarships to underprivileged children from local high
schools. In place since 1966, this
program currently gives students
56 scholarships every year, and a
guarantee of employment for the
four years they are in college. And
the company also hosts a golf tournament annually benefiting “Para
los Ninos”, an organization that
assists at risk children and their
families and has raised more than
$1,300,000 for them. And much,
much more!
“With this difficult economy, we
have looked at our processes in all
departments and aspects of our
business, and found there were
things we could do better and more
efficiently. Sometimes it takes a crisis to help you uncover things that
you tend to overlook when business
is good. And we had to step up our
customer service. Even if our customers cannot buy now, they will
eventually, and we want them to
think of us when that time comes!”
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1911 - GRAND
HOME FURNISHINGS
Back across the country in the

Blue Ridge Mountains, Virginia was
booming with commerce in 1911.
The City of Roanoke in the southwestern portion of the state, was
experiencing dramatic growth.
Grand Home Furnishings began as
a piano store in a new building that
had been erected at the corner of
Kirk Avenue and First Street.
Twenty years later, they branched
into furniture, radios and phonographs.
The store couldn’t be better positioned for traffic. Not far from
Roanoke’s popular Centre in the
Square
and
the
Hopkins
Planetarium, it’s always been the
Valley’s gathering point where
farmer’s and artisans bring their
wares every Saturday, where the
popular annual chili-fest is staged
and where the city’s most interesting boutiques and eateries are to be
found.
In 1945, the Cartledge family
bought the popular store and
changed its name to Grand Piano
and Furniture Company and, in the
1950s, began to expand outside
Roanoke to towns and cities dotted
through the lush hills and valleys.
They phased pianos out in 1998
and the store’s name was changed
again, this time to Grand Home
Furnishings.
Somehow, in 1953, a new tradition emerged down east at the
Lynchburg store. Any customer
arriving at any of the Grand stores
is offered a frosty cold Coca-Cola as
they walk through the door,
Grand’s way of saying, “Thanks for
visiting our store, and make yourself at home!” Today, Grand greets
customers with over 1,250,000
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Mel Loory shown with Barbara
Loory (left) and store manager
Shirley Van Syckel. The store
was designed by Harry Loory as
a spacious, attractive ‘theatre’
to show furniture.

“Harry Loory’s Furniture
opened with 2,000
square feet. Eve sold her
fur coat to buy a pickup
truck so deliveries could
be made. They survived
the depression, and
further prospered. The
store grew to 50,000
square feet.” -Mel Loory
Coca-Colas annually.
There are now 17 Grand Home
Furnishings stores in 15 cities and
towns throughout Western and
Central Virginia, East Tennessee
and the eastern part of West
Virginia, one of the largest furniture chains in the South based on
the amount of furniture sold.
Grand employs over 600 people in
their three-state operation.
And Grand returns to the communities in which it operates thousands of dollars each year in support of charitable organizations,
and donations of furniture and services. The Company maintains a
unique Benevolent Fund. Through
voluntary payroll deductions,
employees pay into a fund that’s
matched, dollar for dollar, by the
company. Employee representatives in each store administer the
fund within their own community.
The company also supports various
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non-profit groups through the
Cartledge Foundation, a charitable
trust set up by the family.

1911 -LOORY’S
Our stories lead us back to the
City of New York. The year is 1911,
and Max Loory, a peddler on the
lower east side, has made the decision to seek better business opportunities in New Jersey. Mel Loory,
his grandson, tells the tale. “Max
was also mindful of his doctor’s
advice that the crowded New York
tenements were unhealthy for his
wife, Anna. He packed his family
and belongings in a horse-drawn
wagon and ventured into the gentle
hills of Dover, New Jersey, where
he began a garment store, later
enlarged into Loory’s Department
Store, one of the vital businesses on
Dover’s
legendary
Blackwell
Street.
“From the beginning, all of Max
and Anna’s children worked in the
store and Harry, the eldest son,
became its manager. When he and
my mother, Eve, married in 1930,
the great depression had begun
and family finances were strained.
The couple branched out with a
store of their own in 1931.
Naturally, they could not open up a
business that would compete with
Max’s, so they decided to try furniture and floor coverings.
“Harry Loory’s Furniture opened
with 2,000 square feet. Eve sold
her fur coat to buy a pickup truck
so deliveries could be made. For a
time, my folks lived in an apartment above the store. Because they
were optimistic, talented hardworkers, and the Loory name had
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already become synonymous with
fair business practices, the store
did business from its very beginning. So much so, that in 1935 they
put on an enormous addition.
“They survived the depression,
and further prospered. The store
grew to 50,000 square feet. Today
our customers look around the
main showroom (it’s 180 feet long
and 16 feet high with a balcony
around three sides and a lovely
stamped tin ceiling) and they ask,
‘What did this place used to be, a
ballroom, a theatre?’ The answer,
of course, is that this is the way
Harry Loory designed his store, a
spacious attractive ‘theatre’ where
people could find the furniture for
their homes with the help of a
pleasant, attentive staff.
“Our address, ‘One Towpath
Square’, was chosen by my father
in memory of the towpath of the old
Morris Canal that ran behind the
store. He swam in the canal as a
boy and wanted to keep the memory of the canal and its history alive.
“I joined my parents’ business in
1969, just as small towns like ours
were beginning to suffer from competition from the big box stores
along the highways and from the
growing popularity of malls.
Businesses that had been in Dover
for years, relocated to the mall or
went out of business. Harry Loory’s
was one of the few to stay in the
community and run against the
current.
“I increased the advertising budget and took on some new lines, but
basically Harry Loory’s retained
its identity. Though there have
been challenges, the current reces-
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“The secret to our
success? We don’t claim
to know any secrets or
special tricks, and we
don’t consider ourselves
experts. But we have
roots deep in the
community, and we
respect our customers
and want them to feel at
home.” -Mel Loory
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sion being one of them, we have
never regretted our decision to
stay in Dover. My wife, Barbara,
takes time from her writing to help
me in the business and, together
with our store manager, Shirley
Van Syckle, we keep the ship headed into the wind.
“The secret to our success? We
don’t claim to know any secrets or
special tricks, and we don’t consider ourselves experts. But we have
roots deep in the community, and
we respect our customers and want
them to feel at home. Because of

our size, we’re in a position to display an extraordinary amount of
furniture (probably the largest
inventory in New Jersey) from
over 60 different manufacturers.
Famous national brands, small
American ‘artisan’ shops, large
importers, they are all represented
on our floor. You can see pieces at
Harry Loory’s that you’d have a
hard time finding elsewhere. And
we don’t go in for gimmicks. Our
pricing is competitive and fair all
year round, and our delivery is free
and made by our own men in our
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own vehicles.
“People enjoy looking at the old
photographs on our walls as they
shop for the latest in furniture for
every room in the house.
“Perhaps that is the ‘secret to our
success’. People enter our store and
they feel a sort of harmony
between the past and the present
and an optimism about the future.”

TO BE CONTINUED...
These are some of your stories,
but there are many more to come!
We asked that you share your histories and insights with us, and you
responded so generously that we
had to pause, with the philosophy
and reminiscence of Mel Loory.
The celebration of your longevity
and ours will continue in Furniture
World’s next issue, advancing
toward our present times with the

following retail histories completed
so far...
•Mount Morris
•Critelli Furniture
•Robb and Stuckey
•Coulter’s
•El Dorado
•Ikea
•Tepperman’s
•La-Z-Boy
•Kittle’s
•R. C. Wiley
•McArthur’s
•Aaron’s
•Art Van
•Interiors by Joan
•Decorium
•Conway Furniture,
•Furnitureland South
•Stone Creek
•J. S. Furniture (Furniture & More)
•American Furniture
•Home Furniture
•Mattress Giant
•Gallery Furniture

•Bernie and Phyll’s
•Sleep Train
•Inside Out

...and others out there who were
perhaps just not able to find that
right vintage photo in time. Keep
looking, it’s not too late. Just email
editor@furninfo.com for details.
The industry and all of us at
Furniture World will thank you!

Janet Holt-Johnstone is an international marketer and editor, happily contributing to Furniture
World Magazine for the past 20
years. She also writes/edits for
CanWest publications, the Globe
and Mail, The Toronto Star and
many shelter magazines, and edited the award-winning Korean War
epic, “One Bugle, No Drums”, by
William B. Hopkins. Janet has just
completed her first novel, “The
Devil Knows”.
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Flexabed..........................................107
Furniture China Shanghai ................135
Furniture Library ..............................149
Furniture Team ................................130
Furniture Training Company ..............C3
Furniture Wizard Software ..................97
Fusion Designs ..................................39
Galt Display Rack ............................115
Genesis ............................................95
Hammary Furniture ............................21
Harden ................................................9
HFIA ................................................151
Hickory Springs ..................................89
Huppe ..........................................76-77
IHFC................................................139
Jaipur Home ....................................133
Joe Capillo ......................................149
Julius M. Feinblum ..........................152
Karel Exposition Management....124-125
Kathy Ireland Home by Omnia ......12-13
Kathy Ireland Home by Vaughan ........33
Keystone Wholesale Show ..................71
Kincaid ........................................22-23
Kuntry Lawn Furniture ......................105
Las Vegas Market ............................147
LED Soultions ....................................91
Linon ..............................................149
Lynch Sales ......................................121

Merchandise Mart Properties ............113
MicroD ..............................................61
Morry Dickter ..................................132
Newton..............................................75
Nichols & Stone ................................25
NIWA ..........................................34-35
North Hamilton Building ..................137
Oknus ............................................149
Perri Fine Furniture ..........................111
Powell ..............................................131
PROFITSystems..............................50-51
QFMA Toronto Show ........................145
Schwartz Woodworking ......................41
Service Lamp Corp ............................79
Showplace ......................................137
Simply Amish ............................43, 103
Sligh Furniture ..................................17
Stickley ................................................5
Storis ............................................14-15
Surya ................................................49
Sustainable Furnishings Council ........112
Sylvan Upholstery ............................127
Therapedic ........................................53
Tomlinson ..........................................57
Travel America ..................................69
TruckSkin ........................................101
Via ..................................................109
Wallbeds............................................83

Now IS THE TIME...
• We are #1 in real estate
for regional furniture retailers.
• Now is the time to take advantage
of current real estate values.
• No retailer is too small or too large.
• We perform because we understand
your needs.
America’s Largest Real Estate Specialialists
for the Furniture Industry Since 1985
Contact us at: (800) 791- 8936 or (516) 844 - 8890 • fax: (516) 844 • 8895 • email: jmfrealty@aol.com
25 fairchild Avenue, Suite 500 • Plainview, NY 11803
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