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There are a number of unique features found 
within the Orlando showroom. First, all the cabi-
nets on display were manufactured in Design 
Cabinets & Furniture’s own plant. This means 
the offerings of this showroom are unique, 
helping to increase their value in the minds of 
potential clients. Of course, uniqueness can only 
go so far—a well-planned display, quality crafts-
manship, and a friendly, knowledgeable staff 
help seal the deal. 

The thought and skill that Busby puts into de-
signing his displays are mirrored in the design 
of his company’s cabinets. “We used to create 
our design concepts by hand. The room layouts 
and even the cabinet designs themselves had 
been drawn by hand and then those drawings 
were translated to our machines,” he says. 
“Today, we’re using CAD software that directly 
feeds into the machines.” 

Those machines, using designs created by Busby 
staff, turn out distinct cabinetry lines for the 
company: Busby Heritage, a beaded inset line; 
Busby Signature, a frameless line; and more bud-
get-oriented selections in the Busby Select and 
Busby Reserve lines. The latter two use existing 
designs while the two former are made to a cli-
ent’s exact design specifi cations and requests. 

Within these lines are subcategories. Rustic, 
Craftsman, Old World, and Asian are some of 
the styles offered. Blum hinging and slides, 
along with Top Knob and Schwab hardware 
accompany most of the cabinetry displays. 

With all these design possibilities to show off, 
it was critical to create a showroom that would 
fi ll the bill. To do this, four separate conference 
rooms were created, each with labeling on its 
glass doors identifying the Busby line on display 
within. “Every conference room is private, but 
they all open to a large room called our sample 
room,” Busby says. 

In the sample room, clients are presented with 
options for color, hardware, and door designs. 
“The nice thing about the showroom design was 
that we started with 3,300-square feet of blank 
slate,” Busby recalls. “We had the ability to direct 
the architecture to best suit our needs. We chose 
where the walls would go, the placement of the 
back offi ces, a little space for the warehouse, 
and the locations of the conference rooms.”

Clients and potential customers visiting 
the showroom get a great fi rst impression. 
Arrivals are greeted by a showroom manager 
whose desk is built into the 
entry display. The manager 
has access to the working 
offi ces through a specially 
reinforced cabinet door be-
hind her desk while a simple 
lift of the door next to her 
desk allows direct communi-
cations to service personnel. 

A glass table on a wall 
between windows has 
the business cards for all 
sales staff ready for clients. 

Lighting was carefully considered as well, creating a soft, pleasant glow 
on beams and columns, while a suspended glass top at the reception desk 
is lighted from below through frosted glass panes. In fact, all the design 
was very carefully chosen, with good reason. 

That design control is crucial for a showroom like this, with more than 
200 sample colors to display. “Customers are presented with many choic-
es and they’re able to take color chips home to view in their potential 
environment. We have 12 x 12 raised panel doors with each of the colors 
we call our standards and we have full-sized sample doors to display 
styles. In each conference room, we have plasma televisions to run 
presentations, bring up our website, or show our display DVD.”

“At fi rst, we were concerned that customers might be overwhelmed with 
all the choices we offer, but our products are so distinct in each of their 
sections that we fi nd customers will either veer to a section for a par-
ticular style or for a budget they’re planning around,” Busby says. “In the 
past, when we had limited displays, people would get an idea of what they 
wanted, but might not see exactly what they wanted, so they would have 
to try describing it. Sometimes, that could lead to some frustration.”

The design for the showroom wasn’t Jack Busby’s alone—he consulted his 
employees and incorporated the shared decades of experience to create 
a showroom that would be highly functional and welcoming. Perhaps the 

most impressive section of this showroom is the multipurpose room, or 
what the staff jokingly refers to as the “man cave.” This space is a dream 
come true for anyone who ever imagined having a secret hideaway. The 
room is accessed through an armoire that swings open to allow entry. 
A fi replace, framed by windows on either side, greets visitors. The room 
also features a pullout bed hidden behind more beautifully crafted wood-
work. A step down lends a theatre feel to the area housing a large plasma 
screen, while another hidden doorway conceals a closet. Not only is it 
a unique way to display the talent and craftsmanship of the designers 
and staff, but it’s also a great conversation piece that certainly helps 
to further referrals. 

Although most clients are directed to the showroom through word-of-
mouth and the reputation Design Cabinets & Furniture has cultivated 
over the years, there’s still an effort to make the location highly visible 
and welcoming to walk-in customers as well. A showroom window is 
visible to foot traffi c and well-placed signs also draws visitors.

When Busby was asked what his favorite aspect of the showroom was, 
he replied, “My favorite aspect isn’t an actual physical component; it’s 
the general feeling of the showroom as a whole. It just makes the clients 
feel good.”

“At fi rst, we were concerned that customers 
might be overwhelmed with all the choices we 
offer, but our products are so distinct in each of 
their sections that we fi nd customers will either 

veer to a section for a particular style or for 
a budget they’re planning around”


