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Lincoln Office, lllinois Dealer, Holds
Grand Opening for New Facility

The new Lincoln Office facility is designed as a working showroom where customers
get an idea of how their workspace can become more effective.

Some 200 customers, prospects and business partners turned out last month for
Steelcase dealer Lincoln Office in East Peoria, lllinois, as the company hosted a
special open house to celebrate the grand opening of its new facility.

In addition to an official ribbon cutting with local Chamber of Commerce officials,
the event featured tours of the new building, new product demonstrations and tasty
hors d’oeuvres for the guests.

Lincoln Office broke ground for the new building, which combines two facilities that
were located in Peoria and Morton, lllinois, on March 14 of last year.

The new building combines a showroom and warehouse with office space for sales,
design, administration and service teams, as well as areas for meeting, socializing,
collaborating and training.

Employees moved into the new building mid-December 2008. Lincoln Office
designers worked with the architects to select exterior and interior finishes. They
also created the layout for the two floors and specified workstations for the
departments, café/breakroom furniture, furniture for four conference rooms and
three private offices.

The result, said the company, is a working showroom where customers get an idea
of how their workspace can become more effective.

continued on page 3
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This is
No Time to
Stay Home

When times are as challenging as they are right
now, it’s only too tempting to pull in the reins and
take advantage of every opportunity to save money.

Some expenses, however, are too important for the
long-term health of your business to cut totally and
travel to industry meetings is right up there near the
top of the list.

This year’s gathering of the office furniture clans at
NeoCon is just around the corner and if you haven’t
yet made travel plans, now’s the time to book your
tickets to Chicago.

Not because of all the new products on display or
the education programs, important though they are.
The most compelling reason for going to
NeoCon—and to the annual OFDA Dealer Strategies
Conference later this year—Ilies elsewhere.

Putting it simply, the industry calendar offers few
better opportunities to meet with your fellow dealers
and learn about new approaches to the common
challenges and issues we all share.

Of course, it costs money and takes you away from
your own business. But let’'s say you end up
spending $1,000 to attend. That’s certainly not
cheap, but if you come back with a new idea that
adds $20,000 to your overall bottom line—and
that’s not at all impossible—you’ve gained a terrific
return on your investment by any measure.

If you've never sat in a bar with three or four other
dealers from around the country and kicked around
ideas for finding good salespeople, growing your
healthcare market business, adding new furniture
services or similar hot industry topics, you’ve
missed some wonderful opportunities to strengthen
your business. And today’s tough market conditions
make those opportunities more important than ever.

So if you haven’t yet signed up for NeoCon or
penciled in the dates for OFDA, do it now. Our
industry needs all the good dealers we can get and
the information, education and networking resources
you'll gain by attending will only help your business
grow stronger. See you at the registration desk!

Simon DeGroot
Editor in Chief
OFDealer
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Nebraska Dealer Eakes Office Plus Raises its
Profile with Extreme Office Makeover Contest

» Lincoln Christian :u.haoi
Elght Thousand dollars and "Ym i == |

In Lincoln, NE, the staff and students at Lincoln Christian School
have all got big smiles on their faces after being selected as
winners of an $8,000 Extreme Office Makeover from Eakes
Office Plus.

The dealership, which also sells office supplies and equipment
in addition to furniture from Steelcase, HON and others, ran the
promotion through the college football season (Sept. through
Jan.) and, says managing partner Monte Rasmussen, the event
generated plenty of interest and helped strengthen brand
recognition for the dealership and show its commitment to active
community support.

The winner was selected by a drawing and received $5,000 worth
of new office furniture from The HON Company, as well as a
printer from Hewlett-Packard, a Fellowes shredder and Rolodex
desk accessories.

Barefield Workplace Solutions, Jackson, MS Dealer,
Reaches Out to A&D Community Through Education

Times may still be tough and new business hard to come by, but
that makes it more important than ever to reach out to key
customer segments and strengthen your position as a resource
for them.

Just ask Paul Maczka and his team at Barefield Workplace
Solutions in Jackson, Mississippi. The dealership recently hosted
two separate events for the A&D community in Jackson, a
presentation on "Materials Chemistry" in conjunction with Designtex
and one on healthy indoor air offered by Indiana Furniture.

Jackson is certainly not the largest market in the country and
both events drew about 20 people, Paul reports, but for the
Barefield organization, they were very much the right people.

“As a dealership, we want to be perceived as supporting and
design community and being a resource for them on a level that
goes beyond just the products we sell,” says Paul. “Events like
these certainly help us meet that goal and they also provide an
outstanding opportunity to bring customers and prospects into
our showroom to learn more about what we have to offer.”

The Materials Chemistry session was held in cooperation with
the local chapter of the International Interior Design Association
(IIDA) and, says Paul, involvement with local industry organiza-
tions is a key aspect of his dealership’s go-to-market strategy.

Barefields provides sponsorship support for the local [IDA
chapter on an ongoing basis and Paul himself sits on the board
of the local chapter of the U.S. Green Building Council.

Apparently, it’s an approach that’s paying off if the dealership’s
current results offer any indication. While first quarter business
was “just OK,” Paul says, the near term future is looking bright.
“We’re anticipating a very strong second and third quarter with
several significant new projects on the board,” he reports happily.

Unisource Solutions, Galifornia Dealer,
Helps Spread the Word on Earth Hour

Last month, literally millions of people across the world issued a
call for more environmentally-responsible policies and practices
by participating in the World Wildlife Fund’s Earth Hour, as they
turned off the lights in over 4,000 cities in 88 countries across 25
times zones.

In California, Haworth dealer Unisource Solutions was an active
supporter at their locations in Hayward, Pico Rivera, Woodland
Hills and San Diego, reports principal Lori Tierney.

“The event took place on a Saturday evening when our business
locations are closed, but many of our employees participated in
their homes and we also helped get word out on the event to our
customers and to the community at large” she explained.

Unisource Solutions has been an enthusiastic supporter of
sustainability initiatives for over 20 years and Lori herself will be
serving as co-chair for the Los Angeles Business Council’s third
Annual Sustainability Summit later this year.

The dealership’s web site, www.unisourceit.com, is worth a visit
just for the video on display in its Sustainability section that
highlights its commitment to the environment. In addition,
Unisource partners with organizations like the ANEW non-profit
(www.anewfound.org) to find homes for surplus furniture instead
of abandoning it to the landfill.
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Introducing ATTUNE" Smarter by design.

More than ever, today’s businesses are asked to do more with less. With Attune, we've created a complete line

of fully customizable laminate furniture that cleverly maximizes space and productivity. Its contemporary,

tech-savvy design proves you don’t need a lot of room to make a big impact. For more in-depth information, Smart now. Smarter later.
including a downloadable brochure and interactive features guide, visit www.attune.hon.com today.

!+ ©2009 The HON. Gpm;’)any.
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INDUSTRY

February Industry Statistics Show
Industry Downturn Continues

Office furniture sales continued their downward spiral in
February, according to figures released last month by the
Business and Institutional Furniture Manufacturers Associa-
tion (BIFMA).

According to BIFMA, February orders were down 32% com-
pared to the same month last year, while shipments fell 28%.

Analyst Budd Bugatch of Raymond James Associates
predicted weakening macroeconomic conditions will continue
to negatively impact industry demand.

Bugatch said white collar employment continues to deter-
iorate, with service-providing non-farm payrolls averaging a
loss of approximately 350,000 during the past four months,
already more severe than each of the prior two recessions.

Business confidence fell to its lowest level since the survey’s
inception in 1976, Bugatch noted, while U.S. office space
construction spending declined 8.8% and 10.5% in January
and February, marking the first year-over-year declines in
approximately four years.

And while the American Institute of Architects reported that
its Architecture Billings Index, seen as a leading indicator of
non-residential construction, rose from an all-time low of 33.3
in January to 35.3 in February, it remains well below 50, the
dividing line between expansion and contraction.

According to CB Richard Ellis, office vacancy rates (down-
town) increased to 11.7% in the fourth quarter of 2008, up 80
basis points from the third quarter and the third consecutive
quarter with an increase.

BIFMA is now forecasting 2009 order and shipment declines
of 26.5% and 19.3%, respectively, substantially worse than
its previous forecast of an 11.6% fall in orders and a 13.1%
drop in shipments, Bugatch noted.

New Study Highlights Financial Benefits of
Green Office Buildings

A new study suggests investing in green office practices and
policies may not only be the right thing to do, but also the
smart thing to do for the building owner’s bottom line.

The study, commissioned by the Royal Institution of
Chartered Surveyors (RICS), finds that “green” labels can
significantly impact market rents and values of commercial
space.

A key finding reveals that a commercial building with an
environmental certification will rent for about 3% more per
square foot, with the difference in effective rent estimated at
about 6% per square foot. The increment to the selling price
may be as much as 16%, according to the study.

According to the study, the average effective rent for the
7,488 control buildings in the sample of rental office buildings
is $23.51 per square foot. At the average size of these
buildings, the estimated annual rent increment for a green
building is approximately $329,000.

At prevailing capitalization rates of 6%, the incremental value
of a green building is estimated to be about $5.5 million more
than the value of a comparable unrated building nearby.

The type of green label associated with the building — LEED
or Energy Star—also matters, according to the study.

Researchers found tenants and investors are willing to pay
more for an energy-efficient building, but not for a building
advertised as sustainable. According to the report, a 10%
decrease in energy consumption leads to an increase in
rent of about 20 basis points and an increase in value of
about 2%.

For the complete study, click here

continued on page 6
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WorkPlace Furnishings Dealers
Focus on Opportunities in
Tough Times at Annual Meeting

Award winners at the 2009 WorkPlace Furnishings meeting (left to
right): WPF marketing VP Victor Maffe, winner of the Nathan M.
Loth Award; Dennis Franzen of Bank & Office Interiors, WPF’s
Dealer of the Year; Richard Franey of La-Z-Boy Contract Furniture
Group, Manufacturer of the Year; WPF President & CEO Greg
Nemchick, and outgoing chairman Bob Carlson of Marco, Inc.

Market conditions may be more challenging than they’ve been
in a long while, but opportunities are still available to aggressive,
forward-thinking dealers to find new sales and strengthen their
business overall, no matter how tough it gets.

That message came through loud and clear at the 2009 Annual
Meeting of the WorkPlace Furnishings (WPF) dealer group earlier
this month, as WPF dealers and their business partners
gathered for three days of education, networking and one-on-
one dealer-supplier meetings.

“While a period when change comes dramatically and with little
warning can become a time of fear and second guessing for many,
it can also present an opportunity for new growth and a chance to
find business in different and creative ways,” newly appointed
WPF president and CEO Greg Nemchick told the group.

“Corporate America continues to move into new spaces; their
offices continue to expand or contract in size and create new
labor and reconfiguration requirements and new product
opportunities, and that means service revenues and/or new
sales for aggressive, proactive dealers, regardless of what’s
happening in the market overall,” he contended.

During the meeting, dealers heard from a broad range of industry
experts, consultants and their fellow dealers on ways to build
new revenue and profit streams during these challenging times.

Sales trainer and motivator Tye Maner focused on leadership
skills as a key requirement for today’s owners and managers.
He said effective leadership requires strong listening skills, the
ability to instill an energizing vision throughout your organization,
a commitment to action and a willingness to view problems
more as opportunities.

Maner also stressed the importance of developing a clear sense
of purpose to face what he called the “brutality of a tough
business economy” and commit to staying positive and setting
the pace for the rest of the organization.

“Don’t let fear of the economy paralyze you,” he urged.
“Opportunity is still out there, we just have to go out and find it.”

Dealers at the meeting offered plenty of examples of doing just
that in roundtable discussions and panel presentations. Among
the ideas and approaches presented were:

Increased emphasis on ancillary product sales to maximize the
value of every customer by adding items to the order such as
artwork, chair mats, recycling systems, etc.

Stepped up networking efforts to reach out and build
relationships with key customer groups such as facility
managers (IFMA) and designers (IIDA) and hosting meetings for
organizations such as local chambers of commerce or Rotary.

New healthcare market initiatives that involve setting up
separate divisions with their own brand identity and sales teams.

Taking advantage of the current glut of used and nearly new
product to grow used furniture and/or brokerage business.

Making a conscious effort to find more innovative, value-driven
product solutions in response to customers’ shrinking budgets.

Offering site disposition services to clients who are moving or
reducing their office space.

Moving into non-traditional markets such as hotels and technical
or engineering environments.

Adding additional service such as data cabling or disconnect/
reconnect services for technology assets.

In addition to the dealer sessions, other presentations focused on
sustainability, healthcare market trends and new ways to position
your dealership and differentiate it from your competition.

Also at the meeting, WPF members honored their Dealer and
Manufacturer of the Year. The Dealer of the Year Award, named
in honor of former WPF president Dennis J. Insogna, went to
Bank & Office Interiors, Seattle, while Manufacturer of the Year
honors went to La-Z-Boy Contract Furniture Group, Leland, MS.

continued on page 7
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In addition, the group presented its highest honor, the Nathan M.
Loth Award, to WPF marketing VP Victor Maffe, in recognition of
his outstanding contributions to the organization and its growth.

For more information on WorkPlace Furnishings, visit
www.workplacefurn.com or contact the group’s Cincinnati, OH
headquarters (PH: 513-563-0048).

S. P. Richards Launches
Enhanced Version of Its Design
Made Easy Space Planning Tool

Wholesaler S. P. Richards has announced the launch of a new
and improved version of its Design Made Easy furniture space
planning and sales visualization tool.

With Design Made Easy, dealers will be able to work with furn-
iture clients and prospective clients to develop a virtual layout
of their ideal workspace, S. P. Richards said.

Enhancements to the program include more realistic graphics of
S. P. Richards’ furniture offering and the option to work in either
2D or 3D views. Users also have the ability to rotate rooms and
products, zoom in and out, paint the walls, lay the carpet and
show the client exactly what their finished office will look like.

“We’ve made some truly dynamic improvements to the Design
Made Easy program. Being able to work in an interactive way with
your clients and show them what their actual office environment
will look like is extremely powerful”, said Dawn St. Peters, S.P.
Richards furniture program training manager. “We believe this
program can be a difference maker for our customers.”

Industry conditions may not exactly be blooming, but that did not
stop GLOBAL - The Total Office from hosting its seventh Annual
Spring Fling in the company’s New York City showroom last
month.

Director of marketing and design Michael Fishman said several
reasons prompted the company to go ahead with this year’s
event, even with current market conditions.

“We made a very conscious decision to continue
the event for several reasons,” Fishman explained.
“This type of gathering allows us to communicate
directly with so many market segments at
once—dealers, industry partners, architects and
designers. We can share thoughts and discuss
proactive ways of keeping our business strong
together. And most of all, we believe the timing is
always right to thank our supporters and business
partners for their loyalty and commitment to
GLOBAL. This event has always been about them.”
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For additional details on the new Design Made Easy program,
dealers can contact their local S. P. Richards sales represen-
tative.

CHI-LLC Launches Online Typicals
Program for Herman Miller Dealers

TOP™ Typicals Comparison
Results
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Dealer technology provider CHI-LLC has announced the
availability of TOP, a new web-based service for Herman Miller
dealerships that allows designers and salespeople to search and
filter hundreds of typicals, compare products visually and by
specification and then download drawings and product info-
rmation for use in presentations, designs, and proposals.

TOP is offered to Herman Miller dealers as a subscription service
by CHI-LLC. Complete information on TOP product lines, down-
load file formats, and special promotional pricing, is available at
www.chi-llc.com/topinfo.pdf.

Global Hosts Spring Fling in New York City

Just over 300 invited guests mingled throughout the showroom,
getting a sneak peak of a few upcoming product introductions
scheduled to debut at NeoCon. “The change in season really
seems to lift everyone’s spirits,” commented executive vice
president of operations Jon Soll. We could not have asked for a
more enthusiastic, appreciative group of people.”
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Dallas Celebrates March 5 as Knoll Design Day
March 5 was a special day for Knoll in Dallas, as the city’s Mayor
Tom Leppert declared it Knoll Design Day to recognize the
opening of a new LEED-certified Knoll showroom in the Dallas
Arts District.

The proclamation also acknowledged Knoll’s contribution to the
Dallas architecture and desigh community over the past 50 years.

The new Knoll Dallas showroom is located on the ground floor
of One Arts Plaza, a new, 24-story mixed-use building that
includes residential condominiums, office and retail space, rest-
aurants, art galleries and entertainment venues, aligning it with
the Knoll Dallas motto, “Work, Life, World.”

At nearly 10,000 square feet, it features soaring 18-foot ceilings
and will provide enhanced resources to the design community
in Dallas, including new product displays for office and resi-
dential furnishings, textiles and accessories.

Alisteel Communicates Sustainability

Story through New Micro Site

Allsteel has launched a new micro site on its web site as a single
point of contact for information on its environmental initiatives.

Located at www.allsteeloffice.com/AllTogetherNow, the site also

outlines the company’s environmental goals, provides statistics
on its manufacturing performance and explains how furniture
contributes to LEED, with profiles of LEED-certified projects
where Allsteel products were specified.

According to Keri Luly, Allsteel’s manager of sustainability
programs, the site was designed to be a convenient source for
LEED project information and an educational resource, and so
it includes features such as a sustainability glossary, one-minute
lessons and in-depth articles to help interpret what is often a
maze of language and detail.

“We wanted All Together Now to be a collaborative resource for
our own Allsteel members and business partners plus the
community at large,” said Luly. “Now we have a singular ‘go-to’
source for information. We will continue to update the Web site
as the sustainability landscape continues to evolve, our own
initiatives progress, research is developed and new products are
brought to market.”

For more information, visit
www.allsteeloffice.com/AllTogetherNow

HON Provides Relief for Businesses
Hurt by Recent Midwest Floods

In response to the widespread damage caused by recent
flooding in the Midwest, The HON Company is offering furniture
to companies directly affected at its most aggressive pricing
available—equaling that of the world’s largest purchaser, the
U.S. government. The discounts will last throughout 2009, or as
long as there is a need, HON said.

“At HON, some of our very own members were affected by the
flooding, and we know how devastating that can be... so we
wanted to do our part to help in whatever way we could,” said
Tim Heth, vice president of member and community relations
for The HON Company.

“We immediately obtained a waiver from the U.S. General
Services Agency (GSA), allowing the affected businesses to
purchase at deep federal discounts, pricing which is usually
reserved for federal agencies. Since we implemented this
program, nearly 200 orders have been placed from companies
in lowa, Nebraska and Texas.”

American Seating launches New Web Site

P

Seating innovations for work,
play, traveling or learning.

NI G

Salect your business

American Seating Company has launched a redesigned and
enhanced Web site, www.americanseating.com, that features a
brand-new appearance, format and architecture.

“We’ve redesigned the site to be a true resource for customers,
dealers, architects and sales groups,” director of marketing Deb
McDermott said.

The home page shows American Seating’s two main service
lines, Architectural and Office and Transportation, in a way
designed to provide an ‘easy entryway’ for these two categories
of customers,” the company said.

In addition to being able to search by solution, the navigation
includes the ability to search by specific product category.
Also key is the ability to select and view different fabrics and
finishes with just a click. Additional resources and information
include sustainability product data and the company’s
environmental statement.

continued on page 10
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Bretford Products Earn

Greenguard Certification

Bretford Manufacturing has announced more of its laminate
tables, carts and accessories have earned Greenguard Indoor
Air Quality (IAQ) certification from the Greenguard Environmental
Institute (GEI).

The newly approved models have achieved the Greenguard
standard for low emitting products and for the Children &
Schools product certification program.

Among the newly certified models are laminate versions of
Bretford’s RHOMBII training tables (Edge 16) and power
systems, as well as an array of technology carts, including the
TC Series Flat Panel Carts, FP Series Cabinet and Freestanding
Carts, FPBBUL Carts, and many of the company’s traditional
AV, data projector and adjustable height AV carts.

With these additions, a total of 88 Bretford products now bear
the Greenguard logo and can be specified to help commercial
facilities achieve Leadership in Energy and Environmental
Design (LEED) points, the company said.

For more information, visit www.bretford.com.

New Rep in New England for Indiana Furniture

Indiana Furniture has hired Contract New England, Inc. to
provide representation in the New England area.

Devin McGlynn is principal of Contract New England, Inc. based
in Boston, MA. McGlynn, the fourth generation of his family to
work in contract furniture sales in New England, recently formed
his own independent rep agency.

Haworth Names New Business

Development Director in Chicago

Haworth, Inc. has appointed Milica Vidovich as business
development director for the Chicago region. Vidovich’s role will
be to work closely with dealers and the Haworth team to
implement sales, corporate strategy and marketing efforts for
the Chicago market.

Vidovich began her industry career in 1996 as market manager
of architecture and design with a major manufacturer. Since
then, she has held several other positions in the industry, such
as global accounts manager, senior district sales manager and
most recently, vice president of sales.

National Office Furniture
Names New District Manager

National Office Furniture has announced the addition of Tim
Groves to its West Central sales team. With over 20 years of
sales experience in the office furniture industry, Groves will be
responsible for supporting dealer sales and business develop-
ment in Minnesota, the Dakotas and parts of Wisconsin.

Groves was most recently at Gunlocke, where he led the
business development initiatives in the Minnesota area. He has
also has worked as sales manager for Office Furniture USA and
regional sales manager for Rosemount Office Systems.

Schwab Hires Peter Leon
as National Sales Manager

Schwab Corp., a wholly owned subsidiary
of SentrySafe, has hired Peter J. Leon as
its new national sales manager.

Leon comes to Schwab with more than
20 years of sales and marketing
experience in the office products and
mass market channels. He has held a
number of key positions with various
companies in the industry including Southworth, A. T.
Cross, AMPAD and MeadWestvaco.

Most recently Leon was executive vice president of sales and
marketing for Emissive Energy (Inova Brand).

R. Scales Consulting Group

Joins Forces with Sandler Training

The R. Scales Consulting Group has joined forces with Sandler
Training, one of the leading providers of sales and management
training, and business coaching.

Robert Scales has joined the local Sandler Training Franchise,
DRZ Enterprises, LLC, (drz.sandler.com) as associate partner.
Scales said the new partnership will provide additional ongoing
support for clients, using the vast array of available Sandler
reinforcement tools including weekly training sessions, sales
workshops, audio CD’s, books, conference calls, coaching and
the Internet.

Entrepreneur Magazine has ranked Sandler as the No. 1 training
company seven times since 1994, including every year from
2005 through 2008. Besides sales training, Sandler helps clients
assess existing talent, assist with staffing issues, sales structure,
strategy and coaching. For more information, contact Robert
Scales at rscales@sandler.com.
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By Alicia Ellis

Managing the people side of the business has
never been easy, but these days, it is probably
more challenging than it's ever been. For the
first ime in modern history, four different generations
of people are showing up for work and each one
brings with them different work styles, values
and expectations. Broken down into approximately

20-year increments, today’s generational groups are:

Traditionals — born between 1922 and 1945 (64 to 87 year olds)
Baby Boomers - born between 1946 and 1964 (45 to 63 year olds)
Generation X - born between 1965 and 1980 (29 to 44 year olds)
Millennials - born between 1981and 1994 (15 to 28 year olds)

Take a quick moment to think about the events that have shaped your own personality and work
habits. Now consider the events that have shaped other generations from their point of view.

Think about how the Internet, for example, felt to the Traditional who grew up using typewriters and carbon paper and who
did a large part of their communications—both personal and business—by sending letters. Or, how GenXers felt when
both of their Baby Boomer parents went off into the working world.

In an ideal world, members of the various generations would come together as a harmonious team in a framework that
makes the most of the various strengths each one brings and minimizes their weaknesses.

All too often, however, failure to appreciate the differences among the generations and manage those differences effectively
leads to frustration and dysfunction that, particularly in today’s economy, places a burden on dealers they can ill afford.

continued on page 12
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To learn more about how the different generations in the dealer
community view each other and determine the impact of those
different perceptions on the workplace, OFDealer recently
conducted a survey that focused on generational differences
both among co-workers and customers.

Except for the Traditionals who viewed themselves the exact
same way other generations did (dependable, patriotic, res-
pectful, formal), no group was safe from the honest eyes of
the survey.

Baby Boomers surveyed believed that their top three character-
istics were team player, follows orders well, tolerant. Traditionals
were in total agreement with the Baby Boomers and, while
GenXers agreed that Baby Boomers followed orders, they also
believe that the group is made up of hard workers and
conformists. And the Millennials saw the Baby Boomers as loyal,
dependable and savers.

Generation X views itself as entrepreneurial, optimistic and
always changing but that’s not quite the view from the
Traditionals who said the GenXers lacked morals but were hard
workers or the Baby Boomers who view GenXers as flexible,
diverse and skeptical. The Millennials see the GenXers as
stressed, hard workers and casual.

Finally, the Millennials see themselves as being entrepreneurial,
creative, and optimistic but nobody else is thinking that way.

According to the study, Traditionals felt the Millennials craved
feedback and were high-tech; Baby Boomers believe that
Millennials are self-centered, materialistic and casual; and GenX
felt that the Millennials are diverse, high-tech and self-centered.

When we asked the different generations what generation was
the most difficult to understand among the people they worked
with, over 70 percent chose the Millennials.

Below are just a few of the answers we received:
» They seem so reckless.

» They seem to be very entitled and are not willing to put in
the time required to earn a position or compensation.

» Changes jobs every three years, defines self by what they
do AFTER work not by what job they have. Who could
possibly like rap music?

» They have a short attention span, do not read or know
history or current events.

» It’s not clear what motivates them. Their lives are more
about the moment and not any long range goals.

» We don't think the same way.

» For one thing, they talk very fast! Also, | sometimes don't
understand why they'd want to do certain things, for example,
spend so much time on computer games. | like Millennials but
just feel a little apart from them, sometimes exemplified by
something as non-work-related as the music | might sing or
refer to which means nothing to them.

» They have a perceived sense of entitlement, a “What have you
done for me lately?” attitude.

» They seem to be very entitled and are not willing to put in the
time required to earn a position or compensation.

» Millennials have been the toughest to please in recent years
since they expect an employer to provide them with: work/life
balance, flexibility, great compensation and benefits, career
development/advancement, etc. All with very little experience
and no sense of loyalty.

In regards to customers, more than 35 percent of respondents
believe Generation X is the most difficult type of customer to
please. This was followed by Baby Boomers and Traditionals
with 24 percent each and Millennials with 16 percent.

Difficulties involved in working with Generation X:

» They are trying to take their "place" in society and supplant
those that preceded them—the Baby Boomers and
Traditionalists. They are more demanding, less collaborative
and trusting of loyal relationships and thus question or
overanalyze every transaction. Those in a purchasing mode
tend to deal with transactions as single events and not
necessarily as a series of events that could develop into a
dependable relationship.

» They are very directed at what they need...don't seem to
care about what it takes.

» Expectations are too high.

» They are very individualistic and tend to always want their
own way.

» They have a lack of flexibility.

In regards to Traditionals being

the hardest customer:

» They expect so much.

» They are rigid and uncompromising.

» Traditionalists often want to see and feel things (verify
quality) before purchasing.

continued on page 13
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In regards to Baby Boomers:
» They have worked hard and expect the best.

» There are some in the baby boomer age who seem to resist
change and also resent having to do things with technology that
younger people just take for granted.

Given the range of widely different perspectives and opinion
across all the different generations, it’s hardly surprising that
inter-generational conflicts and miscommunications emerge in the
work place.

The good news, though, is that dealers—at least some of
them—are recognizing the importance of managing generational
differences and putting programs in place to build a greater
understanding among their people of each generation’s priorities
and expectations.

A dealer from Northern California reported in the survey that he
was having trouble with older Baby Boomer salespeople
embracing the new smart phones that were provided to increase
efficiency. “They were lucky if they could make a phone call, let
alone arrange their schedules or download material for a
presentation,” he said.

“We decided to hold a series of Lunch and Learns where our
younger, Millennial salespeople helped teach Baby Boomers about
how to utilize this new technology to increase their productivity.”

Millennials were thrilled to be valued and to show off their
knowledge. In addition, the Baby Boomers at the dealership came
away with a better understanding of how the Millennial mind
works and an appreciation for the increased productivity.

An HR manager for a Midwest dealership with a large number of
Baby Boomers and a few Traditionals saw a general lack of
understanding between these two groups and the younger
GenXers and Millennials in the office.

“I kept thinking that if they would just get to know one another,
each of these groups would earn the respect they wanted from
the others,” she said. A year-long plan to increase office
camaraderie and respect was devised and included newsletter
articles that spotlighted employees of different generations who,
in each issue, answered the same 20 questions.

“The employees looked forward to the answers every month and
it became an interesting source of conversation in the office,” she
said. “Around holidays, we asked employees to contribute their
stories of holidays past. As well, times of remembrance were
celebrated by employees who shared their stories of Vietnam,
September 11 and Irag. It’s easy to assume that you have nothing
in common with people of other generations but we found just the
simple act of sharing oneself with others garnered new levels of
respect, admiration and patience.”

continued on page 14
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In dealing with customers of different generations, there may
not be as much time to develop those relationships that come
from sharing stories, but there are ways to accommodate the
generations and create newfound respect.

The first thing you can do is to review the characteristics of the
different generations so that you know where you stand and you
can anticipate possible differences in communication. “Because
a lot of this business comes from referrals, even if | don’t know
the client personally, | have a good idea about who the person
is,” said a Baby Boomer salesperson at a Texas dealership.

“I'm finding more and more that I'm selling to GenXers who often
come off as a bit abrasive and too direct in their demands,” he
explained. “I found out the hard way that even though I'm older
than they are, they don’t want to be reminded of that and they
believe they are as qualified as | am, regardless of their age. But
once | made the effort to sit down with them and really listen, |
found that are also a pretty smart bunch. Yes, they can be a pain
and don’t like ‘It can’t be done’ or ‘It can’t be here until next
week’ scenarios. But if you tell them you’ll look into it and actually
do that first, then call them with the bad news, they actually take
it pretty well. If they believe you’ve tried your best for them and
exhausted all avenues, they do tend to understand.”

“l put on a tie,” said a Millennial salesperson at a Southwestern
dealership, when asked what he does differently when dealing
with Baby Boomer and Traditional clients. “I also turn off my
iPhone and comb my hair just a little bit nicer than normal,” he
added with a smile.

“I have found that calling the person Sir or Ma’am goes a long
way as well. | understand they have worked hard all their lives
and | respect that they need me to prove myself to them.”

The sales rep explained that he sticks to the formalities at first
but has found that he’s typically on a first name basis after the
second meeting. “And, while | may not be in the office every
time they call on me, | always have my Smart Phone on me and
am available by email just about 24/7 which is something that
many of my clients really appreciate.”

The next time you sit down with someone from another
generation, before you do anything, try to put yourself in their
shoes. Try to communicate a little better. Be more formal where
you need to be. Don’t treat someone younger than you like a
child. Turn off your iPhone to talk to a Traditional, trust that Baby
Boomers will take care of the work, that GenXers will handle it
themselves and pat the Millennials on the back. Give a little and
you’ll see that you’ll get a lot back from your employees and
your customers.

APRIL 2009




OFDA Announces Association
Programs at NeoCon 2009

Each year during the NeoCon World Trade Fair in Chicago, OFDA presents
a focused seminar program for dealers, announces the winners of its
aligned and non-aligned Manufacturer of the Year awards and welcomes
members and other industry executives to its booth (#7-9034) to learn
more about the association.

This year’s award competition looks to be more exciting than ever, with
another record level of participation in the Dealer Manufacturer
Satisfaction Index (DMSI) survey, whose results provide the basis for
these prestigious awards. The winners will be announced at 9:00 am
Monday, June 15 and highlighted in the OFDA booth throughout NeoCon.

While in the OFDA booth, visitors will notice a beautiful complement of
furnishings provided by Global Industries again this year. Visitors are
invited to sit down and relax in the booth while talking to members of
the Office Furniture Dealers Alliance Staff and board directors.

This year’s booth also will feature a beautiful, custom-made walnut
inlaid table manufactured by Eggers Industries, an OFDA member.

Super Performers ... Five Launch Pads

OFDA also will highlight its new leasing program launched this year in
conjunction with Horizon Keystone Capital, which will offer a free OFDA
membership dues special.

Endorsed service partner Customer Service Intelligence (CSI) also is
offering a special program for OFDA members during the NeoCon event.

In addition, visitors to the OFDA booth may register for the chance to
win a free trip to the OFDA 2009 Dealer Strategies Conference in Austin,
Texas, October 4-6. This trip includes airfare, hotel accommodations
for three nights and conference registration—all courtesy of
DealerChoice, an OFDA Gold Sponsor.

Not a member of OFDA? Join at the show and receive a special discount
for this year’s conference! Sponsors and exhibitors are welcome to learn
about the other exciting changes taking place this fall in Austin, the “Live
Music Capital of the World.”

Speaking of education, dealers can energize their business by taking
advantage of OFDA’s special Dealer Strategies seminar series at the
Merchandise Mart. This year, OFDA is offering six seminars aimed at
dealer principals, designers, project managers, and senior sales and
operations managers. Here is an overview of this year's program:

Learn to be a better sales manager when you discover the tactical approach to working with your people to get the best from them. Discover the critical
and basic tactics for assessing talent, creating and differentiating messages, proving you can solve problems, selling best value instead of low bid and

eliminating buyers’ risks.
Monday, June 15 ¢ 11:00 AM-12:00 PM

Speaker: Peter Otterstrom, chief catalyst, HUMAN ENERGY Associates, Bethel, CT

Dealer Succession Planning: Developing the Highest Value for Your Firm

Every dealer principal works for the day when they can sell or turn over their dealership to others. Plan right and you can achieve your personal and
business goals; while minimizing the pitfalls that can occur when businesses are in transition. We will discuss how to incorporate succession planning
into your strategic business planning process and how to maximize the value of your dealership for eventual sale, including what elements have value
for the buyer. Leave with tips to formulate a clear succession plan that protects and increases the value of your dealership.

Monday, June 15 e 2:30 PM-3:30 PM

Speakers: Barry Coyle, principal, Solomon Coyle, LLC, Ojai, CA e David Solomon, principal, Solomon Coyle, LLC, Alexandria, VA

Move Your Firm’s Customer Experience to Wow!

Learn to use customer experience management (CEM) to lead customers to your door and keep them there. Get the basics of CEM, what it's about, how
customers are affected, and how to develop a strategy specific to your firm that moves your customers’ experience to “Wow!”

Monday, June 15 e 4:00 PM-5:00 PM

Speaker: Terri Maurer, FASID, owner and CEQO, Maurer Consulting Group, Akron, OH

continued on page 16
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Strategies for Successfully Selling and Marketing Dealer Services

Selling and marketing services is different from selling products. Understanding those differences is key to developing a compelling value proposition for your
service offerings, building an effective service marketing plan, and ultimately maximizing your sales of dealer services. Learn how to differentiate your services
from those of your competitors, position your dealership as a preferred services provider and correctly price your service offering. The seminar will also cover
sales strategies, the three key stages of services and how to use “clues” to give your services substance. You will take away proven strategies to develop your
own services marketing plan as well as samples of successful service marketing programs.

Tuesday, June 16 ® 9:30 AM—10:30 AM
Speakers: Barry Coyle, principal, Solomon Coyle, LLC, Ojai, CA e David Solomon, principal, Solomon Coyle, LLC, Alexandria, VA

Develop Your Online Presence

Learn how to use the Web to your best advantage by moving beyond the simple Web site. A few pictures of past projects along with contact information are
no longer enough. Get the information you need to create a real presence on the Web. Gain the skills to develop a broad web presence that reflects your
company brand and learn how to control it.

Tuesday, June 16 ¢ 1:00 PM-2:00 PM

Speaker: Terri Maurer, FASID, owner and CEO, Maurer Consulting Group, Akron, OH

How Building a More Powerful Brand Can Double the Value of Your Business
Explore the reasons behind the death of traditional sales techniques. Understand the importance of being a powerful brand, and how good branding creates
shareholder value as well as perceived value in the market.

Tuesday, June 16 e 2:30 PM-3:30 PM
Speaker: Bob Killian, president and creative director, Killian & Company, Chicago, IL

Registration is now open for OFDA’s seminars at NeoCon. Sessions are $50 if attendees register before June 5 and $60 on-site.
Don't wait! Register today at www.neocon.com.

Protect Your Most Valuable Business Asset

An organization's ability to attract, retain, protect, motivate and renew quality people
is the most critical factor for long-term viability. One of the best and most cost-effective
ways to show your employees you care about their well-being
is to protect their most valuable asset—their ability to earn an income.

As an OFDA member, you are entitled to
participate in the OFDA Group Insurance Trust
for Life and Long Term Disability coverage.

When you sign up, you'll be receiving
quality insurance at “members-only” pricing.
Give your employees the protection
they deserve when they need it the most
and at a price that you can afford.

Call 800.542.6672 or
email kmanolas@ofdanet.org
for your FREE quote today!
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“There are two schools of thought when it comes to dealerships
and the products and services they offer,” says Jack King,
president and CFO of Elements IV, a Dayton, OH-based office
furniture dealership. “The first is to have a narrow focus and
own a particular segment or vertical market and the other is to
do absolutely everything. We subscribe to the latter.”

According to King, it is Elements’ philosophy of “Your Vision,
Our Mission” that has driven the company over the past 19
years to move beyond corporate sales to include the govern-
ment, K-12 and higher education, healthcare, sustainability
and institutional sales.

With 56 employees and two Ohio locations, the move into
these markets has been a carefully planned venture and has
garnered Elements a spot among Dayton’s “Fast 25” fastest
growing companies for the past two years.

“We looked at opportunities in segments that were cyclical and
worked hard to establish ourselves as a total source for
customers,” said King. “For example, corporate sales are down but
we are finding success in government, healthcare, and education...
particularly in technical training facilities and colleges.”

In response to the current economic conditions and a general
slowdown over the past two quarters, Elements sales staff has
picked up any slack by offering a variety of ancillary services
including project and move management, audits and
evaluations electrostatic painting, reupholstering, steam
cleaning, wood refinishing and fabric coating.

“Our customers are increasingly asking us to offer turnkey
solutions,” said Mark Williams, Elements IV vice president and
COO. “While we don’t have to do everything ourselves, we will
outsource, partner or align to achieve our mission.”

According to King and Williams, if you are one of those dealers
that didn’t plan for hard times, you’re not going to be able to
break into a vertical market now. Service is going to be the
place to find income to counter the decrease in furniture sales
until the market recovers. Managing cash on a weekly basis,
finding service partners and looking to new customers are key.

“What dealers are overlooking is that in the search for new
customers, they are not farming their existing customer base,”
said King. “An existing customer can be a new business
contact. Don’t forget that.”

Get the Word Out

“It's a general tendency that when times are tough, the first
thing that gets cut back is the marketing and advertising
budget,” said King. “While | believe the fat should be trimmed,
you can’t just turn out the light and go dark.”

“Right-size advertising; shrink it a little but keep advertising,”
said Williams. “Networking is even more important now and
we are out there, everywhere.”

According to King, between himself, Williams and CEO Kim
Duncan, Elements senior management attends networking
functions up to four times a week. “Chamber of Commerce
dinners, meetings, charitable events, we’re there,” said King.

While being there is fine, the opportunity to host can also be
an important networking tool. Just two years ago, Elements
made a huge investment in itself when it completely remodeled
it Dayton, OH facility to become LEED-CI Silver certified. “What
we put into the project will not only pay us back in the long run
through its efficiency,” said Williams. “But it pays us back
almost every day through the publicity it garners.”

Elements not only uses its conference areas to host events, it
makes its conference area available for use to many local
organizations for free. “Someone is always using the
conference room,” said King. “People come to use the facility,
but learn about sustainability and our products at the same
time. It’s a win-win scenario for everyone.”

Planning for success, exploring partnership opportunities, and
leaving no stone unturned when it comes to finding and
developing new business opportunities has helped Elements
IV to not only weather the storm, but plant the seeds for future
success.
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WorkingCapitalGycle

15 Ciritical Areas of Focus

Financial management is not merely managing dollars; it's
managing time. The faster the velocity (or revolutions) of your
working capital cycle, the better your cash position.

Keeping control of cash is absolutely critical in these
economic times. Dealer liquidity—cash—is tied prim-
arily to the number of days from when an order is

placed until payment.

| have observed elapsed time from an initial customer
order until the final deposit of funds ranging from 50
days (a revolution of seven times a year) to 150 days
(a revolution of only 2.5 times a year), and on some
major projects, even longer. That’s a difference of over

three months on your working capital—on your cash!

Accounts receivable, the subject of last month’s col-
umn, comprise a major portion of the working capital
cycle, but receivables are only one aspect. Other
important components of your liquidity are the order

lead time and work-in-process phases of the cycle.

The faster the cycle turns, the better your cash
position and the lower the level of assets required to

support your sales revenue.

Improving your cycle not only affects your balance
sheet, but also your income statement. A shorter
cycle turn means lower assets, which in turn lowers
carrying costs, handling and paperwork, waste,

collection expenses, and interest costs.

Identify cycle components
and your elapsed time

Compute how many times your working capital cycle
revolves in a year. Your cycle comprises three basic
areas of elapsed time—order lead time, work-in-
process time, and invoice/ payment time, with each
area having its own set of components.

Your first step is to identify and describe each comp-
onent in your dealership.

order lead time
v Initial customer order

v Placing the order with the manufacturer

work-in-process time
v Shipment by the manufacturer
v In-transit

v/ Payment to the manufacturer

v Receipt of product by the dealer
v Storing or staging of goods

v Delivery to the customer

v Installation

v Punch list completed

invoice/payment time

v Billing the customer

v Customer processing and invoice approval
v Funds transmitted to the dealer

v Deposit of funds

Bill Kuhn, principal of
William E. Kuhn &
Associates, is a noted
industry consultant, writer,
and speaker with over 35
years of industry
experience. He consults
with dealer principals and
their management teams
in areas of strategic
planning, leadership and
organizational
development, marketing,
financial management,
valuation and merger/
acquisition. For more
information, contact Bill by
phone 303-322-8233, fax
303-331-9032, or e-mail:
Billkuhn1@cs.com.

continued on page 20
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Once you have defined your components, compute—in
number of days—the average length of time of your cycle,
which means determining the average elapsed time within and
between in each of the cycle components. Other than
shipment by the manufacturer, these components are primarily
controlled by the dealer.

While the customer may delay payment, collection efforts, which
are controlled by the dealer, can shorten the elapsed time in
customer processing. Keep in mind that a delay in payment may
be a result of customer dissatisfaction for failure to complete
punch list requirements.

Fifteen steps to identify lags and determine
where improvements can be made

Each component in the cycle requires a thorough analysis to
identify where improvement can be made. The following 15
suggestions are based upon the lags | frequently observe in
reviewing dealer performance, which collectively can add up to
as much as 60 days of unnecessary elapsed (and costly) time.

7. Negotiate terms and conditions before the order is
entered, including customer deposits and progress
payments.

2. Ensure purchase orders are placed with the
manufacturer in a timely fashion.

J). Consistently follow up with the manufacturer in terms
of scheduled delivery.

. Have an in-transit procedure to track delivery from
manufacturer to dealer (or to customer).

j Once the product is received, do not allow too much
time to elapse for inspection, unpacking, filing freight
claims, and notifying the manufacturer of product
damage.

& Pay your manufacturers within terms, but hopefully
within their cash discount programs; losing the
advantage of cash discounts when you have the ability
to pay can be like throwing money away.

7 Do not allow internal manpower and operational
delays to result in storing of goods longer than
necessary, thus delaying delivery. If the additional time
in storage is due to the customer, bill for storage in
addition to scheduled progress payments.

S, Develop detailed scheduling, preparation for, and
management of installation.

9. Promptly finalize punch list items. Delays in
completing punch list items mean not only more
elapsed time, but customer dissatisfaction. Customers
may take as many as 45 to 70 days to pay while they
wait until the final punch list is completed.

70.

Bill promptly. Dealers all too often have internal delays
in the billing process.

7 7 On projects, attempt to receive a down-payment of
30% or more, with additional (progress) payments
around the time title passes and again at the time of
installation. Endeavor to receive as much as 90% of
payment by the time installation is complete.

2.

Follow up on collection efforts as described in last
month’s column.

7.

Do not allow policies or standard operating
procedures that slow your process to remain in
practice.

7.

Once you have determined where improvements can
be made, set goals to shorten the overall cycle by a
set number of days. Translate these savings in days
into dollar reductions and cash improvement.

/5.

Involve everyone in your organization—sales,
operations and office staff. They all play a part in your
working capital cycle. Your staff needs to understand
the importance of the cycle, the goals that are being
established and their role in that process. Train and
evaluate your people on how to successfully perform
their role within this important cycle.

It’s back to my first column in OFDealer, Weathering the Storm
with Speed, Skill, Flexibility. Speed—including the velocity of the
working capital cycle; Skill—how talented and knowledgeable
your staff is in managing accelerated cash flow; Flexibility—how
quickly you can react when there is a delay in any phase or
component of the cycle.

As for most dealers in this time of economic uncertainty, it is
essential to re-address the management of your working capital
cycle, thus improving its velocity and your cash position by
freeing up funds tied up in your cycle.
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Reaching

Key Decision Makers
in the Healthcare Market

When it comes to effectively selling to the healthcare market, the
dealer faces a myriad of different challenges. A clear focus and
commitment to the market; the ability to establish credibility and
differentiate your dealership from the competition; and an in-depth
understanding of your healthcare prospects and their specific needs

are just some of the requirements.

And once those challenges have been met successfully, negotiating the

By Robert J. Oosdyke

;
i
|

|
\
|
n

maze of gatekeepers and decision-makers in any prospect of size is a

daunting task in and of itself.

Here’s a brief overview of some of the players you can expect to encounter
as you work your way through that maze:

Materials Management / Purchasing / Supply Chain Management

These departments are sometimes ignored by
dealers, if it’s a hospital and a new customer,
this is the first stop.

Remember, the rules of the hospital are impor-
tant. This department has control of your PO
and can be a big hindrance to success if you
are on the outs here.

Many times this department has little to do with
furniture and your orders come from other
places. But it’s always good to have them
supporting you, as they are the ones placing
orders for the small projects which can ultim-
ately produce large volumes.

Also, they are continually ordering products in
small quantities and many of these orders go to
mail order houses or office supply distributors
via the phone.

Help them out; pick up these orders weekly in
this department, supply them and answer all
their questions in a timely fashion (this alone can
differentiate you). Take care of their every need
and you will be rewarded in most cases.

It is important that Materials Management
understands your company and realizes you are
sincerely interested in healthcare and becoming
a partner of theirs.

You must show you have a unique business and
are not in healthcare for just quick orders. You
are there for them and will support them, long
term. Few dealers actually apply this technique.
Most are looking for an order today or to work
on a specific project and then go elsewhere. In
the Materials Management Department, the
goal should be a long term relationship.

Robert J. Oosdyke is president
of Health Care Furnishings, Inc.
(HCFI), a healthcare consulting
firm that assists dealers and
manufacturers in penetrating
the healthcare marketplace
with strategic plans, marketing
strategies, and complete
differentiation from
competitors. His 25 years of
medical product consulting can
now benefit the furniture
dealer. If you want more
information on HCFI's exclusive
territory rights to develop the
healthcare market for elite
medical products and furniture,

contact boosdyke@hcfi.net,
949.480.2379. www.hcfi.net

continued on page 23
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Engineering is primarily interested in the quality and service after the sale
although, sometimes this department performs evaluations of products from a very
technical standpoint and the hospital relies on them heavily in many cases.

A dealer in Cleveland recently told me they secured a large order for refrigerators,
with good margins, from Facilities and Engineering. Who would have thought that
would happen? This dealer served as the integrator for Engineering on this
particular order. The customer knew they could get refrigerators for less
somewhere else, but that was not the driving force; they wanted to give the order
to the dealer as a thank you for their support.

This department really appreciates a company who takes care of repairs of the
items you have sold them. Few dealers, if any, do this for engineering without being
asked. They appreciate your support and can be very loyal. The fact is, customers
are doing more with fewer staff and often welcome assistance in many different
areas. Do not limit yourself to just furniture.

Facility Directors or Managers can be involved in virtually all
construction or facility moving projects, including the hiring of A&D resources and
similar support.

The Construction Department sometimes has its own buyers and
the name alone depicts what they do within healthcare facilities. It is very important
they understand your company’s total capabilities, especially if you are an
integrated dealer and can handle IT projects, HVAC, carpeting and all other areas.

Administration might champion your initiative if presented correctly. They
are big on standards programs and overall management of facilities. The ability to
assist in reducing overall costs makes Administration take notice. They are not
involved in the day-to-day items but are watching all aspects of a facility.

In your first meeting, approach them with a corporate capabilities program and
leave the specifics of the products behind. It’s a good idea for your CEO to be
involved with this type of meeting.

Many facilities have an Ergonomic Committee and getting to the
Committee Chair can be very beneficial to a furniture dealer for many projects or
sales. Obviously, Ergonomics is the sweet spot of many furniture dealers and this
committee can also be beneficial to your success.

The Chief Nurse Executive (CNE) or the Director of
Nursing (DON) is a wonderful ally for nurses’ stations, electronic medical
records, patient room items and more. They are a critical part of a hospital and
carry influence.

Department Managers of floors and units (Emergency Department, IT,
etc.) can also be a wonderful target. They have budgets and know what they want
and you can offer help in determining their needs.

A&D is so very important. When an A&D firm that focuses in healthcare gets to
know what you do at your dealership, they will become very supportive, especially
when you can provide other products that can add to their value with their
customer.

continued on page 24
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A differentiated dealer, who can provide real value to A&D, has
a tremendous opportunity. While there are many items they can
specify, there are many more that they would if they just knew
you could supply them.

Finally, the Marketing Department knows exactly what
the entire facility goals are and what the focus is for differentiating
their facility. They know when outpatient surgery is going to build
a new center. They understand that their facility needs to be
friendlier, more appealing and be able to be marketed...that is their
goal. You can provide them the image they might be looking for
and they can guide you to the right people who will listen to your

“pitch.” This department can really be helpful; especially if you
understand the economics of healthcare and what is driving
decisions for specific facilities or departments.

In conclusion, the statement, “If you have seen one hospital, you
have seen one hospital” is very true. While not all operate
identically, they are similar in most respects. Get involved with them

and you will become an expert very quickly with their operations.

And, while some healthcare projects have slowed or stopped
recently, most dealers report that furnishings are still being
acquired and healthcare business is moving ahead. If there was
ever a time to get into healthcare, it is NOW!

Looking for Fast Relief?

Office Furniture Dealers Alliance (OFDA), THE industry association

for dealers and their key business partners, is your one-stop source for:
. © L =

AL

Office Furniture Dealers Alliance

® Management education programs for company principals,
sales and operations managers

® Industry-leading financial and operations benchmarking

® Online forums for member networking, product and
best practice exchanges

@ Practical web-based training, webinars and other online
resources for employees

® Scholarships and Group Insurance programs for families
of member company employees

® Special member pricing on other valuable business services

800.542.6672 %z www.ofdanet.org
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Genghis Khan's approach to world domination was based on a series of warrior
management traits—operating tenets that formed the foundation for his success.
Not surprisingly, these same traits can be used to achieve your business success.

Adapt to the ever-changing environment

A large furniture dealer contemplated his strategic
initiatives for the coming year, a year marked with
the lowest revenue expectations in a generation.
His managers, filled with bravado, sought to
better their peers by offering measurable
objectives for the year that were totally outlandish
given current market conditions.

After boasts of 10, 25 and 100% growth were
offered as targets for the year, a quiet voice of
reason came from the back of the room, “| just
hope we don’t go out of business.”

The room became hushed and the reality of the
market environment was realized. Survival, not
growth, was the objective for the year.

Like Genghis Khan discovered, there are some
things out of your control. For example, the
weather was an uncontrollable aspect that had a
direct impact on Khan’s battle plans. Instead of
fighting what he could not control, he used his
knowledge of the weather to complement his
strategies (i.e., only attack China in the fall when
the low humidity is ideal for bowstring tension
making arrow flight more accurate). He chose to
embrace, not fight, those variables he could
not change.

Focus on achieving one objective at a time

Businesses constantly wrestle with the issues of
adding employees, implementing new pricing
structures, upgrading technology and a myriad of
other changes.

Strategic plans are dutifully dusted off each year
and revised to add the industry
objectives. Once completed, the strategic plan is
once again set back on the bookshelf—to be
ignored for another year. The reason: Strategic
plans are long on content but short on
“implementabilty.” In most cases, there are too

“newest”

many facets to change simultaneously which
leads to no implementation at all.

Genghis Khan followed the premise of achieving
one objective at a time. With limited warrior
resources, it didn’t make practical sense to send
fragments of legions into multiple battles
simultaneously. Using only partial resources to
fight, the natural outcome would be a huge loss
of personnel with little if any progress to show for
their efforts. It was better to utilize his resources
to conquer one enemy at a time, ensuring
success as well as protecting resources for the
next conquering initiative.

Warrior
anagement

By Brad Dawson

Brad Dawson is the managing
director of LTV Dynamics and
has over 28 years of
management consulting
experience. He is a frequent
lecturer to international
entrepreneurial businesses
and serves as a contributing
writer to several national

and international business
and leadership magazines.

To find out about the other 17
warrior management traits,
contact him at
BLDawson@LTVdynamics.com

continued on page 26
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Share the Spoils

A mid-sized furniture dealer wrestled to implement a
performance-based compensation system. The problem wasn’t
with the system, but the insecurities of the owner who believed
that every employee should be limited as to the amount of
compensation they could earn, regardless of their contribution.

What the dealer failed to realize was that by providing unlimited
upside incentives to a high performer, he ensured a greater value
return to the company as a whole.

Genghis Khan believed in sharing the spoils with his troops.
When a region was overrun, the troops shared in the bounty.
There was no plan indicating that any individual could only have
a “capped” amount of compensation.

Under the dealer’s philosophy, the warrior troops would
probably have sat around contemplating the value of battle,
especially for those that had already received their total
compensation for the year!

Speed of Execution

Small businesses share a trait that larger businesses have
difficulty emulating—speed of execution. Many small firms pride

themselves on being flexible, nimble and able to leverage market
opportunities quickly.

Larger corporations, because of their bureaucracy, often fall prey
to “analysis paralysis” and are beaten to market by smaller
competitors. Once in the market, the smaller firms are able to
gather market share quickly, putting the larger firms at a
disadvantage.

Genghis Khan recognized that opportunity is fleeting. Infinite
patience is necessary to ensure that all the attributes for success
are in place prior to leading an offensive charge. And, once in
place, the window of opportunity is small, necessitating quick
action. Much of his success was based on his speed of
execution —to immediately act when all the pieces fell into place.

In fairness, the history of Genghis Khan portrays a brutal
individual. But, beyond the savagery of his methods, he
employed an effective framework that continues to be emulated
today by successful businesses.

As a business leader, you're in a position to effectively implement
many of the warrior management traits. Will you continue to
follow the “lessons” learned through traditional business
methods or are you ready to implement the “way of the warrior?”

KEYS & LOCK CORES

OVERNIGHT!

=0

Easy online ordering 24/7/365 for
most office furniture manufacturers

We cut, stamp & ship your keys
the same business day

Keys arrive in the mail, overnight
by 10am anywhere in the USA

An efficient and cost effective

to manage
all your key orders.

easykeys.com

| 877.839.5390 |

easykeys

How Does Your Dealership Compare?

Compare your company’s financial performance to the
industry’s best players by participating in the OFDA’s free online

Dealer Financial Comparison
& Benchmarking Guide Survey

Participating dealers can compare revenue & expense
structure, and profitability with:

(+« Top 10% of most profitable dealers

@ Dealers with comparable total revenues
(.« Dealers in markets of similar size

¢« Aligned vs. non-aligned dealers

(« Dealers with equivalent service revenue shares

And, receive a FREE custom report aligning your data with
relevant benchmarks for easy use in improving performance!

To participate, click this ad or call 800.542.6672
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We May Be,Iin a

Recession
But You Can Still

Refuse to Participate

By now, there’s little doubt that our industry, at all levels, is
facing some of the most challenging business conditions that
we’ve seen in a long time. And even though last month brought
some encouraging signs that the economy as a whole may
finally be bottoming out, office furniture typically tends to lag
general trends in the business cycle and that means things could
well stay ugly for a good while yet.

But that does not mean our only option is to grit our teeth and
take our punishment.

At InstalINET, we provide outsourced installation services to
literally hundreds of dealers across the country and we see many
who have decided they simply aren’t going to participate in the
current downturn. Instead, they are moving aggressively to
strengthen their business and grow sales and profits, even in
these tough times.

In many cases, they’re doing it by focusing on the fundamentals
of effective dealer operations, in particular the “Five C’s”:

Customers. The successful dealers we see are seeking out new
opportunities to deepen relationships with existing companies
and recognize that the company that yields the highest ROl from
its customers wins. That means using furniture-related services
to maintain and strengthen ties with customers who aren’t
buying any new product right now and putting more emphasis
on networking activities with key customer organizations like
IFMA, IIDA, etc.

Cash. They’ve adopted a “Cash is king” approach to their
business, diligently managing receivables and making upfront
deposits mandatory on projects of any size.

Cost Structure. They’ve adopted a new ruthlessness when it
comes to the expense side of the business. There are no sacred

Last

daleewing

CEOQO, InstallNET International

cows anymore and any activity or expenditures that aren’t
mission-critical and that don’t add value are prime candidates
for elimination.

Credit. We see the best dealers giving increased attention to
their friendly banker and preparing realistic cash flow forecasts,
so they can be sure an adequate line of credit will be there when
they need it, instead of waiting until the last minute. They’re also
open to at least considering non-traditional credit options such
as factoring receivables if necessary.

Collections. See point Number Two. They’re billing promptly and
accurately and keeping close contact with customers, so that
they can anticipate potential problems before they become too
serious.

We also see dealers using the recession to strengthen their
business in other ways. For some, it’s a time to take a long, hard
look at their current technology and identify areas where it needs
updating or enhancing. For others, it’s an opportunity to hire
experienced, high quality industry veterans from other
companies that are not weathering the storm so well.

Good dealers are also taking advantage of tough times to
strengthen morale internally, by reaching out to their people,
keeping them informed on the state of the business and seeking
suggestions from them on ways to become stronger and more
profitable. And, they’re working more closely with their key
business partners than ever, to maximize the value and efficiency
of the relationship and build synergies wherever possible.

Certainly, today’s tough business challenges are no fun for any
of us. But we all have the choice not to participate in the
downturn. Many dealers have made that choice and are reaping
the benefits today, so that when better business conditions
return—as we know they will—they will be well positioned to
make the most of them.
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