











Creating and Sustaining a
Profit Gulture in Your Business

By Libby Wagner

This new year already shows signs of improvement
from the past two, which have been challenging for
many companies and organizations.

continued on page 11
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COVGI’ SJ[OI’y continued from page 10

Certainly, in the office furniture industry, |
have seen clients reassess their business
models, rejuvenate their sales teams, and
reconsider operations.

That’s the gift of a challenging economy,
actually, because it forces leaders to pay
close attention and let go of those prac-
tices or ideas that haven’t really been
working for them in the past.

In reality, a challenging economy is the
best time to differentiate yourself from the
competition because you are forced to get
really clear about what’s working and
what’s not.

For many, revenues and profits have suf-
fered, some customers have simply gone
away or budgets have been slashed. The
business terrain feels different—where
perhaps you might have had a clear line of
sight to the end goal before, this new ter-

You
create a
Profit
Culture

You develop stronger
relationships based on trust &
personal power

ritory seems more rugged, with suspect
weather conditions.

In business, it’s not just about hunkering
down in the trenches and waiting for the
storm to blow over. Instead, it’s about re-
silience, skill and frankly, having the right
gear.

If we waited for sunny days to get out,
we’d never go out. You cannot wait for the
sun to change or grow your business;
you’ve got to get out there now! You can
create your own organizational weather,
regardless of whether it’s snowing and
blowing outside.

In the December 2010 issue of OFDealer
(“You Can’t Look Forward Until You Look
Back,” pages 17-18), we discussed the
characteristics of a profit culture, one that
supports your business goals, reaches
your revenue targets and generates cus-

—

You are able to gain commitment to
shared vision/goals

You use language & tools to get what you want
while increasing trust & decreasing defensiveness

You consistently deliver high levels of the Core Dimensions
Respect — Empathy — Specificity — Genuineness
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tomer delight and employee satisfaction.

This profit culture, which is an internal
measurement of how you are supporting
the results you want, is not just some nice-
to-have pipe-dream. It’s essential if you
want to develop the sort of resilience that
will carry you through any sort of weather.

One of the mistakes | see leaders make
over and over is thinking that if they focus
solely on the bottom line, it will grow just
out of their sheer determination.

In reality, whether you make it to the top of
the mountain this year and reach the im-
portant goals you’ve set will be deter-
mined by how prepared you and your
organization are for the journey ahead.
Your culture (your inside weather) is in di-
rect correlation to the results you will reap
come December.

Profit Culture
Pyramid

In the Profit Culture Pyramid, you’ll notice
that there are five levels to get you to the
top of the mountain where your Profit Cul-
ture—your results—reside.

The trek up the hill does not have to be
arduous, long or require extra oxygen, but
it does have to be steady and disciplined.

You, as the leader, must be purposeful
and clear and you must lead the way to
the top. You can do this by cultivating an
intentional business culture so that every-
one is suited up and ready to go.

continued on page 12
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COV@I’ StOry continued from page 11

Your
Organization
Goals

Let’s examine each level of the Profit
Culture Pyramid so that you can assess
where you are now, identify the
strengths you have and determine what
you might need to get you to the top
more quickly.

You use language & tools to get what you want
while increasing trust & decreasing defensiveness

You
create a

Profit
Culture

You develop stronger
relationships based on trust &
personal power

You are able to gain commitment to
shared vision/goals

You consistently deliver high levels of the Core Dimensions
Respect — Empathy — Specificity — Genuineness

Level 1: Foundations for Success

You consistently deliver high levels of the Core Dimensions: Re-
spect, Empathy, Specificity and Genuineness.

This is about behaviors—everyone, all the time. The biggest risk
to you as a leader is that you’ll blow right by this level and think
it’s a no-brainer. Everyone knows that a workplace should have
respect or some kind of listening (Empathy), right?

It’s so simple it almost seems elementary, but the real question is
this: Are you doing it consistently?

If you’re not getting the results you want in your organization,
whether it’s high performance, customer satisfaction and repeat
business or business innovation, this is the very place you need
to look first.

How people are communicating, interacting, solving problems,
dealing with conflict, responding to customers —all of these small
wins and losses are dependent upon whether these high-trust be-
haviors are consistently delivered, noticed and rewarded. Simple,
but not easy.
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Level 2: Influencing with Integrity and
Confronting without Conflict

You use language and tools to get what you want, while increas-
ing trust and decreasing defensiveness.

Believe it or not, you are not having conversations about your
business. You are not having conversations about why that install
went totally wrong. You are not having conversations about im-
proving margin erosion or targeting new markets.

The business is the conversation, just as the bad install, margin
erosion or emerging markets are the conversations.

| know it may sound like semantic gymnastics, but the real issue
is this: Your use of language, your team’s ability to get on the
same page, your increasing efficiencies and effectiveness are all
tied directly to how you are engaging in the conversation about
these topics.

The more courageous the conversations, the more successful
your business will be. The less effective your interpersonal skills,
your management skills, your confrontation skills, the less money

continued on page 13
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you will make, the less happy your customers will be and the
more your employees will leave or cause problems.

Level 3: All for One

You are able to gain commitments to shared vision and goals.

You know you have commitment to the results you want if people
are consistently demonstrating behaviors that support those
goals.

If employees are side-tracked, creating work-arounds or even
sabotaging efforts to reach the desired vision, you do not have
commitment.

It’s even tricky when people say they are committed, but their behav-
iors contradict this, which causes confusion and dissention.

You cannot leave this up to chance. Everyone in the organization
needs to know where they are, what their role is and how their
performance will be measured.

They need to know what excellence looks like, they need regular
feedback, both positive and constructive and you need to deliver
the message, consistently and endlessly.

If they’re not mocking you, you haven’t said it enough! Creating
a team agreement and/or clearing the swamp of obstacles to high
levels of performance, productivity and high morale helps every-
one stay roped up on the journey to the top.

Level 4: Cultivate Commitment vs. Compliance

You have developed strong relationships based on trust and per-
sonal power.

Would you like less stress associated with your leadership role?
Would you like a work-free weekend or a Blackberry-free dinner
out?

Less stress and a more balanced work life can happen if you have
created and cultivated a culture of commitment rather than a cul-
ture of compliance.

The bottom line is this: When you’re not around, when you’re not
looking over someone’s shoulder, how confident are you that they
are doing the right thing or the thing you’d do for your business
success?

FEBRUARY 2011

OFDEALER

We know we have the loyalty and commitment of our employees
because we’ve created the types of relationships where they do
what’s right even when we’re not around, because they feel a
sense of ownership and pride.

When we have a compliance culture, we must incessantly follow-
up, go over, double-check and direct.

Team members wait for us to tell them what to do, and the worst
part is that we enable them to be that way. This is costly and ul-
timately ineffective. Relationships matter. They impact your bot-
tom line.

Level 5: Creativity, Innovation, Results!

You are continuing to become a more effective influencer culti-
vating the environment for your Profit Culture.

Your results are here. You’ve clearly articulated your vision, you’ve
gotten others to follow you, you’ve created a path and a method
to climb the mountain, and you’re prepared for any weather.

You've got the right gear and the right attitudes, no matter the cli-
mate or conditions. You’ve developed resilience on the way up.
You've assessed and learned from your successes and your failures.

You’ve got high levels of trust so that you can reinvent, renew and
stake your claim on the next peak.

Let this year be the year that you cultivate exactly the Profit Cul-
ture you want, no matter the weather outside: resilient, abundant,
sustainable and fun!

Libby Wagner, president of Libby Wagner & Associ-
ates, is one of the only poets regularly welcomed
into the boardroom. Often called the The Influencing
Coach™ by her clients, Libby's expertise in leader-
ship, strategy, management, and executive team
development helps organizations create environ-
ments where clarity and increased trust lead to unrivaled results.
Have questions about Profit Cultures, defining your Leadership Voice
or creating a stronger team? Contact Libby Wagner at 206-906-9203

or libby@libbywagner.com.

PAGE 13


mailto:libby@libbywagner.com

FEBRUARY 2011

COVGF Case StUdy continued from page 13

PROFIT CULTURE:
Does this really work?

Apex Facility Resources, a full-service dealer located in Seat-
tle, Washington, really wants a Profit Culture! In fact, recently,
president Marlaine McCauley and VP Matt Watson hosted a
fun-filled Profit Culture Launch Party where employees ate,
drank, practiced rusty bowling skills and toasted to the suc-
cess of 2010—and their company-wide bonuses—at a time
when industry revenues were down 40% in the past two
years.

Not at Apex: Their revenues were up over 90% in 2010 and
profits rose 60%. Sounds too good to be true? Read on!

In 2007, Apex, now celebrating its 14th year in business, was
recognized as one of the Top 100 Fastest Growing Compa-
nies in Washington.

As often happens with entrepreneurial businesses, Apex
could no longer lead and differentiate themselves by gather-
ing everyone in the company around the conference table.
They had become too big, and like many businesses, had not
had a chance to put into place systems and processes that
could help them move to the next level of success.

They were experiencing the pains of growth: expensive
turnover of employees, margin erosion, lack of leadership
skills among managers and supervisors, struggles with
work/life balance, high stress, inconsistent or low perform-
ance, lack of focus, lack of trust among some employees and
team members and inconsistent recognition and reward for
good work.

They were getting the job done and steadily building their
business, but at great cost.

What did Apex do, in a down economy, to create such amaz-
ing results? First, we began work at the top.

A defining characteristic of a Profit Culture leader is that he
or she must be willing to self-assess, redirect, and demon-
strate their own vulnerability. In other words, they must be
willing to change, too.

Marlaine is the epitome of “leading from the front” —she com-
mitted to her own development, made changes in her behav-
ior, was willing to have the courageous conversations and
created the right kind of atmosphere to create change.

At Level 1, Foundations for Success, Apex committed time,
energy and resources to identifying “The Apex Way,” defined
it behaviorally and aligned it with their Management Team
Agreement and The Core Dimensions: Respect, Empathy,
Specificity and Genuineness.

The whole management team was not only expected to be
on board, they were encouraged and recognized for progress
and development.

Marlaine worked consistently and directly with me as her ex-
ecutive coach so she could get honest, high-accountability
feedback to keep herself on track for the promises she made
to her team.

At Level 2, Influencing with Integrity and Confronting without
Conflict, Apex invested in skill building and training for the
whole organization, so that everyone gained the communica-
tion and interpersonal skills, led by their managers, to resolve
issues quickly, be respectful in dealing with conflict and in-
crease specificity to ensure success.

At Level 3, All for One, Apex managers meet regularly to not
only share real-time issues, but also to make sure they are on
track to “keeping their promises” to each other and to their
employees.

They Clear the Swamp regularly to identify obstacles, poten-
tial pitfalls, and keep a laser focus on important initiatives.

At Level 4, Cultivate Commitment versus Compliance, Apex
worked hard to clearly articulate performance expectations,
take time for one-on-ones with employees, offered feedback
and recognition regularly and began improving their delega-
tion skills to even out the workload and improve employee
development.

At Level 5: Creativity, Innovation, Results!, the 2010 numbers
(+90% increase in revenues and 60% increase in profits)
show the results of a team that has transformed itself and is
committed to their long-term investment in a Profit Culture.

The Apex management team is measuring success, getting
clear on their data and investing in their people. They also
commit and re-commit to the practices that will keep them
on top, growing, evolving and reaping the rewards.
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The Perfect Storm#
For Estate Planning®
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The Tinie to Act'ls Now

When it comes to estate
planning, we are currently
experiencing a “perfect
storm” situation that
represents the best
opportunity on record to
save literally millions of
dollars in ultimate estate
taxes for wealthy families.

Three factors are combining to make the current,
highly favorable environment: Interest rates remain at
all-time lows; asset values remain depressed, espe-
cially in real estate, and the Tax Relief, Unemployment
Insurance Authorization and Job Creation Act of 2010
signed by President Obama in December 2010 allows
for the shifting of assets on a scale never before seen
in the 94 years of the modern estate tax regime.

| will explain below the importance of this “perfect
storm” but first a quick review of the tax relief act is
in order.
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By J. Kyle DeVries

The act caps the estate tax rate at 35% and allows
for an exemption from estate taxes of the first $5 mil-
lion of estate value.

These rates and exemptions also apply to the gener-
ation skipping tax. This means that married couples
with estates of less than $10 million will incur no es-
tate taxes whatsoever. This compares to prior law in
2009 (before repeal in 2010), when the top estate tax
rate was 45% and the exemption was $3.5 million.

If the act had not become law, the rate would now be
55%, with an exemption of just $675,000. The new
law will allow many families to escape the estate tax
altogether or lower taxes significantly for those with
estates greater than $5 million (or $10 million for mar-
ried couples).

Another benefit of the new law is “portability” of the
exemption. This allows a surviving spouse to utilize
any unused exemption of the predeceased spouse.

For example, if the husband predeceased his wife
and had only $2 million of assets in his estate at the
time, the surviving spouse will be able to use an $8
million exemption (her $5 million plus his unused $3
million).

Under prior law, the amount would have been limited
to the surviving spouse’s $5 million exemption.

continued on page 17
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Perhaps the biggest benefit of the law is
the reunification of estate and gift taxes.
Prior law fixed the lifetime exemption for
gifting at $1 million, even though the death
exemption was larger ($3.5 million in
2009).

The act reunifies the gift exemption with
the death exemption of $5 million. This
means both a husband and wife could
transfer by gift up to $10 million of assets
during their lifetimes as opposed to just $2
million under prior law.

This is a tremendous opportunity to shift
significant assets out of the estate, forever
shielding the growth on the gifted assets
from estate taxes. (You also have an an-
nual exclusion gift of $13,000 per benefi-
ciary per year available in addition to the
gift exemption of $5 million. This is a “use
it or lose it” exclusion so it should be uti-
lized each year, if possible.)

md

Magnuson Group

Magnuson Group

As good as this news is the act will only
last through 2012, after which time the es-
tate taxes will revert to pre-2001 law (55%
rate and $675,000 exemption) unless a
new law is passed before then.

That is why it is so important to implement
a gifting strategy during the next two years
that will maximize the amount of future es-
tate tax savings.

Even though the law will change by 2013,
any gifting done prior to a change in the
law will be grandfathered. Uncle Sam can-
not unwind the gifts made under current
law.

Why would you want to make gifts up to
$10 million if you are a wealthy family and
can afford to do so?

The best way to beat Uncle Sam in the es-
tate tax game is to transfer assets from
yourself to your children or more likely to

Offers Outstanding

Opportunities for
Add-On Sales

Standards programs.

Project finishing touches.

Everyday needs.

MEGA RAK®

® Holds 72 to 144 coats, hanger and hook models
® Folds up compactly to store in a 19” x 26” space

® Made in the USA

trusts for your children’s benefit.

The reason for this is best shown by ex-
ample. Assume you own a portfolio of real
estate that is worth $10 million. Also, as-
sume the portfolio will grow at an average
of 6% per year over a 20-year period when
the death of the second spouse is as-
sumed and the estate tax is due.

If you retain the real estate in the future, it
will ultimately be taxed in your estate at
what we will assume is 35% (the rate
could be more or less when they change
the law by 2013).

The projected value of the real estate
would be $32,071,000 in 20 years with an
estate tax of $11,225,000.

How that estate tax is paid without selling
or refinancing the real estate will be the
subject of a future article; however, the net

continued on page 18

Maximum
capacity,
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space
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to the heirs would be just under $21 million
in the above example.

If instead, you transfer the real estate to a
special trust benefiting your heirs then all
the appreciation from the date of transfer
would inure to the trust and would not be
included in your estate.

Based on the assumptions above, in 20
years the appreciation on the real estate of
$22,071,000 would be removed from your
estate, saving over $7,700,000 in estate
taxes at a 35% rate and netting the heirs
almost $29 million versus $21 million if you
did not transfer the asset.

There are techniques to leverage the $5
million exemption to enhance the estate
tax savings even further. These include
Grantor Retained Annuity Trusts (GRATS),
sales to defective trusts (IDITs), financed
net gift transactions and other techniques

How Satisfied

The Annual OFDA Dealer Manufacturer
Satisfaction Index (DMSI) survey is your
opportunity to evaluate the products,
policies, service and support of your
manufacturer business partners to
improve dealer-manufacturer relations.

Strictly confidential and open to all
dealers, evaluate up to four of your
primary suppliers in six key categories:
training, product lines, service and
support, sales and marketing,
management, and technology.

Top ranked manufacturers will be receive
OFDA Dealers’ Choice Awards
at the June NeoCon show in Chicago.

As a thank you for participating, you’ll

receive a FREE copy of the final report
S0 you can compare your suppliers with
others in the industry.

Click this ad for a Link Directly to
the DMSI Survey or call 800.542.6672.
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| will cover in future articles.

These techniques use much less of your
gifting exemption for each dollar of asset
transferred and work best in a lower inter-
est rate environment.

The current low interest rates coupled with
the fact that most assets, including busi-
nesses and real estate, have decreased in
value since 2006 and the opportunity the
act gives to transfer tremendous value
complete the “perfect storm” opportunity.

So NOW is the time to explore whether or
not a gifting program should be executed
and to what extent. The “perfect storm”
will not last forever. The act will last only
for two years if not amended beforehand;
interest rates will start to rise at some
point; and asset values will most likely in-
crease soon from their current lows.

Don’t be behind the eight ball and lose this
fantastic opportunity to beat Uncle Sam at
the estate tax game. Meet with an advisor
who specializes in gifting and estate taxes
as soon as possible to assist you in formu-
lating the best plan for you and your family.

Kyle is an estate and

business succession

planner in Westlake Vil-

lage, CA. His goal is to

assist his clients in

transitioning their
legacy to their heirs in accordance with
their wishes, while minimizing estate and
gift taxes and ensuring sufficient liquidity
for a seamless transition. Contact Kyle at
805-379-5510, kyle@devriesfinancial.com
or www.devriesfinancial.com

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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meets

flunction
N Montreal

By Alicia Ellis

When Haworth dealer Marisa DelBello, president of CIME Business En-
vironments in Montreal, was asked to collaborate on office interiors for
the new home of NFOE et associés architectes, one of Montreal’s old-
est and largest architectural firms, her ability to help create a modern,
functional space in one of Montreal’s oldest buildings was put to the
test.

NFOE’s new home would be located on the ground and first floors of
the recently renovated New York Life Building in Old Town Montreal.
Built in 1888 in the Place d’Armes square, which contains the Notre-
Dame Basilica, the building was Montreal’s first high rise.

Eight stories high, the building is known for its red sandstone frontage,
wrought-iron entrance and clock tower. Although renovated in 2005,
the building maintains much of the original architectural details, includ-
ing Corinthian columns, ornate capitals and the original central stair-
case.

The client was seeking a minimalist desking solution with pure clean
lines to act as a backdrop for the rich architectural details of the space.
They wanted collaborative work environments that supported group in-
teraction while also providing the opportunity for individual thought and
reflection.

They needed customized work surface sizes and storage solutions to
support the unique work requirements of architectural firms. Most im-
portantly, they needed a desking system that was able to achieve max-
imum space efficiency for the 11,400 square feet of open space with
very few semi-closed offices.

continued on page 20
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form meets function:

continued from page 19

Working closely with Masa Fukushima and Rafie
Sossanpour , two of the partners at NFOE, Del-
Bello and account manager Francine Grenier col-
laborated on a white-on-white color palate that
blended form with function while highlighting the
unique architectural features of the building itself.

“One of the most exciting European trends to
come to North America has been the idea of col-
laborative environments,” said DelBello. “That
said, many European office furniture manufactur-
ers have visually appealing products but cable
management and electrical integration often
bring serious time and adaptability issues.”

Hoping to find a solution, DelBello attended Neo-
Con World’s Trade Fair this past June and was in-
troduced to Group Lacasse’s new Collaborative
& Innovative Teaming Environments (C.I.T.E.)
products.

“C.L.T.E had a very European look and was intel-
ligent in the way the design and electrical engi-
neering was created,” said DelBello, who worked
with Groupe Lacasse to put together a proposal
and showcase a mockup of the solution for
NFOE in their Montreal showroom.

“The client was thrilled with the proposal, which
included 60 desking workstations, lunchroom
seating, Haworth Planes solutions for two con-
ference/meeting areas and customized book-
cases, work surfaces and storage solutions.”

“Groupe Lacasse was very helpful with the cus-
tomized solutions that were necessary for storing
and laying out architectural plans,” said Grenier.
“Oversized work surfaces and storage solutions
were developed to accommodate architectural
drawings and make the storage conveniently ac-
cessible from both sides.”

Installation took less than one week and with
cable management made easy by an inter-con-
nective trough running through the back of each
workstation.

“Nothing is more important for CIME than to cre-
ate spaces that perform beautifully and adapt to
the needs of our customer,” said DelBello. “Over-
all, the aesthetics of the product complement the
airiness of the soaring architectural studio and
deliver the functional attributes necessary to sup-
port the working environment.”
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Analytics

By Jason Kirby

Why spend all that time and money on
creating a fancy new web site if you can’t
even tell if people will visit it, much less
convert into a customer?

Your web site is not a black hole nor is it a
static environment; the time and money you
put into your site are the platform for
finding and targeting and obtaining your
ideal customers.

Customers rarely mention problems they encounter while on
your web site. The only way to know what kind of online expe-
rience you are providing visitors is to review and interpret your
web site’s data.

Welcome to Google Analytics, a free tool available to all specif-
ically designed to:

W Track how many people are coming to your web site and
how they found your web site.

B Track what product or service pages visitors spend their
time on to eliminate ineffective pages and promote your best
pages (those that result in a customer).

continued on page 22
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H Instantly review reports on your high-
est performing marketing initiatives; over
time, refine your strategy to increase ef-
ficiency (save time and money) and vis-
itor conversion (when a web site visitor
becomes a customer).

The information Google Analytics gathers
from your web site can tell you how to
spend your time and money moving for-
ward.

Understand your potential prospects’ pri-
orities which will in turn allow you to prior-
itize more effectively. By tracking the
performance of your web site you will arm
yourself with data which you can harness
to make better business decisions.

Gathering this data is painless. Google An-
alytics, a free and robust web site analytics
tool, tracks every piece of data you could
ever want and more.

Simply sign up at www.google.com/analytics,

register for your free account, and then cut
and paste the provided JavaScript code
onto every page of your web site (or use
the art of outsourcing—e-mail it to your
web developer for a quick fix).

Once the code appears on every page of
your web site you will automatically start
collecting data.

Data collected ranges from number of
unique visitors, number of page views (and
a comparison across pages), time visitors
spend on each page, how people found
your web site, the geographical location of
your visitors, what search keywords bring
visitors to your web site, the path visitors
take from page-to-page across your web
site and much more.

Most of the data is not initially statistically
significant; wait one to three months of
data prior to taking action on any one
piece of information.

During the first months you should still mon-
itor your analytics weekly to see what traffic
sources are sending people to your site.

Although it is a narrow slice of data, this can
tell you if any of your current marketing ef-
forts are delivering web site visitors and, in
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turn, customers, or if recipients of your e-
mail campaigns are visiting your site.

This can also be an ideal time to get a
grasp of the path visitors take on your site.
Begin to formulate questions for use when
you have a full data set off which to make
decisions.

When you login to Analytics you may be
overwhelmed with the quantity of num-
bers, charts, and the terminology. As is
true with most data analytics, pick the
“low-hanging fruit.”

What are the key terms and figures for you
to know? The top five pieces of data most
important to you as a dealer are bounce
rate, number of unique visitors, top landing
pages, top keywords and top traffic
sources.

Bounce Rate

This is the percentage of visitors who land
on a particular page on your site and leave
immediately without navigating to other
pages. As you can guess, the lower the
number the better.

A high bounce rate means visitors are
coming to your site and quickly leaving be-
cause they are unable to find the informa-
tion they seek.

More broadly, this lets you know which
pages are ineffective in meeting your visi-
tors’ needs.

Number of Unique Visitors

This measures the total number of visitors
coming to your site for the first time. Com-
pare this number to the number of unique
visitors you had last month, two months
ago and so on. The goal is to see this
number gradually rise, indicating more
people are finding your web site.

Top Landing Pages

This lists the pages visitors first land on
when they enter your site. It is your chance
to make your first impression.
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Typically your top landing page is your
homepage, however you may have people
landing on product specific or product cat-
egory pages.

This information is important to know be-
cause it tells you where you have an op-
portunity to optimize your first impressions
(or maybe last impressions).

You want to make sure these pages are
designed to engage your visitors to either
keep them on your site or encourage them
to pick up their phone to inquire further.

Top Keywords

This helps you determine what search
terms people are using to find your site
(versus what you think they are searching
for which can often be vastly—and sur-
prisingly--different).

Understand what content on your site you
need to move or change to make pages
more relevant to what your visitors seek.
See the case study below to learn how this
facet of Google Analytics impacted an of-
fice furniture dealer’s bottom line.

Top Traffic Sources

This shows you what web sites refer visi-
tors to your web site. Consider referring
web sites a referral from another company;
their function is the same, although one is
online and the other offline.

This list of referral sites will tell you what
search engines visitors are using to find
your business. It lets you know if other
companies are sending you traffic or if
other marketing efforts are delivering as
you had hoped.

For example, if you are advertising on Yel-
lowpages.com or any other local business
directory, you will be able to see if people are
clicking on your ad(s) to find your web site.

You will then be able to determine whether
your money is well spent in this area or if it
should be funneled to higher performing
referral sources or initiatives.

continued on page 23
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caseSTUDY

An office furniture dealer found out through reviewing
Analytics’ data that the majority of their web site’s
traffic was from people typing in the keyword “cubi-
cles.” However on the landing page the first thing vis-
itors saw was “systems furniture solutions.”

Visitors expected one thing (cubicles) and saw an-
other (systems office furniture). This dissonance led
to a high bounce rate of 46.2%.

Translation: Of those who landed on the homepage,
almost half left this web site without viewing any
other pages. The simple misalignment of the site’s
copy with the vocabulary of its visitors (versus the vo-
cabulary of industry insiders) led visitors to have a
negative brand and web site experience.

After tweaking the web site’s copy and content to say
“cubicles” instead of “systems furniture solutions,”
the bounce rate decreased to a mere 5% and overall
traffic increased by 113%.

In turn, conversion rates increased. The rate at which
web site visitors became customers became 3.5%
which led to 9 new leads a month!

Taking into account average close rate and average
sale amount, this web site “tweak” led to an esti-
mated $20,000 increase in revenue per month.

Start using Google Analytics and take the time to in-
stall it onto your web site and begin interpreting the
data so you can start to make better informed busi-
ness decisions.

Jason Kirby is director of the office

furniture marketing programs at

eBoost Consulting, a digital market-

ing consultancy that has generated

in excess of 20,000 qualified leads

for its clients in the office furniture
industry over the past five years. Jason will be hosting a
follow-up webinar to this article, “Your Quick Start Guide
to Leveraging Google Analytics,” when he will walk deal-
ers through the Google Analytics platform and explain the
key pieces of information that matter most to dealers. It
takes place on March 3 at 11:00am PST. Register for the
free webinar at http://budurl.com/OFDealerWebinar
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