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customers for many years. The sales staff of eight, including Tim
Cox, vice president sales and Susan Toppin who have been with
the company for more than 30 years each, continues to expand
its reach with quality service, consistent contact with existing
customers and a broadening knowledge of the industry and the
quality of their services and selection.

“Our sales people do not have territories nor do they have quotas
to meet,” said Rowe who explained that all sales people work on
a straight commission basis. “While each has a different style or
segment specialization like healthcare or education, we trust them
and they consistently perform.”

While Rowe believes that government sales may decline this year
due to the economy and the new administration, she believes that
recent forays into the energy and sustainability markets, added to
the variety of both services and products offered, will help to
maintain Royer & Schutts’s current production levels with little
decrease expected in 2009.

“Sustainability is a hot topic right now, especially among A & D,”
said Rowe who says that with help from manufacturers, Royer &

Schutts has been able to promote sustainability and LEED
certification to its clients and to the A&D community. “We have
sponsored several CEU classes and our design staff is currently
taking courses on LEED-AP accreditation so that we can further
our sustainability efforts in the future.”

A preferred dealer for Haworth, Kimball and National, Royer &
Schutts does not stop at office furniture. They work to be a total
office supplier to their customers.

“We do everything,” said Rowe. “From the ground up, we can fill
an empty space, transform an existing space or move a space
from one building to another. We sell the furnishings, the seating,
the ergonomic computer accessories, the artwork on the walls,
and even the plants to decorate with.”

It’s this combination of products, services and support that makes
Royer & Schutts a leader in industry and a model for other
dealerships. Check out the products section of their web site
located at www.royer-schutts.com for a list of the many

manufacturers who work with Royer & Schutts to help this family
of professionals become a total office supplier.

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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INDUSTRY

BIFMA Numbers Paint Bleak Picture in
December; Manufacturers Retrench in
Response to Market Downturn

Industry manufacturers had little more than coal in their
Christmas stockings this past year, as the Business and
Institutional Furniture Manufacturers Association (BIFMA)
reported a 17% drop in orders and a 12% drop in shipments
for December. The shipments’ decline was the worst since
April 2003.

For the year, 2008 orders fell 4%, the first decline since 2003,
while full-year 2008 shipments declined 2%, compared with a
6% increase in 2007.

Industry analyst Budd Bugatch offered a bleak assessment of
the BIMFA numbers and their implications for the near term
future.

Bugatch said business confidence and service-sector employ-
ment, both key industry growth drivers, are at recessionary
levels and noted office vacancy rates, another key indicator,
have begun to move higher.

Bugatch said he expects conditions to become “increasingly
challenged” through the balance of 2009, given long lead
times between planning and completion of major projects,
tightening credit conditions, and the weakening Architecture
Billings Index, a monthly benchmark for construction activity.
The December rating on the Index was 36.4, up from 34.7 in
November but down from 55 a year ago.

Scores above 50 indicate increases in billings, while lower
numbers show declining architectural activity.

Not surprisingly, the past few months have also seen a steady
stream of announcements from industry manufacturers of
layoffs, plant closings and other measures to help them
weather the storm.

Steelcase shut down for a week last month to lower prod-
uction and announced plans to close an Atlanta plant.
Steelcase is also implementing a 5% reduction in pay for its
North American salaried workforce, with larger reductions for
senior management.

Herman Miller has cut some 1,000 employees, with most of
the layoffs coming from plants in Zeeland, Holland and Spring
Lake, MI.

Haworth, according to a report in the Grand Rapids Press, is
closing a seating plant, cutting 350 jobs and moving to a
four-day, 32-hour work week companywide for an indefinite
number of weeks.

Izzy Design is closing a Texas seating plant and transferring
work done there to other plants, while OFS Brands is
shuttering a casegoods assembly plant in Huntingburg, IN.

Dunlap Trends Survey Posts New Low

The news was no better from the most recent industry survey
from the Michael A. Dunlap & Associates consulting firm. Survey
results, released last month, show the firm’s industry index at the
lowest level since it began in August 2004.

Nine of the 10 indicators used in the index declined from the prior
survey three months earlier. The only area to post an
improvement was raw material prices, which Dunlap said was
expected given the lower costs of oil and metals. The personal
outlook index among executives at manufacturers plunged to
37.04, the first time it's ever been in the 30’s. Executives at
suppliers, Dunlap said, "are even more pessimistic."

The majority of respondents continue to cite economic
conditions, the credit crisis, healthcare costs, and energy costs,
as the “largest threats to individual company’s growth”. The
“largest threats to the industry” are most commonly identified as
deep concerns for the economic situation and the fear of global
economic recession.

“There is no doubt that the industry is re-entering a dark business
period, due to an unprecedented global economic storm,” said
Dunlap. “This is a business that functions as a Tier 1 supplier to
the global business world. Diversification into fields like
healthcare and higher education may help offset the decline for
some, but not for everyone.”

continued on page 10
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Work Smarter,
Not Harder

Buy TeamDesign & get
PressBox FREE!
(A $3495 Value)

For a limited time, purchase
TeambDesign and GET PressBox FREE!

Manage your business more effectively and save a bundle at the
same time! But hurry, this offer ends April 30, 2009

Take advantage of this huge savings today!
www.eci2.com/td

“My software helps
me stay on top of my
business and cash flow
no matter where | am.”

- Gary Lorenz, CFO
Worksquared

Keep in touch with
your business

PressBox, an exclusive add-on product
for TeamDesign, provides automatic
e-mail alerts about your critical
business issues, including:

v Unacknowledged P/Os
v Orders received but not delivered
v Installation problems
v Past due invoices
v Unpaid deposits
v Unresolved freight claims
v/ And more!

.E TeamDesign™

INDUSTRY-SPECIFIC BUSINESS SOFTWARE

e " 866.374.3221
5 o WWW.ECI2.COM ¢ INFO@ECI2.COM
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New Study Highlights Opportunities for
Dealers to Educate Clients on Ergonomics

Ergonomics is hardly a new science anymore but it still offers
rich potential for dealers looking for ways to strengthen
customer relationships, if a new study from Atlas Ergonomics
offers any indication.

The study found that good ergonomic furniture and proper
individual adjustments measurably improve employee safety
and comfort but the final and most important step is making
sure employees understand how to adjust and use their
furniture, and appreciate why proper usage is vital to their
health and safety.

Clearly, dealers can play a critical role in educating customers
and their employees on ways to create a safe and comfortable
workspace and make the most of their investments in ergo-
nomic furniture and technology and, the study suggests, they
will find a receptive audience.

Ironically, the study shows that, in general, employees with the
greatest discomfort often have the least knowledge about how
to use the ergonomics solutions already available to them—yet
have the most positive attitude towards the potential relief
ergonomics solutions might provide.

In other words, the employee with back pain is most likely to
want an ergonomic chair, but is least likely to understand how
using current furniture can significantly reduce their pain.

"It is clear, both through experience with performing assess-
ments and through the results of this research, that the final
and critical piece of the puzzle is the employee," said David

2009 NeoCon Show Dates Announced

MMPI, organizers of the NeoCon industry trade shows, has
announced dates for its 2009 schedule. The 2009 schedule
of NeoCon shows is as follows:

NeoCon World’s Trade Fair

ne 15-17
June 15 The Merchandise Mart, Chicago
September 24-25 IIDEX/NeoCon Canada
Direct Energy Centre, Toronto
October 28-29 NeoCon East

Baltimore Convention Center

For more information, visit www.merchandisemart.com or
call (800) 677-6278 (MART).

Brodie, Atlas director of ergonomic services. "This research
clearly shows that employees who need help recognize that
ergonomics as a concept is of value to them, but they do not
know how to take advantage of it. They have the best attitude
to accept help, and training them to help themselves is the
final piece of the puzzle."

This latest study from Atlas is the third in a series that has been
released over the past few months. For free copies, visit the
company’s web site at www.atlasergo.com.

Herman Miller Realigns Management Team
Herman Miller has made some major changes to its manage-
ment team in an effort, the company said, “to expand core
customer relationships while also capitalizing on current market
opportunities.”

Curt Pullen, most recently chief financial officer, will now head
up Herman Miller’s North American Office and Learning busi-
ness, replacing Kris Manos who is leaving the company to
pursue other interests.

Greg Bylsma, corporate controller for over four years, will
replace Pullen as the new CFO. In addition, senior vice
president of marketing Kathy Koch will now report directly to
CEO Brian Walker and serve on Herman Miller’s Executive
Leadership Team.

Herman Miller also announced the formation of a new strategic
business unit intended to drive greater revenues to the archi-
tecture, design, and retail segments.

Herman Miller said the new business unit will focus on delivering
more product offerings to individual buyers, interior designers,
architects, and corporate buyers and be led by Steve Gane,
president of the company’s Geiger International subsidiary.

Kimball Office Earns LEED-CI

Certification for Corporate Headquarters,

Unveils New Atlanta Showroom

Kimball Office has earned LEED-CI Silver certification from
the U.S. Green Building Council (USGBC) for its recently comp-
leted corporate headquarters.

The new office space, designed by Gensler, brings the Kimball
Office team together in one central location within Kimball
International's main site in Jasper, Indiana.

continued on page 11
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Creating sustainable facilities anchors our design criteria,
as it does for many of our clients," says Kimball Office VP

B Retrofitting plumbing fixtures to increase water
efficiency.

of marketing Mona Hoffman. "Using the LEED-CI guidelines
helped us improve the environmental performance of our corp-
orate offices and gave us an effective model for demonstrating
green strategies and solutions to commonly experienced

B Employing multiple measures to improve energy
efficiency and indoor air quality.

In addition, this month saw the grand opening of Kimball
Office’s new Atlanta showroom, which was also designed using

renovation problems."
LEED-CI protocols.

Among the design elements that helped qualify the 41,160-sq. ft.
space for LEED-CI Silver:

Designed in partnership with idealspan, one of Atlanta's top 25
interior design firms, the L-shaped space spans 5,676 square feet
and serves as a resource for designers, facility managers, real
estate professionals, clients and dealers in the Atlanta market.

B Diverting more than 80 percent of onsite construction
waste from landfills.

B Specifying locally manufactured, recycled and rapidly
renewable materials.

B Using green housekeeping products.

B Sharing the project as part of an educational program
to give clients insight to sustainable building design
and environmentally friendly products.

Other sustainable strategies involved:
Il Making daylight and window views available to more
than 90 percent of occupants.

Il Providing centrally located recycling collection areas.

I Minimizing or eliminating volatile organic compounds
(VOCs) in materials specified for paints, adhesives,
carpets and composite wood materials.

Knoll Opens New Toronto Showroom

Last month, over 350 Knoll associates, customers and members of
the Toronto design community celebrated the opening of Knoll
Toronto’s new showroom. The showroom is located in the King
Liberty Village part of Toronto, which until recently was a derelict
industrial zone.

Commenting on the celebration, Greg Rapier, Knoll regional manager,
Canada, said, "The essence of this exciting project captures the Knoll
focus of connecting people to their work, their lives and their world.

And we are especially pleased to be part of an effort so closely tied

to the vitality of the adaptive reuse of urban buildings."

The new space features enhanced resources for the design

community in Toronto and reinforces Knoll's focus on
environmental sustainability. Knoll said the showroom is expected
to achieve LEED Gold certification.

continued on page 13
PAGE 11
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New Sales and Marketing
Execs at Gunlocke

At Gunlocke, Mike Kull has been named vice president, marketing
and corporate accounts, and Rick Fox named vice president,
sales. Gunlocke president Don Mead made the announcement.

In his new position, Kull will be responsible for
all of Gunlocke’s marketing, public relations
and advertising initiatives. Prior to joining
Gunlocke, Kull served as vice president,
marketing for Piaggio Group Americas, where
he oversaw the marketing, public relations,
advertising and brand management for four
motorcycle and scooter brands in the United
States, including Vespa. He also served as
team manager for Harley-Davidson’s Custom
Vehicle Operations.

As vice president, sales, Fox will be
responsible for managing all aspects of
Gunlocke’s selling efforts and achieving
aggressive, profitable sales growth. Fox
joined Gunlocke in June 2008 as its
northeast division manager. Previously
he served as a principal of a contract
office furnishings dealer in San Diego.

MAISPACE, Mayline Receive
Greenguard Certification

Industry manufacturers MAISPACE and the Mayline Group both
recently announced they have received authorization to display the
Greenguard Indoor Air Quality Certified mark on their products.

Greenguard is a third-party certification for products that are
designed and produced with materials and processes that
safeguard indoor air quality.

“MAISPACE has always incorporated green office guidelines
and eco-friendly materials and processes used to manufacture
its line of modular office furniture systems,” said MAISPACE
co-founder and vice president Mark Bassil. “Our Greenguard
certification attests to low emitting interior building materials,
furnishings, and finish systems. In addition, we follow a ‘cradle
to cradle’ process that focuses on manufacturing products out
of parts that can be recycled several times and produced using
the least environmentally harmful methods.”

Mayline said its Greenguard certification covers “nearly every
product it manufactures.”

For details on Greenguard certified product lines from
MAISPACE, Mayline and other industry manufacturers, visit the
“Find Products” section of the Greenguard web site at
www.greenguard.org.

Maxon Launches MAX VALUE
Program for Office Cubicles

Maxon Furniture has launched MAX VALUE, a new program it
says is designed to provide its dealers with new options for
office cubicles and deliver maximum value to customers
without sacrificing aesthetics, organization, or ergonomics.

Options available in the program include non-raceway office
panels, non-tackable office panels, t-mold work surfaces,
overhead shelves, and pedestal files. Now through March,
Maxon is offering special pricing on Parallel office cubicles
using the MAX VALUE options. Savings of up to 60% off of list
prices are available, Maxon said.

Workplace Alliance Members
Meet in San Diego

The Workplace Alliance network of Preferred Haworth dealers
held its 2009 Winter Meeting earlier this month and despite all
the turmoil in the marketplace, turnout was strong and the
mood upbeat and positive.

Taking as its theme “Moving Up in a Downturn, some 60
dealers and their business partners met in San Diego, where
they were hosted by Cathy and Vince Mudd and their team at
San Diego Office Interiors.

“It was a very positive meeting on many levels,” said Workplace
Alliance chairman Paul Olsen. “Even with all the bad news in
the headlines, the mood was still cautiously optimistic and
dealers took full advantage of the opportunity to get together
as a group and work on the common issues and challenges
we share.”

Impressively, fully 29 of the 31 dealers in the group were
represented at the meeting, which featured numerous breakout
sessions and an update on the state of the industry from
consultant Barry Coyle.
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LIS on Core Areas
to Trim the Fat and

Build Business Muscle

By Alicia Ellis
Just like working out at the gym, the key to optimal fitness is a diet and exercise

regimen that allows you to eat better, burn fat and build muscle without giving up too much of
the things you love. When it comes to keeping your business in shape, similar rules apply. In this time of economic
uncertainty, you need to be looking for opportunities to trim costs, but not if it means sacrificing quality and service.

Trimming the Fat
Cutting Costs

Cutting back on costs without sacrificing
service and value is important to keeping your
business fit. Key to this is constantly evaluating
where your company’s dollars are being spent.

“Efficiency and expense/overhead manage-
ment is an ongoing process here” says Jack
King, president of Elements IV Interiors in
Dayton, OH. “We are constantly adjusting to
market conditions and making decisions on
how best to deploy capital and increase
market share. The key for us is to constantly
watch margins and performance to budget. If
we see in our 120-day forecast a decline in
anticipated revenue we react swiftly to align

the organization against the new reality. There is no one
magic bullet. You need to watch costs, conserve cash and
engage your team in managing expenses.”

For some dealers, this has meant a decrease in staff and
reexamination of compensation practices.

According to Andy Picco, president of Superior Office
Interiors in Syracuse, NY, cutting costs mean really taking a
close look at the production value of all employees.

“We found that we didn’t need the higher salaried people
we thought we did,” Picco said.
individual and asked ourselves if we really needed that
person. Have conditions changed to the point where they
were no longer needed; and were we now paying too much
based on their present work load?”

“We looked at each

continued on page 15
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As a result of that review, Picco ended up cutting back from 26
to 15 employees, consolidating a few positions, and promoting
from within—a plan which has saved the company over
$110,000 a year.

Picco said that while the economy was “forcing” him to make
these decisions, they were the correct ones. “I now look at
marginal employees differently,” Picco said. “If they are marginal,
then a plan needs to be put in place to re-educate, change the
position or eliminate the person; not wait and see.”

Downsizing staff has also been a necessary evil at ELEMENTS,
a fusion of Rocky Mountain Desk and Spaces, a Colorado-
based Knoll dealer who recently announced a reduction of 12 in
their 85 employee company.

“This is the fourth time we’ve been through a downturn of any
significance,” said ELEMENTS principal Bill Stoops. “The last
time, in the 80’s, we were able to see relief in six to nine months,
but this go around has been the most difficult to understand and
hardest to foresee.”

ELEMENTS has looked at every
expense, leaving no stone
unturned to reduce costs. They
have eliminated three paid
holidays through September
31, required all employees to
J/n  take one day per month off
without pay and changed paid
sick and vacation days.

3I[9 4|0 4
i

But the buck hasn’t stopped at the
employees. Stoops and his partner
principal, Traci Lounsbury, are as of
this writing, currently not receiving
any pay for 90 days. In addition,
three of their four senior executives

are taking a 15 percent pay cut,

while the fourth has taken a 25
percent cut.

“We all have to dig in when times are tough,” said Stoops, who
could not stress enough the importance of not only having a
good CFO, but of listening to him or her. “You need to plan
before you get hit and be honest with your employees. There’s
not one person in our company who doesn’t see what’s going
on in the world. They know what’s happening and they know
we’re doing everything necessary to secure the company’s and
their futures.”

According to Stoops, these cost saving measures will reduce
labor costs by 25 percent and equate to a 7.5 percent cut in pay
across the board through September 31. “Every quarter we will
reevaluate and hopefully we will be able to reinstitute some of the
cuts soon. And, these will be given back from the bottom up.”

Julie Anne Smedley, president of POl Business Interiors in
Markham, Ontario, Canada, took a different approach to
saving money.

“We saved about $35,000 by closing for a two-week period
between the December holiday and the new year,” Smedley
reported. “We are now considering ‘operation shut-downs’
similar to a plant shutdown in which we would not schedule any
installation work for a specific week if the backlog is low. This
would, however, need to be customer driven and, if a customer
had an urgent or critical requirement, we would certainly need to
handle it.”

In addition, a company-wide leadership team met with each
individual department to discuss the current economic
uncertainty and to “brainstorm” ideas on how to manage
through these times. To further promote participation among
employees, the company plans to reward the employee with the
best idea with a percentage of the savings their idea generates.

As demonstrated in the above, getting employees involved in cost
savings efforts is not only great for the bottom line, but also helps
employees feel a part of the decision making process. And, as
several dealers told us, the little things can add up to big savings.

“We had very productive ‘No idea is a bad Idea’ meetings with
our entire staff to get ideas and suggestions about how to
decrease our costs and increase our revenue,” said John
Sorteberg, president of Commercial Furniture Services in St.
Louis Park, Minnesota. “From these and other suggestions, we
reduced our Yellow Page advertising by $3,000 a month and put
$1,000 a month of that into search engine optimization for our
web site. We have also reduced our fleet size by three vans and
two trucks; outsourced our IT department which saved 2/3 of
our IT budget; reduced our warehouse space by 16 percent and
changed our commission structure.”

continued on page 17
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Engineering Efficiency
for the Office Furniture Dealer

DEALER CHOICE

Web-Based Operational Software that Streamlines
Proposal Creation = Order Management = Punchlist
=» Accounting =» Reporting

We look forward to continuing our relationship with the OFDA in 2009
and are now offering promotional pricing for OFDA members.

Contact us now at info@dealer-choice.com to learn more about our
software solution and to sign up for a free online demonstration.

AL

DealerChoice is a proud sponsor of the Office Furniture Dealers Alliance ofrice Furniture Deaters Alliance
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“We have cut out print advertising, including Yellow Page ads,
and are using that budget money for community service projects
instead,” said Kathey Pear, president of Citron Workspaces in
Louisville, CO. “This, in turn, generates print PR which we believe
will be far more credible than paid advertising.”

“We use good ideas from all over whenever we can...newspaper
and magazine articles, borrowing from other dealers, asking our
clients for ideas and opinions, brainstorming with employees,”
said Pear. “We don't have a paid bonus or incentive program
but, in this economy, we make it pretty clear that the best way
for everyone to keep their job is to help us generate more
business and keep expenses down!”

Pear went on to say that instead of spending thousands on a
holiday party at a restaurant, Citron had a “Pot Luck” party in
their showroom that was highly successful and only cost around
$200. In addition, instead of paying out of pocket for its

customer and A&D event this spring, Citron is “sharing” the cost
by using manufacturer’s rep money to reduce the expense
without sacrificing the quality.

Mark Chappell, president of Total Office Solutions in
Jacksonville, FL, has come up with a cost saving measure that
is not only profitable, but environmentally sound. Partnering with
a well-known leader in waste management, TOS recycles all of
its cardboard.

“We have a container that we rent and that is emptied almost
daily,” said Chappell, whose company saves an estimated
$14,000 a year with the program. “We are paid for the cardboard
minus the rent. Not only have we made money, but we help the
environment and have offset the cost of refuse disposal.”

Regardless of how you plan to trim back the fat, the key to
building a strong business lies in constantly working out the
kinks, finding what works for you and sticking with it.

Simple Suggestions to
Pump Up Your Dealership

Another great way to trim the fat is by conserving energy and implementing waste saving programs. Designed not only help your

business reduce costs and environmental impact, the increased efficiency saved by the investment offers long-term savings that

will allow your company to pull ahead in the race to business fitness. We surveyed dealers and asked them how they reduce waste

and here are just a few of the ideas we received.

Il Don't print first/title page of reports.
B Add an Email tag, “do not print unless necessary” to all correspondence.

I Set printer settings so that they default to B&W and select color when
necessary.

B Set printers to print double-sided, or designate a draft tray and fill it with
paper that's blank on one side.

B Charge clients for copies/plots.

B Run payroll twice monthly vs. every two weeks.

B Unplug kitchen appliances at end of day and on weekends.
Il Turn down the temperature of the office’s hot water heater.

B Replace incandescent "EXIT" signs with LED signs which use about
one-tenth the wattage and last 50 times longer.

Il Install sensors that automatically turn lights on or off, depending on
occupancy.

B Install programmable thermostats that automatically adjust temperature
settings based on the time of day and day of the week.

B Turn off PCs, monitors, printers, copiers, and lights every night and when
not being used. If you can't turn off the whole computer, put it in sleep
mode and turn off the monitor and printers.

M Installed some waterless and low flow fixtures in restrooms.
Il Use mass transit.
M Set thermostats on 65 degrees in winter and 73 degrees in summer.

M Replace incandescent light bulbs with compact fluorescent light bulbs
that can give the same amount of light as incandescent bulbs but reduce
lighting energy use and last up to 10 times longer.

M Keep vents closed in unoccupied areas to prevent heating and cooling of
storage areas and closets.

I Contact your utility company to arrange for a free (or inexpensive)
energy audit.

B Designate a trash person every week to take out and reduce office
cleaning costs.

B Charge a “deposit fee” for samples.

B Base mileage reimbursement on the price of gas.
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National Exposition of Contract Furnishings

To exhibit or register to attend, visit merchandisemartproperties.com or call 800.677.6278. e e
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Peter Drucker said it so well, “In turbulent
times, liquidity is more important than earnings.
A business can survive long periods of low
earnings or low revenues if it has adequate
cash flow. In turbulent times, the balance sheet
becomes more important than the income
statement. It is essential to know the minimum
liquidity (cash) to stay in business.”

Liquidity is the ability to pay your obligations;
obligations that are paid from those assets that
are in cash or in a form that is readily conver-
tible to cash, primarily accounts receivable and
inventory.

It is adequate liquidity (cash) and return on
assets (ROA) that must also be a dealer’s goals,
not just sales growth and profits. While profits
are managed by revenue, margins, and expense
control, liquidity is managed by cash manage-
ment, particularly working capital management,
and is monitored through liquidity ratios.

The Payoff of

Typically, a dealer

experiences “peak and valley”
months, but recently there have
been very few peak months and for
many, the valley appears to have
turned into a flat bottom.

Money disappears when projects are delayed or
canceled. Typically, a dealer experiences “peak and
valley” months, but recently there have been very
few peak months and for many, the valley appears

to have turned into a flat bottom.

Our industry has once again entered a period of
turbulent times. Dealers continue to ask what they
should be doing to maintain adequate cash flow

when “cash ebb” is more often occurring.

Cash shrinks regardless of whether companies are
experiencing growth or downturn. A drop in asset
turnover created by slower collections and
over-inventory affects liquidity. There is a lack of
cash when sales drop and expenses don’t drop

accordingly, thus productivity and profit decline.

To successfully manage and monitor the liquidity of
your dealership, consider the following five points.
In addition, take a look at the performance
indicators provided on page 20 to give you a point

of comparison for your dealership’s data.

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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manage receivables

Strict credit and collection policies are necessary in an uncertain
economy to minimize the risk of bad debt losses and to shorten
the average collection period. This sounds elementary, but |
emphasize sustaining volume and, equally important, getting
customers to pay promptly (which also means the dealer needs
to bill promptly). Observe trends in buying habits and carefully
monitor every large account. An aged trial balance should be
prepared—and acted upon—every week. (See Days Sales
Outstanding (DSO) in the table below.)

account for inventory

Contract dealers must keep meticulous records of work-in-
progress inventory. Many contract dealers have inaccurate
work-in-progress reporting, which raises questions about the
correctness of the dealer’s income statement.

Mid-market dealers must maintain a favorable inventory turn in
spite of lower sales, and avoid any excess inventory. Recyclers
must reevaluate their inventory costs because many recyclers

fail to mark down inventory to the lower of cost or market.

focus on asset turn & reducing
working capital requirements

The greater the asset value, the greater the cost of maintaining
the asset. Slower collections and over-inventory create a cash
dilution. In contrast, greater turnover can lower costs and
improve cash. A key liquidity ratio is net working capital (current
assets minus current liabilities), which measures your capacity to
pay current obligations when they become due. (See the values
for Current Ratio and Return on Assets in the table.)

watch leverage

Leverage is the indicator of who owns a firm’s assets—lenders
or shareholders. Typically, debt is employed on the assumption
that you can earn a higher return than the cost of the borrowed
funds. It's a see-saw. When it works well, it can work very well.
When it’s bad, it’s horrid.

In a poor economy, higher debt lowers profits and increases the
risk of failure. It is important to estimate future asset investments
and plan for their financing. Monitor the debt-to-equity ratio and
routinely prepare a source and application of funds statement
to insure that sufficient cash will be available and that debt
service (interest and principal payments) can be met. (See the
values for the Debt/Equity Ratio in the table.)

make sure you have
financial talent available

To address the suggestions mentioned in this column and to
manage your cash flow, financial expertise—either in-house or
through professional consultation—is essential. I'm not talking
about an accountant who plays scorekeeper. I’'m talking about
someone who has the professional expertise to plan and
manage the financial side of your business, someone who can
help owners and managers make the right financial decisions
today in contemplating the future. There can be a bright
outcome even with today’s economic constraints, but only with

sound financial planning.

Remember—-cash management is critical. Furthermore, cash flow

is predictable, manageable, and the key to survival and financial

strength.

All Dealers qu 10% High Profit Low Profit
Profit Dealers Dealers Dealers
DSO 42 39 40 39
Current Ratio 1.4 2.6 1.8 1.4
ROA 11.5% 30.4% 24.5% 0.1%
Debt/Equity 2.1 1.8 1.8 1.9

Source: Office Furniture Dealers Alliance (OFDA) Dealer Financial Comparison and Benchmarking Guide
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Are LEED Initiatives Still Sustainable?

How a New LEED Rating System and a Tough Economy Are Impacting the Green Market

There’s a new LEED green building certification program in town,
and it’s ready to make its debut within the next couple of months.
It’s being hailed as the next major evolution of the existing LEED
rating systems for commercial buildings and includes an array of
technical advancements focused on improving energy efficiency,
reducing carbon emissions, and addressing other environmental
and human health issues.

The new program incorporates regional credits and extra points that
have been identified as priorities within a project’s given environ-
mental zone. These credits have also been revised to reflect climate
change and energy efficiency as urgent priorities. According to the
U.S. Green Building Council (USGBC), this represents one of the
most significant changes to the rating system and will increase the
importance of green building as a means of contributing immediate
and measurable solutions toward energy independence, climate
change mitigation, and other global priorities.

At this point the specifics of the new LEED 2009 standards are
still off the radar of most folks in the office furniture dealer and
facilities management communities, although many are well aware
that changes are imminent.

Jenny-Lynn Georgiades, director of A&D support services for
Waldner’s Business Environments in Farmingdale, Long
Island, earned her LEED certification last year. She
says she is relieved that she took the test when she
did, as she expects it to become increasingly
difficult this year under LEED 20009.

Sally Turner, account executive with Storr
Office Environments in Raleigh, N.C, is not
LEED certified, but acknowledges that certifi-
cation is on her ‘to-do’ list.

“I’'m very passionate about the green movement
and how your furniture can affect it,” says Turner.

---------

Steve Lang, vice president and general manager with Dancker,
Sellew & Douglas (DS&D) in Somerville, New Jersey, doesn’t have
anyone on his staff yet who is LEED certified, but acknowledges
the importance of LEED. DS&D is a member of the LEED Council for
New Jersey and Lang is contemplating having some of his
designers become LEED certified.

Many of the architects and designers DS&D deals with have multiple
people on their staff who are LEED certified, which has been helpful
to DS&D, Lang reports, especially since this is an issue that comes
up regularly with DS&D’s clients.

So, does it matter whether or not DS&D has LEED-certified staff?

“l don’t know if customers care that we’re LEED certified, but they
do want us to have more than a passing knowledge of what that
initiative entails relative to our products and services,” says Lang.
“We’re expected to be able to carry a conversation about green, to
recommend products that are LEED certified, to understand why
the products we sell are LEED certified or what else needs to
happen so that they are LEED certified.”

He adds that from a systems furniture perspective, customers want
to know what cradle to cradle means and whether or not certain
acquisitions or projects provide them with LEED credits.

“Those are the things that our designers and sales staff
have a much better working knowledge of than they
did a couple of years ago,” says Lang.

With the introduction of LEED 2009 and its
more stringent standards, the issue at hand
with the U.S. economy still reeling, is how
enthusiastic are customers across corporate
America and a wide range of verticals about
including sustainability considerations in their
2009-2010 interior design and product purchasing
decisions?

continued on page 23
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“What I'm finding is that sustainability or LEED is a core
commitment for a company and the economy is not going to affect
that core commitment,” says Turner. “They may scale back on their
purchases and not furnish all areas, but if sustainability and LEED
are important, they’re going to do it.”

Turner likens the commitment to green and sustainability initiatives
to the commitment to automation in the eighties.

“If they were committed to automation back then, the economy
didn’t really affect that commitment,” she explains. “They might
have slowed down or done it in smaller steps, but they were still
committed to the goal. It’s the same thing with sustainability and
LEED. If it’s important enough to them, they’re going to incorporate
it somehow and make it work even if it means reevaluating the
project and scaling it back.”

Georgiades expects her customers will continue with their green
initiatives even in a down economy.

“| think people are looking at being green or sustainable as a way to
spur their business and create new business opportunities,” she says.

Despite her optimism, Georgiades expects the economy will limit
the scale of some customers’ plans.

“People will go for some of the quicker smaller steps to become
greener as opposed to doing major projects,” she predicts. “They
may focus on projects that have the quickest return on investment.”

She notes that the projects that yield the quickest return on
investment are often energy related, such as changing out lighting.

“A lot of clients talk about energy efficiency as one of their biggest
challenges and one of the things they are most interested in,” says
Georgiades.

Ultimately, Georgiades thinks customers will take this year to lay
the groundwork for some of their major LEED-related initiatives and
then follow through with those later this year or next year once the
economy rebounds.

In contrast, DS&D’s Lang isn’t exactly seeing less interest from
clients regarding their sustainability initiatives as much as he’s
seeing an overall slowdown.

“There isn’t a distinction that they’re slowing down with
sustainability as much as they’re slowing down with projects,
period,” he says. “They’re not cheapening the project by eliminating
the sustainability aspect; they’re just halting or shrinking it.
Companies that are committed to green initiatives and building a
greener building either have the capital expense to build that
building green or they don’t.”

Mary Acciani, director of facilities and construction with Rowan
University in Glassboro, New Jersey, remains committed to certain

LEED-inspired projects that are on her docket for the coming year.
For example, she has a sizable amount of classroom furniture in her
purchasing plans.

“The single most important thing is value and durability because we
don’t buy this often,” says Acciani. “You get one shot every 20 years
to buy it and if a manufacturer comes in and says the furniture is all
recyclable content and it’s good for a LEED point, but it’s garbage,
I’'m not buying it.”

That said, LEED credits are important to her, especially when
placing furniture in newer buildings on campus. For example,
Acciani says she aims to make sure the indoor air quality is the best
they can make it by installing furniture with low VOCs and looks for
light fixtures that will optimize energy performance.

Will the state of the economy affect her furniture and design
purchases this year?

“Yes and no,” says Acciani. “We have bond money that’s been set
aside for certain projects and that’s already been allocated, so that
should not change any of our plans in those areas. Our unrestricted
budget has been cut significantly, however, and that will affect other
projects we would be undertaking that are not necessarily bond
money projects.”

Bottom line: She doesn’t see the furniture purchases scheduled for
classroom renovations being affected.

“Those will continue, but the miscellaneous office requests for
furniture will likely be pushed off,” she concedes.

Kurt Neubek, associate principal, director of strategic consulting and
Healthcare for PageSoutherlandPage in Houston, Texas, and an active
IFMA member, offers his take on LEED 2009
and whether or not the economy will
have an impact on LEED-related
purchasing decisions.
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“Every time there’s a new version of LEED, it changes the
requirements slightly, but | don’t see that changing the buyer’s
purchasing decisions,” he says. “Their priorities are not affected by
any individual LEED credits.”

From a facilities perspective, Neubek notes that building owners
are looking for the most cost-effective building. He acknowledges
that some customers are committed to a LEED-certified facility
whether it’s at a Silver, Gold, or Platinum level.

“They are still willing to pay for it—no matter what’s happening in
the economy—because they know there’s some other benefit for
their marketing or public relations efforts, or it is aligned with their
mission statement,” says Neubek.

Neubek believes there are still plenty of opportunities for furniture
dealers in this economy, particularly those who know how to spin a
strong green message.

“If you can show your furniture system is more green and if you can
tell [a customer] there’s no premium on the greener product, then
their follow up question is, ‘Is it just as durable and maintainable?’
and if the answer is yes, they’ll go green every day. But it has to leap
both of those hurdles for the vast majority of clients.”

But just how many buyers are aware of LEED in the first place?
“They’re growing more knowledgeable every day,” says Lang.

Turner notes that most of Storr’s customers who are either outfitting
a new space or building a space, are aware of LEED, usually
because their architect has told them about it if it wasn’t already a
corporate initiative.

“If they don’t know many details about LEED, they’re aware of green
initiatives in general and sustainability,” she says. “Usually by the time
they’re ready to buy furniture, if they’re going for LEED, they know
everything. If they don’t know everything, they know that they need to
talk to me about LEED so | can advise them to make the furniture as
green as possible. If they’re coming to me and asking me questions
about it, it’s usually too late for them to go for LEED because of all the
other aspects that need to be incorporated in the design.”

“A year ago when | was talking to people, I'd ask if they were doing
a LEED building and then have to explain what | meant by LEED,”
recalls Georgiades. “Now | see the average end user has at least
heard about it. Definitely all of your facilities people know what it is.
They might not know the details of it, but they know what the pitfalls
are. And your Fortune 500 clients know it and it’s starting to trickle
down into midsize companies as well.”

“I'm pretty familiar with LEED because we’ve been directed to make
sure that all of our new buildings can be LEED certified,” adds
Acciani. “It certainly plays into what we’re specifying for our
buildings.”

Acciani tries to keep up with latest LEED updates although she still
depends on architects and other vendors for much of her LEED
information.

“If it’s building materials, we depend on architects to provide us
with the appropriate things to help us comply with the LEED
requirements,” says Acciani. “When we buy directly, we depend on
the vendors to provide us the information that we can verify that
something can be considered for a LEED point.”

All'in all, the forecast for green and sustainability related projects
and acquisitions is better than what one might expect considering
the doom and gloom laden economic news sweeping the airwaves.
There seems to be a glimmer of hope and optimism among furniture
and facilities folks, and that’s not all bad. Preparing for an economic
upturn is certainly better than wallowing in despair.

As Georgiades points out, even if customers aren’t doing big
projects this year, she still expects them to work on their sustain-
ability plans so that when things turn around, they’ll be ready.

“They know this is the wave of the future and most of the smart
ones and the cutting edge companies are ready to get going or are
already going with it,” she says. “Even the smaller companies are
[looking at green and sustainability initiatives]. A lot of people are
jumping on the bandwagon just to jump on the bandwagon, but
that’s how a lot of this gets going and eventually it gains strength.”

Georgiades isn’t alone in her optimism. Look no further than Turner
Construction Company’s “Green Building Barometer,” which states
that 75 percent of commercial real estate executives, including
developers, rental building owners, brokers, architects, engineers,
and others, say the credit crunch will not discourage them from
building green. Plus, fully 83 percent say they would be “extremely”
or “very” likely to seek LEED certification for buildings they are
planning to build within the next three years.

Those attitudes will impact the furniture and design community
sooner or later as well, and spell opportunity on multiple levels for
the LEED savvy dealer. i

Scott Cullen has been writing about the office products, office furniture, and office equipment industries since 1986. He
has been working as an independent writer and editor since 1997, and is currently editorial director and managing
editor of OfficeSolutions, OfficeDealer, and Practice Manager magazines. Scott also has written for various office
equipment manufacturers and market research organizations, focusing primarily onproduct and dealer issues.
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New Economic Stimulus Act

Major Opportunities for the Office Furniture Industry?

By Chris Bates, President, OFDA

Our national news has been filled the past few months
with multiple and often conflicting analyses of the new
economic stimulus act, debating which industries will
benefit, by how much, and — most importantly - when.
OFDA has been tracking this debate along with our
members and seeking answers to these important
questions, while specifically trying to identify where the
best opportunities for our industry may likely appear.
While the details are not yet sorted out, the basic outline
of the expected impacts is fairly clear.

We are not just dealing with the economic boost
associated with the new economic stimulus package. The
total fiscal impact in fact will be greater given the ongoing
efforts of the Federal Reserve Board and the U.S. Treasury
Department to inject fresh capital into the financial
services industry as a means to reignite consumer and
commercial lending and the spending that would
accompany it. The Executive Branch already has utilized
the first half of the original $700 billion in bail-out funds
Congress authorized, albeit with modest results to date.
The just announced mortgage relief program also should
contribute to greater overall economic stability and
improved consumer confidence starting later this year.

These federal efforts already total several hundred billion
dollars through direct government guarantees and capital
injections into key institutions that influence a large

While the U.S. and
international stock markets have yet to respond as

volume of economic activity.

anticipated, public assurances of national governments’
collective determination to forestall more serious
economic declines are a necessary step in addressing the
underlying crisis. At least in theory, the economic stimulus
package can then ‘kick in’ to provide a large, more direct
fiscal boost to key industries and consumers to allow
them to regain their footing, renew investing and

spending, and preserve jobs.

The final package totals a massive $787 billion in new
federal spending, much of which will be channeled
through state governments and thereafter will reach the
local level. Our industry should focus particular attention
on how individual states in which they operate plan to
spend their portion of the new federal stimulus package,
particularly in the areas of public education and infra-
structure improvements, which should boost local
spending most immediately. Special attention also should
be focused on those federal government agencies that
will have the lead responsibility for administration of the
numerous — mostly existing — programs that will see
budget increases.

The Congressional Budget Office estimates that as much
as 65 percent of the $787 billion total will be spent during
2009-10, with targeted spending in seven areas: clean and

continued on page 26
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renewable energy projects; science and technology
investments; infrastructure repair and expansion;
expanded health care coverage; tax cuts for business
and citizens; extended unemployment, housing and
food support payments; and job training assistance and

public education improvements.

Virtually all federal agencies will receive and channel a
significant portion of the new spending, with the
biggest roles being played by the Departments of
Defense, Education, Energy, Health and Human
Services, Homeland Security and Veterans Affairs.
From a near-term job-gain perspective, the White
House and Democratic Party have highlighted energy
programs (500,000 jobs); modernization of roads and
bridges (835,000 jobs); clean water, flood control and

environmental restoration initiatives (375,000 jobs);

preservation of jobs in public education (no specific
estimate); and increased general economic activity and
spending generated by extended unemployment/
food/health care/housing/job training programs as key
stimulus areas. Overall, economists estimate that
between 2.5 and 3.5 million jobs may be created or
preserved as a result of this new stimulus package.

Forecasts of just when these impacts will filter through
the economy are less reliable, although most of the
impact will likely be felt in the second half of 2009 and
2010. Without question, though, government at all
levels will be stepping in and playing a much larger role
in total spending in the U.S. economy over the next
several years, and companies will be well served by
adjusting their strategies to reflect this new reality.

We Refuse to Participate

In the Recession.
What about you?

At Sandler Training we utilize continual
reinforcement through ongoing training
and individual coaching sessions not only
to help you learn, but also to ensure your
success long term. Our approach is 180°
from traditional sales training methods.

Sandler Training

Finding Power In Reinforcement

Robert Scales, CPBA, CPVA
DRZ Enterprises, LLC
276 Shea Drive
Flossmoor, Il 60422
312.283.4023
www.drz.sandler.com

EXPERIENCE THE DIFFERENCE

Authorized Licensee
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By Tye Maner

d

Recently, | was asked to speak at a National Conference for Accountants on the importance of the mentoring
relationship in the corporate arena. In researching and gathering my thoughts on the subject, | came to realize that
not only is it important to be a mentor but it is equally as important to be the recipient of mentoring. . .a mentee.

As | crafted my presentation, | recalled an interesting
observation made by many of my colleagues. They
observed that | was constantly mentoring others by
sharing my knowledge to help them grow and succeed
both personally and professionally but that they didn’t
notice anyone mentoring me. “Who was helping me learn
and grow?” they asked.

They recommended that in order to grow further, | find
several mentors who were doing so much better than me
that I might almost feel dumb in their presence. That was
an interesting challenge. It’s great to feel like the smartest
person in the room, but who wants to feel like the
dumbest in the room? | accepted the challenge.

| identified a couple of business executives that | respected
because of their tremendous success and over a single
lunch, it was astonishing the information they shared that |
used to grow my business and develop personally. It may
have taken me months, even years, to uncover that

information on my own yet, here it was just waiting to be
shared with others and all | had to do was ask.

Why do | bring this experience to your attention? It's no
surprise that more than 80% of management and senior
executive recruits change employers within two years of
hire. Mentoring can not only help retain your staff, but it is
an excellent way to increase their performance.

How? In its simplest form, mentoring is when a role model,
or mentor, offers support to another person. A mentor has
the knowledge and experience in an area that another
person needs, in order to learn and succeed on their own.
When the mentor shares with the person being mentored,
it gives the mentee the insight and experience to tackle new
things, solve problems and feel empowered in doing so.

Through this continuous cycle of education and motivation
from the mentor, the mentee has a clearer path to success,
which is a compelling reason to stay with their company
and perform at a high level out of respect for their trainer.

continued on page 28
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Tye Maner is president of
the Tye Maner Group, a
national sales and
leadership development
firm based in Tampa,
Florida. Tye can be
reached at
tye@tyemanergroup.com
and 813-672-1040.

Being A Mentor

As a mentor myself, | find great reward
in assisting the growth and
development of another. So, what does
it take to be a good mentor? The
following characteristics are a must:

Il Self control — be able to accept the
inevitable mistakes of a less
experienced person.

B Value the differences — don’t
attempt to make the mentee your
clone.

B Provide balanced feedback — make
sure you point out first what they
are doing well before you identify
where there is room for
improvement.

Being a Mentee

Everyone can use mentoring. It doesn’t matter if you are
the new kid on the block or the owner of the company.
When you invest your time in being a mentee, you will be
rewarded with accelerated learning and experiences from
your mentor including:

B You will learn from and avoid the mistakes that they
may have made.

B You will learn about your industry.

B You will meet great people and form valuable
relationships.

B You will be able to mentor someone yourself in the
future.

If your organization offers a mentoring program, sign up
and get involved. If there isn’t a formal mentoring
program, suggest one or identify people you would like
to learn from and approach them about mentoring you.

The mentoring relationship can be a venture where
everyone wins. A win for the mentor, a win for the mentee,
and a big, big win for your company.

Installation made easy. Anywhere.

The First Network of Independent Installation Companies
- i 1IN W
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Over 250 service providers offering trouble-free office furniture
installation services throughout North America.

» A network of installation professionals

» 24/7 access to real-time project status

information

» Online Quotes, national capability and
experience

» Consistent performance and service excellence
nationwide

» A one-stop solution for multi-location projects
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With the worsening economy, it’s easy for salespeople to fall
into a rut, lose focus and blame poor performance on the
recession. But they’re just copping out!

Too many sales teams today have people who are having
problems getting appointments, who are afraid or too busy to
make cold calls, and who get too many stalls and “think it

over’s” from potential clients.

If any of your people fall into these categories, ask yourself, “If
they could perform any of the above skills better or improve any
other sales skills, what would be the impact on my business?”
Also, “What is this costing me in lost sales, revenue, profits and
new customers?”

Is developing new business opportunities harder to do when
prospects aren’t lining up at your door? Of course! Is it impossible?
No. It just takes the appropriate mindset, dedication and discipline
to perform the necessary behaviors to be successful.

What’s most important today are the opportunities in your
pipeline that will ensure tomorrow’s success. You must always

By Robert Scales

you are not upbeat and positive in your daily

I I your customers and your sales team?

interactions, what message will be communicated to

be engaged in activities that are uncovering new business
opportunities and driving them closer to completion. That means
performing, on a regular basis, the new business development
activities of networking, cold-calling, trade shows, referral
generation—whatever is appropriate.

Don’t let your EGO prevent you from doing whatever is
necessary, especially in bad times. Never stop doing the things
that helped you reach the level of success you have achieved.
You may have to adjust the amount and frequency of these
activities, but never, ever stop doing them completely.
Remember: You don’t have to enjoy making cold calls; you just
have to do it!

In your career and personal life, you have become successful
as the result of three interrelated factors: technique, behavior
and attitude. Learning a new sales prospecting approach
(technique), for example, won’t bring you more business unless
you have a plan for implementing the approach (behavior) and
the conviction (attitude) that it will work for you.

continued on page 30
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Without making changes in behavior and attitude, technique
alone will yield short-lived success, unless it fits within your
existing behavioral model and matches the perception of what
you want to accomplish.

Behavior

Relates to having a systematic approach to the task at hand,
or a step-by-step plan for reaching goals by disciplined action
that has been planned.

Attitude

Relates to your outlook, the perception you have about your-
self, your product or service, and your marketplace. It can be
beneficial or it can be a limitation. And since it’s your percep-
tion, it’s also your choice.

Technique
Relates to your skills. It consists of the strategies and tactics
you use to implement your plans.

As we move into 2009, where are you in terms of your
Behavior, Attitude and Techniques? Are you consistently doing
the things necessary to secure your success?

What is your self-fulfilling prophecy? Is it one of limitation or
one of possibility? Positive thoughts bring positive actions,
negative thoughts bring negative actions. If you think you can
do something, you’ll prove you can do it.

If you are not upbeat and positive in your daily interactions,
what message will be communicated to your customers and
your sales team? Remember, “It’s not how you feel that
determines how you act; it’s how you act that determines how
you feel.”

When you are calling on your customers, what attitude and
outlook are you bringing to them? Is it one of limitation or one
of possibility? Are you constantly talking “gloom and doom”
about the economy or have you chosen to believe that you
can rise above it and decided to view the situation with a
positive outlook?

You make the call; it is your choice. As for me, | refuse to parti-
cipate in the recession!

Robert Scales is president of the R. Scales Consulting Group, a
multi-faceted sales training organization with extensive office furniture
industry experience that provides consulting and sales training
solutions for dealers. For more information, visit www.rscg.net.

Keep Up On All The Office

Furniture Industry's News

OFDASs newly redesigned FREE weekly
Connecting eNewsletter is your guide to all
the latest on the office furniture industry.
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Industry News & Events
Association News
Government Advocacy
Product Introductions
Business Basics
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or call
800.542.6672
to Sign Up!

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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As we all know, creating a culture that encourages innovation
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“ | carlene Wilson,
VP, Sales and Marketing
BKM Total Office of Texas

and fresh thinking can be challenging for any organization, but particularly
in these difficult imes, that culture can become a valuable resource for any dealer.

That’s why when Tom Kelley’s book, The Ten Faces of
Innovation, was recommended to me, | was eager to read it.

As the managing partner for IDEO, an industrial design firm
whose clients include Steelcase, Microsoft, Procter & Gamble,
Hewlett-Packard and a long list of similar companies, Tom
Kelley is a key player at a company whose approach to new
products always keeps the end user at the forefront of the
development process.

According to Kelley, innovation is all about the roles people can
play and the different hats they can wear in an organization. At
IDEO, they have developed ten personas people can take on to
defeat the devil’s advocate—and they’re probably far more
common than we’d like to think—who stifles creative thought
and slows momentum if their own idea is not selected.

Understanding those roles—Kelley’s Ten Faces of
Innovation—and how employees can adopt them will add
tremendous value to your organization, he maintains. The ten
roles Kelley discusses are:

1 The Anthropologist 6 The Director

2 The Experimenter 7 The Experience Architect

3 The Cross Pollinator 8 The Set Designer

4 The Hurdler 9 The Caregiver

5 The Collaborator 10 The Storyteller

The first three roles in the list are about learning, which Kelley
defines as the critical ingredient in a culture of innovation.

The next three, the organizing personas, are played by indivi-
duals who are savvy about the process of how organizations
move ideas forward.

The four remaining personas involve building and generating
change in a company. They are the roles that apply insights
from the learning personas and channel empowerment from
the organizing roles to make innovation happen. People in

these roles are highly visible, so you’ll often find them right at
the heart of the action.

If you are interested in changing your own organization in
2009, you’ll find plenty of ideas to help you do just that in
Kelley’s book. It’s an easy read and full of fascinating stories
with lessons for us all about how companies can adopt a
culture of continuous improvement and innovation.

If you’ve got a favorite book you’d like to share with your
fellow dealers, please let us know. Just drop us an e-mail

simon@idealercentral.com and we’ll take it from there.

How Satisfied EIs )(o_u?

The Annual OFDA Dealer Manufacturer .

Satisfaction Index (DMSI) survey is your f N
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
$0 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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No Time
to Cut Costs on

Technology

In difficult economic times like these, there’s a natural tendency
for any business owner to try and cut costs wherever possible
and do so as quickly as possible. But for dealers in the contract
furniture industry, those cuts have to be made very carefully.

According to a recent dealer survey conducted by ECi, the
Number One priority for most dealers in the coming year is
customer retention. And that means they can’t be too aggressive
about cutting costs, particularly in the technology area.

If dealers are going to maintain their current service levels and
continue to compete effectively without adding extra cost, they
will need a strong technology base. It’s that simple. And that
makes it not so much a question of dealers cutting their
technology budget, but rather, of spending their technology
dollars wisely and making sure they’re getting the most value
and functionality possible from their investments.

How should they go about doing that? The most effective thing
any dealer can do to maximize their technology ROl is to make
sure they understand all the functionality that’s already available
to them through their current system.

Certainly, there’s a cost involved in bringing in one of our own
team or an approved consultant to conduct a business review
and determine how well you’re using your system. But it’s
money well spent and, in the vast majority of cases, it will pay off
handsomely in new productivity and efficiency gains.

Technology is in every part of the dealer’s business today and is
only going to become more pervasive going forward. That
makes it more important than ever for dealers to stay on top of
what’s happening in the technology arena and make sure that
every aspect of their business is using technology to its fullest
potential, not just internally but externally too, in areas such as
vendor and customer communications.

For TeamDesign! users, powerful new reporting tools will
be coming on stream soon, with the launch of Version 14 of
the system, while the new, completely re-designed project

Last
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management module from DDMS promises significant benefits
in a key area of any dealer’s operations.

We’re also continuing to improve the supply chain integration
between dealers and the manufacturers. Electronic transactions
offer real competitive and operational improvements — cost
reductions, faster, more accurate fulfillment, improved customer
service, etc. — that benefit dealers, manufacturers and even the
end consumers; essentially the entire industry. Most recently, a
new service connects dealers using DDMS to the HNI
companies. The service uses OFDA’s XML schema to provide
electronic order processing through our Internet-based Private
Supply Network.

Also, extending this integration to other types of suppliers
(wholesalers, buying groups, etc.) is vitally important for dealers
looking for ways to grow (or just make up revenue lost to the
down economy) outside of furniture. One option is to become a
multi-line dealership. Providing office supplies, IT consumables
and other business products lets dealers capture more revenue
from their existing accounts as well as compete for new
business. However, to do this profitably, they’ll need the same
level of integration with the wholesalers and buying groups
supplying those products as they have with their existing
furniture vendors.

Ultimately, regardless of your business model or what system
you use—TeamDesign!, DDMS or some other software package
—you owe it to yourself, your company and your people to make
sure you know what’s available and have the resources in
place—hardware, software and, most importantly, ongoing
training—to make the most of it all.

At ECi, we’re committed to our dealers and the industries we
serve. Our goal is simple: To prove each and every day that we're
at the forefront of technology, that we’re the best technology
provider for our dealers and that we recognize our success
depends on their success. i
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