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Configura

Although Paul Riches, a project planner for Heritage Office
Furnishings in Vancouver, WA has only been using CET Designer
for one year, he’s got a lot to say about this design application.
“This product doesn't reinvent the wheel,” he said. “It tears it
apart, throws it out the window and comes up with something
much better.”

According to Riches, CET has the ability to produce high quality
renderings for client education and visualization, as well as
detailed specifications from the drawing design process.

“Who has the time to spend dozens of hours creating finishes
and lighting effects?” asked Riches. “CET Designer completes
the process intuitively and the user interface is so clean and easy
to use—I've been able to train one of our other planners in a few
short hours and have him up and running doing designs and
renderings by the end of the day.

As an example, Riches recently completed two jobs using CET
Designer, and in both instances it significantly shortened the
sales process.

“Sometimes as a designer/planner we tend to forget that we
work with clients who have difficulty visualizing the way their
space will look with different panel heights, finishes, etc.,” he
said. “Utilizing CET Designer and SmartTools, | was able to

create a virtual office in both cases using exact carpet tile
samples, wall colors, and additional design points.”

Using those backgrounds as a showcase for the furniture
selections helped the clients and their interior designers quickly
realize any shortcomings on the original design and make
changes quickly and effectively. The salesperson was spared
the constant back-and-forth of new proposals, multiple
changes, and any chance of a dissatisfied client at the end of
the process. Furthermore, in both instances the purchase order
was issued well in advance of the usual closing date for projects

of this size.
continued on page 16
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20-20 Technologies - CAP

For the past 17 years, Parron Hall Office Interiors, a San
Diego-based Knoll dealership has used 20-20 and its CAP Studio
software to create and specify workspaces for its clients.
According to Nita Sani, Parron Hall’s senior designer and CAD
manager, “While we periodically reevaluate our automation
technology in comparison to new products, there are many
selling points that keep us with 20-20 and CAP Studio year after
year. “

According to Sani, 20-20 has demonstrated a clear
understanding of the entire office furniture design process, and
not just the initial sale. “They ask what we need, listen to our
suggestions and allow us to review new features early in the
process.”

To work most efficiently, Sani believes that software must allow
designers to accomplish three tasks concurrently. Drawings must:

B Clearly define the scope of work to the client
B Clearly define the installation requirement
Bl Generate the basis of an accurate specification

“| call this my ‘rule of three’ and CAP Studio has always allowed
us to accomplish these three critical tasks at the same time
which saves us hours of work,” said Sani.

“CAP Worksheet and Studio is well known and used throughout
the desigh community which allows for flow of information from
the architect firm to design firm,” said Joan Miller, a St.
Louis-based designer. “The product allows you to work
efficiently and therefore save money. The ability to make custom
blocks, custom reports and schedules also adds to its
efficiency.”

“Utilizing CAP Worksheet and Studio, | can create several
customized reports that seamlessly service clients,” explained
Miller. “I can create a manufacturer comparison report, budget
report, invoice, quotes, cover letters, and discount schedules.
This flow of communication to our clients enables us to give
them information accurately, completely and quickly.”

“It is a system that both designers and salespeople can use,”
said the principal at an Indiana dealership. “From the design
standpoint, it is versatile. | can plan in 2D, visualize in 3D, spec
product, create quotes and other types of reports. If it doesn't
have what | need, | can create my own symbols. The other great
factor is that it works so well with AutoCAD. We can get our
training for both CAP and AutoCAD from the same person and
with monthly updates and a wide array of manufacturers

represented; it’s a no-brainer.”
continued on page 17
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ICE

For Greg Forsgren, a partner with Element Integrated Workplace
Solutions in Alberta, Canada, ICE has been the program of
choice for over three years.

“We use ICE software as the differentiation tool that is so crucial
in today’s economic climate. It’s simple,” said Forsgren. “Thanks
to ICE, we are able to keep our overhead lower and to do more
business. We started using ICE for DIRTT and now we use it for
our Knoll designs. ICE is the ultimate package. We capitalize on
the design, specification and visualization capabilities to submit
bids for jobs faster, win more jobs and...repeat!”

According to Forsgren, the best feature of ICE is its visualization
capabilities that literally make jaws drop during presentations.
Element uses ICE3d to do walkthroughs for clients; did away
with outsourced renderings by using ICErender and has
introduced ICEvision to their clients.

“They absolutely love being able to do their own flythrough of
the designs,” Forsgren commented. “Our clients are never left
wondering what their project will look like. They like having that
security and confidence of knowing the end result.”

As an example, Elements recently came up against a client on a
very tight schedule. “Using traditional methods we wouldn't
have had time to do it but with ICE, we were able to go through
five rounds of changes and still meet their deadline,” Forsgren
boasted. “Because of ICE's 3d walkthrough capabilities and
real-time changes, we were able to make changes on-the-spot
while the client was in the room. Having all of the changes
reflected in the price quote also made for a quick approval
process. In the end, we finished the job on time and on budget
and the client has a great space they are very happy with.
Situations like this happen all the time and ICE has played a
huge role in helping us be a profitable and thriving business...
even in a recession!”

Lisa Shumway, vice president of sales for American Interiors in
Wixom, MI has found similar results.

“ICE gives us the speed to turn pricing and budgets around very
quickly. In addition we can create realistic 3D renderings and
virtual flythroughs instantly, she said adding that she can sit
down with customers to create typicals and test different pricing
options to help clients come to decisions quicker.”

According to Shumway, while all of the features are important,
the speed of specifications and changes is the best feature.

“In the current economic climate, the ability to create
specifications in a fraction of the time lets us do more with fewer
specifiers.”

BACK TO BUSINESS
ECI - TeamDesign

For the past 14 years, Gary Lorenz, CFO of Herman Miller dealer
WorkSquared in Grand Rapids, MI, has used TeamDesign to
automate every aspect of his business including marketing,
quotes, commissions, and financial statements.

“A dealer that uses this software is easily able to import complex
data from various design specification programs to create
customer proposals and vendor purchase orders leading to
customer invoices,” said Lorenz. “This business cycle, which
begins with a customer quote and ends with a customer
payment, is easily monitored and reviewed with reports
highlighting profit results.”

According to Lorenz, the product’s best features are made even
better with ECi’s significant investment to enhance and upgrade
the product to the recently-released Version 14. The new version
created many new features including enhanced embedded
reporting; output to screen, printer, Word, PDF, XML and Excel
files; the ability to run multiple concurrent reports on A/P, A/R
and the ability to adjust salesperson overhead percentages
when changing salesperson on a proposal.

“Areally cool feature is the ability to send e-mail alerts updating
me on the status of cash flow and other key business metrics,”
said Lorenz. “This software provides us with daily operational
and financial reports that allow us to review and report profit
results and manage the balance sheets whenever we want.”

Dealer-Choice

Jim Vaughn, principal of Innerspaice, a dealership based in
Mobile, AL, began using Dealer-Choice 1-'2 years ago after
struggling for a long time to get his salespeople to focus on the
details of selling, both during and after the sale.

“Finding software that produced tools for them to win, while
filling in the blanks’ for me was just the answer | needed,” said

continued on page 18
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Vaughn. The salespeople embraced the software and the
processes we developed to create a company-wide tool and
communication platform. The results were almost
instantaneous.”

According to Vaughn, the fact that Dealer-Choice is web-based
is the best feature. “I can access information from anywhere,”
he said. “If | need to make a change to a proposal, | can do it
from my client’s office or from Starbucks. Using it feels similar
to the way | felt the first month | had a BlackBerry...It was
amazing how much | got done in a day and seemed to have
even more time on my hands. It almost makes it fun! (Did | really
say that?).”

Reports are run in real time with answers at the click of a mouse
and file vaults allow electronic drawings and CPD binders to be
stored and accessed from anywhere. “I can even open PDF
drawings from my phone,” laughed Vaughn.

“The best feature though has to be the time savings,” said
Vaughn. “The time we save and the mistakes eliminated pay for
this product every month. It has improved communications
between team members and allowed us to implement
procedures we have often tried in the past but could never
accurately monitor and weekly project management meetings
that used to take most of the day now take about an hour.”

1Q Group

“We were looking for a program that better supported our
operational services,” said Scott Jamison, service director for
Intereum, a Plymouth, MN-based dealership and 1Q Coordinator
users for three years now.

According to Jamison, there were several factors that
contributed to Intereum’s decision to choose 1Q:

H The ability to create detailed work orders and improve
information to our field personnel

H The ability to do some customization
H The ability to do detailed job cost and labor tracking
H The need for extensive reporting capabilities

H The development of a scheduling module

“IQ Coordinator has several modules, including web site,
project, order, asset, task, schedule and time managers, that
interlink and perform well together. You have the ability to pick
and choose what modules you feel are beneficial to your
organization which is great for integrating the technology to your
processes and controls your cost,” he continued.

Jamison’s favorite feature is the time module that ties into the job
costing, labor tracking and financial reporting. “This feature truly
gives you the ability to effectively manage your service group. |
track all job costing, labor recovery rates, GP margins by
salesperson, foreman, client and projects. | have seen numerous
other programs and haven't seen anything that compares.

IQ has helped our service group become more fiscally
conscientious from our leadership group to our field personnel.
It also makes it easy to see areas for improvement.”

Todd VanPelt, general manager of Office Installation Company
in Kansas City, MO, echoed Jamison’s sentiments adding, “We
have been able to add consistency to our pricing throughout our
sales staff. Our ability to schedule projects and communicate
more clearly with our customers has been greatly enhanced. Our
timekeeping is more accurate and efficient. IQ has also improved
internal communication on projects that are managed remotely
between multiple branches. It has been an important factor in
our ability to start operations in new locations.”

Khameleon

“We were looking for a system that would give us the ability to
track our customer orders from start to finish, would easily
provide our clients' historical data, had internal controls to
regulate security access, and would be easy and logical to use,”
said Rebecca Bahnsen, IT director at Workplace Resource, a
Denver, CO-based dealership that began using Khameleon more
than five years ago.

Bahnsen explained that the upfront training provided was very
comprehensive and instrumental to a successful transition.
Khameleon's ability to set specific operating parameters within
the system allows Workplace Resource to customize processes
to the company's needs. As an example, Workplace Resources

continued on page 19
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has set up a system to require orders to be electronically
approved before vendor purchase orders can be generated.
While other companies may not need or want that step in their
order process, these built-in internal controls help them to
maintain consistent processes.

“With these parameters in place, purchase orders can't be
generated until the order is approved and product can't be
shipped in the system until it's been received,” Bahnsen said.
“This helps us to be consistent in how we service our clients.
The data structure of this system allows us to easily extract
information for a variety of analysis situations, whether it's a
customer needing detailed purchase information or internal
management wanting to further review and evaluate different
facets of the order process. In other words, we are able to get
better data more quickly, and in turn can service our clients
more efficiently.”

Lori Kletzien, vice president of BSI in Milwaukee, WI agrees.
“The diversity of the system enabled us to review our entire
process and make the necessary changes in order for us to do
business in the most efficient and effective manner. It also gave
us the ability to extract a tremendous amount of information
which gave us extensive reporting capabilities,” she added. “It
takes such minimal time to process an order whereas before it
took double entering and difficulty in editing after the order was
processed. We have reduced our order entry department and
shuffled these individuals into other areas that directly assist
both our external and internal customers. We knew after we
became proficient with Khameleon, it would save us a
tremendous amount of time in our order entry process and, as
such, we were able to eliminate several duplicate processes
which in turn saved us time and money.”

RPC

Anne Johnson, controller of KBM Workspace in San Jose, CA
has been using RPC software for more than two years and cites
six factors that were the main selling points for their selection:

M Industry specific

M Ease of use/user interface

W Electronic upload capability to major vendors
M Instant updating, no batch processing

B Flexibility and customization capabilities

B Upload capabilities - document storage

“The ease of use has encouraged use throughout organization,
even by ‘technophobes,’” reports Johnson who said that a
significant increase in productivity has resulted in a headcount
reduction in order processing of approximately 40%.

“In addition, customization for our company has reduced
reporting/data management outside the system,” explained
Johnson. “Data retrieval/reporting/exporting has greatly reduced
research time and enhanced data mining and we have also
reduced our printing costs because of uploading to document
storage and automatic uploading to our major vendors.”

For Thomas Hegge, vice president of Office Pavilion in Reno,
NV, “RPC is a modern, Windows-based system that is scaled to
our business and allows a more direct and efficient ordering
process with our major manufacturer.”

Hegge says that RPC is easy to use and manage from proposal
creation through to financial management, with accounting
features that are far superior to their previous product. “When
we switched, we realized how many ‘quirks’ were built in to our
processes because of our previous system. We are now much
more consistent and efficient in producing proposals and all of
the other documents in our business.”

ECI - DDMS

John Sorteberg, president of Commercial Furniture Services in
St. Louis Park, MN, has been using DDMS for three years now
and believes that the overall capabilities of the program, the tech
support they provide, the continuous improvements made to the
product, and the communication among the dealer user base
and the developers put DDMS among the top providers.

Citing in particular, DDMS’ reporting capabilities as its best
feature, Sorteberg said, “The ease of retrieving information in
drilling down through the general ledger and reporting
functions give us a clearer understanding of what our business
is doing. Productivity has been improved due to the efficiency

of the software.”
continued on page 20
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So too, agreed Steve Miller, CIO of Goodman’s Interior Structures
in Phoenix, AZ. “DDMS has a more modern ERP architecture than
our PICK-based system, with access to all aspects of customer,
order processing, purchasing, and vendor data.”

“Order processing is flexible and data rich which enables us to
see the entire story of an order, from entry to A/R invoice, to
GL,” he said. “We literally have hundreds of reports (customer,
salesperson, project-specific) that allow us to proactively
manage and communicate order/purchasing information. Most
of our large accounts have customized ‘portals’ into their
information that enable them to pull order status/invoicing
history at any time, thanks to DDMS.”

For Cari Marshall, principal of L&M Office Furniture in Tulsa, OK,
the biggest selling point of DDMS was its ability to manage
furniture inventory. “The DDMS software allows us to allocate
all of our product by location, by warehouse, by model,” said
Marshall. “It is very easy to find things and is comprehensive
yet easy for novice users to access. We also use it to track our
customer asset management goods.”

Hedberg

For Cindy Cox, president of Office Environments in Charlotte,
NC, Hedberg software for Steelcase dealers has proven itself
worthy over the past 23 years.

“It has been developed over the years to be the ‘total’ system
for a dealer,” said Cox. “From quotes through order entry to
billing and then onto the accounting package as well, all rolled
into one. It is much more user-friendly than it was originally and
they work hard to keep the technology current and very helpful.”

According to Cox, one of the best features that saves a lot of
time is auto-pricing. “Once we enter an order and “auto-price”
it, the pricing will be matched electronically to make sure it is
correct,” she explained. “If the order has special discounting, it
will read that. So it saves a tremendous amount of time not
having to deal with pricing discrepancies later.”

Cox also commented on a feature known as “My Hedberg
Views” which keeps track of projects, the scheduling status,
and who worked on the job. “We can attach notes and
documents to project files, which really turns into an electronic

folder for the project or order. We can easily access a client’s
previous orders on the system instead of relying on the paper
‘client folders’ which we used to file and then hope we could
find! We can also generate a variety of reports and be kept up
to date on every aspect of the order and our entire
business—as this software handles the whole business cycle.”

StructuredWeb

Ken Feinstein, marketing communications manager at
Brigholme Interiors Group in Markham, Ontario, Canada, has
been using StructuredWeb for more than five years and has
found it to be a comprehensive, easy to use CRM solution that

provides great value to the small and medium sized business.

“Regardless of the type of user—sales, marketing or
management—it’s intuitive and easy to use,” said Feinstein.
“On the marketing side, there are eMarketing/campaign
management capabilities as well as the associated metrics, and
from the sales management/C Suite perspective, it offers a
comprehensive approach to sales funnel management

supported by many reporting capabilities.”

“We’ve found great success utilizing StructuredWeb’s
eMarketing/campaign management module to deliver targeted
corporate newsletters and announcements to our database,” he
continued, noting that this tool has the flexibility to personalize
not just the message—as in Dear {FirstName}—but is able to
have the email sent ‘From’ anyone in the organization or by

record owner (specific salesperson), all with just a few clicks.

“We’ve received many project opportunities over the course of
the past few years than can be directly attributed to these
communication vehicles,” Feinstein said. “The reporting
component delivers simple metrics such as ‘open’, ‘click-
through’, ‘unsubscribe’, etc. but it also provides reporting of
who clicked onto the specific links within each eMarketing
campaign,” said Feinstein. “This has allowed us to refine our
messaging over the years, by better understanding the type of
information important to the various contacts within our
database. The click-through reporting is an extremely important
tool for refining our content so that it speaks more directly to
our various contact types.”
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NeoCon 2009:

Attendance Off But Better Than Expected
and Plenty of New Products on Display

It was hardly the biggest show in its history but given the
current state of business and the continuing gloom and doom
in the overall economy, the 2009 NeoCon World’s Trade Fair
earlier this month turned out to be a pleasant surprise for
almost everyone—both exhibitors and attendees who came
to Chicago for the industry’s annual gathering of the clans.

Traffic was light—no great surprise for an industry that is facing
some of the most challenging conditions in recent
memory—Dbut there was still a healthy buzz of activity in most
of the permanent showrooms, even if some exhibitors on
Floors Seven and Eight, home of the temporary displays at
the Merchandise Mart, reported distressingly few visitors.

“We’re seeing most of the people we want to see and the
tire-kickers aren’t here this year,” was a typical comment from
the exhibitor side.

For attendees, there were plenty of genuinely new products
and innovation to be found, both in the big name showrooms
and from lesser-known companies in the temporary space.

Overall conclusion: The industry still has its hands full, but the
overall mood was remarkably upbeat and confident.

One dealer spoke for many when he said, “We’re going to
continue to do what we need to do to get through the current
downturn, but we’re also going to make sure we’re positioned
to make the most of new opportunities when the economy
does start to improve.”

As usual, the Best of NeoCon awards program highlighted
some of the more interesting new products on display, with a
panel made up of corporate, government and institutional
facilities management executives, interior designers and
architects selecting the winners from some 280 new product
submissions.

On the following pages, we showcase the Gold Winners from
some of the key office furniture categories, along with the Best
of Competition and office furniture Editors Choice and
Innovation Award Winners.

Global, Herman Miller Win Honors as OFDA Manufacturers of the Year

Executives at Global-The Total Office and Herman Miller had
even more reasons to be happy at this year’s NeoCon, as
dealers voting in OFDA’s annual Manufacturer of the Year
program awarded them top honors.

Global and Herman Miller were recognized with Gold Awards
in the Non-Aligned and Aligned categories respectively. Other
winners in the Non-Aligned category were AIS (Silver Award)
and National (Bronze), while Kimball Office (Silver) and
Teknion (Bronze) were also recognized in the Aligned
Manufacturer category.

The awards were based on a carefully structured, anonymous
dealer poll, the OFDA Dealer Manufacturer Satisfaction Index
(DMSI) Survey, which is sent out every spring.

Its purpose is to improve dealer-manufacturer relations by
measuring ten functional areas of manufacturer performance

JUNE 2009
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that are of greatest importance to a diverse cross-section of
dealers throughout North America.

OFDA'’s awards program recognizes those manufacturers that
deliver the most consistent and effective overall support to
dealers in all of those areas.

“OFDA and office furniture dealers throughout the country are
honored to have these winning manufacturers as strong
supporters of our industry,” stated Jack King, OFDA chair and
president/CFO of Elements IV.

“Even during times of economic stress, these manufacturers have
earned special recognition through their support of the dealer
community. As winners of OFDA’s most sought after award, |
congratulate them on their efforts and continued support.”

continued on page 23
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Best of Competition: Powermat Herman Miller: Gold in Conference Seating for Setu Chairs
WWWw.powermatusa.com www.hermanmiller.com
Haworth: Gold in Worksurfaces: Height Adjustable for Planes Humanscale: Gold in Office Accessories
www.haworth.com for its M2 Monitor Arm

www.humanscale.com

HBF : Gold in Guest Seating for Solace Turnstone: Gold in Conference Tables for its Campfire
www.hbf.com www.turnstonefurniture.com

continued on page 24
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ITOKI Design: Innovation Award for its SP Chair

www.itokidesign.com

Sedia Systems: Innovation Award for its Genya Bench
www.sediasystems.com

SurfaceWorks: Gold Award in Training Tables

for its Zii Drive
www.surfaceworks.us

Cabot Wrenn: Gold Award in Healthcare Seating for its

Graduation Push Back Recliner
www.cabotwrenn.com

CCN International: Gold in Conference Tables
for its AERO Conferencing Series
www.cchinternational.com

Coalesse: Gold in Casegoods for Denizen
http://coalesse.com

continued on page 25
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Interstuhl Biiromaobel: Boss Design, Inc.:
Innovation Award for Fit Lounge Seating Editors’ Choice Award
www.interstuhlnet.de for its Kruze

Lounge Seating.
www.boss-design.com

Peter Pepper Products: Gold in Healthcare Furniture for its Gunlocke: Gold in Stack Seating for Vili
Health First Infection Control Centers www.gunlocke.com
WWW.peterpepper.com

izzy+: Gold in Education Solutions
for Dewey by Fixtures Furniture
Www.izzyplus.com

continued on page 26
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Knoll: Gold for Ergonomic Desk/Task Seating for Loewenstein: Gold in Sofas and Lounge Seating for Elle
Generation by Knoll and Editors’ Choice Award www.loewensteininc.com
for its Spark stacking chair
www.knoll.com

L

i

f

READ THE FINE PRINT

Other companies limit their warranties through fine print. But with Concept Seating, you don’t have
to worry about the fine print — there is none. Our warranty covers even usual wear and tear on our
24/7 Intensive Use Chairs.

And, that's just one of the features that make us different, better. Our 24/7 Intensive Use chairs
meet or exceed GSA intensive use ergonomic standards which are ten times that of ordinary office
furniture. Plus, our unique Dymetrol® suspension supports the body in tension, not compression,
allowing the body’s circulation to keep flowing. That means your employees experience less fatigue
and increased productivity.

To learn more about Concept Seating's 24/7 Intensive Use Chairs,
call 1-800-892-5563 or visit www.conceptseating.com
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Successfully blending the past with the present to develop a design that will inspire future generations
s always a challenge; especially when you're talking about a past as rich in culture and heritage as the
Morongo Band of Mission Indians, one of nine bands of Cahuilla Indians living in southern Galifornia.

With more than 2,000 years of
history, the Morongo Reservation
spans more than 35,000 acres of
land and overlooks the vistas of
California’s Banning Pass. A true
desert oasis, the Reservation has
flourished over the years through
shrewd investments by the
Morongo tribe in the food service,
oil and gaming industries.

With success came the need for a
central, multifunction administrative
complex that would not only serve
on as the focal point for Morongo
government and business
operations, but also provide a
historical monument for the
Morongo tribe and a center for
community activity.

The architectural firm of Gruen and
Associates from Beverly Hills, CA, was
selected to take on the massive project
which, when completed in 2008, included a
contemporary, 67,000-square foot admin-
istrative center with museum-feel lobby for
its collection of woven baskets and artwork
and a sophisticated, 8,600-square foot tribal
meeting facility built to function as the
center of all the Morongos' tribal affairs.

The new, two-story administrative building
includes offices for numerous depart-
ments, conference rooms, a courtroom,
warehouse space and storage areas. A
courtyard space for visitors and
employees to relax and enjoy the desert
landscape connects the administrative
building to the Tribal Council Chambers.

Included in the Council Chambers are a
240-seat gathering room with state-of-
the-art electronics and sound, a

commercial kitchen outfitted to handle
large-scale catered events and food
services for meetings. There is also a
dedicated audio-visual room, conf-
erence room and dining area inside the
Tribal Council Chambers.

To handle the office furniture side of the
project, the Morongo chose Innovative
Commercial Environments (ICE), a
3-year old, $3 million boutique office
furniture dealership, from among the
eight office furniture dealerships bidding
in the Southern California area.

An AIS, MaiSpace, Humanscale and
National dealer, ICE was charged with
enhancing the architectural design of
the complex and incorporating the
tribe’s heritage and need for
personalization, all while staying within
a tight budget.

continued on page 28
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“They had many requirements from the overall
cost, the creative solutions provided by the
dealership, the quality and warranties of the
furniture we presented and especially our
customer service and design capabilities,” said
DeLinda Anderson, president of ICE. “Their
greatest concern was our ability to work with
their staff and our ability to maintain flexibility
and provide immediate response to constant and
consistent changes.”

Anderson credits the contribution of ICE’s interior
designer Jennifer Harmon for much of the
project’s success. Harmon dedicated more than
three months of her time to crafting an
environment that would respond effectively

to the project’s demands. There were seven
private office standards, systems furniture,

public spaces with a lobby, several waiting

areas, and expansive lunchrooms.

“Jennifer met with most of the employees
to ascertain their individual requirements,”
said Anderson. “She was able to combine
their needs with office furnishings that were
both functional and attractive.”

Bringing the outside in, the exterior of the
building combined with the natural beauty
and color of the desert influenced the
expansive public spaces.

“From the burnt orange seating fabric for

the lobby to the woven back guest chairs

that simulate the basket weaving L
heritage of the tribe, every piece reflects

the tribe’s personality and mission,”

said Anderson.

"Our first tribal hall was nothing more
than four walls and a dirt floor, and look
at where we are today," said Robert
Martin, chairman, Morongo Band of
Mission Indians. "Now that all of our
administrative and tribal operations are
centralized, we can streamline our
activities and serve our tribal members
more efficiently and effectively. Building the
Administrative Complex is just another
example of how the tribe continues to keep
pace with the needs of its people to enable
us to succeed in the years to come."
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Training Environments
Offer Upsell Opportunities

If you know the right questions to ask and factors to consider

By John Rouse
Senior Vice President
Ghent Manufacturing

Despite what your client may think, creating the perfect training environment takes more than just a
glance at a plan or a peek in the doorway. There are many factors to consider in creating a training
environment that will be functional, conducive to learning, and comfortable and stand the test of time.

Before you begin work on your next fraining room, here are nine factors that should be taken into
consideration. Keeping them in mind will enable you to most successfully and cost-effectively give your

client exactly what they want.

1. OUTLINE A PLAN.

Whenever you rush a purchasing decision you take the
chance that what is selected won’t be exactly what will serve
the customer best for the long term. Before investing in
training support products, assess the customer’s needs,
analyze how things fit together—furniture, marker boards,
projection screens, etc.—and consider what will be timeless
rather than trendy. Ask questions to get as detailed an idea as
possible and be ready with alternatives and suggestions to
their comments.

2. MATCH THE RIGHT PRODUCTS TO THE TASKS.

If you really want to give your client the personal service that
will win them over and keep them loyal to your company,
finding the “perfect” product for their needs or applications is
a requirement.

Take whiteboards for example. There are high performance,
durable markerboards made of porcelain-on-steel for heavy

use areas including conference rooms, training rooms and
executive and management facilities. The product of choice
for companies seeking the greatest return to service
throughout the life of the whiteboard, these boards easily wipe
clean again and again for nearly 50 years of daily use and can
accept magnets and magnetic accessories.

Moderate performance markerboards boast a hard-wearing,
high quality surface and are perfect for frequent use in shared
and personal work areas and lobbies. They resist ghosting,
clean easily and withstand more than ten years of use.

For occasional use, low performance melamine whiteboards
are the answer. Although highly susceptible to ghosting or
remnant views of previously scribed words or diagrams due
to their porous surfaces, melamine boards can be maintained
for a time with regular specified cleaning after use.

Failure to ask the client’s needs as they relate to products
outside of furnishings could result in the loss of an upsell
opportunity and a dissatisfied client.

continued on page 30
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3. THE REAL COST OF PURCHASING.

What is the real cost of your purchase? Did you include the
cost of freight, taxes, any packaging or special handling as well
as services such as assembly and installation? Where is the
warehouse?

4. TIRING THOUGHTS ON FATIGUE.

You will want to make your training rooms easy on the eye—not
just aesthetically but literally. It must be easy for the class to
see, read and receive instruction. How about lighting? Window
locations? Lines of sight? Temperature? All of these play a part
in minimizing fatigue.

5. EASY MAINTENANCE.

Sometimes, the difference in price can be driven by the ease
of maintenance. Some products are easier to maintain than
others. Trainers will appreciate a room that is easy to shut down
at the end of the day.

6. VALUE ANALYSIS.

Everybody wants to buy on price these days. But buying cheap
may be the wrong thing to do for your customer. You must
consider doing a value analysis that takes into account the life
of the product against what the customer sees as its expected
life.

7. NOT CONSIDERING THE FUTURE.

With a little knowledge about your customer’s future plans, you
may be able to recommend training room products that can be
moved, transfigured or reconfigured to accommodate changes.
Often products can be moved—if the future is in sight.

8. COMPARE WARRANTY TO DEPRECIATION SCHEDULE.

Be sure that you look at the warranty on the products you buy,
and then compare that to your accounting department’s typical
depreciation schedule.

9. NO AFTER-SALE SERVICE.

It’s that old dilemma. You receive a great amount of attention
during the sale, and little or no attention afterwards. You need
to tell your customer how the vendor will handle warranty
service and customer service. What is the return policy? What
is the repair policy? What is the warranty period and what does
it cover? Are loaners available if needed?

You can be smart about helping your customer make the right
decision. Selecting the right product for the right application from
furniture to whiteboards, at the right price, with good service and
warranties on product and workmanship, will show your
dedication to your customer and bring continued business for
many years to come.

John Rouse is the senior vice president of Ghent Manufacturing,
Lebanon, OH-based manufacturer of American made dry erase
boards. For more information, contact Ghent at (800) 543-0550 or
(518) 932-3445, or visit www.ghent.com.
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The current motto of the Harvard Business School, my alma
mater, is “Never let a crisis go to waste.” Winston Churchill
said it slightly differently: “An optimist sees opportunity in
every calamity, a pessimist sees calamity in every
opportunity.”

These quotes could never be more timely. The furniture
industry has had, and in the short term will continue to have,
a rough ride. The industry will change dramatically—more
than in 2000 and 2001.

This crisis is not merely a dot.com or act of terrorism crisis.
It’'s a major financial recession that directly affects dealers
and their customers in terms of both financing and credit.

Our current recession will sort out the winners and losers
and, | firmly believe that the surviving dealers will have more
opportunities than ever before.

Since last November, the contract furniture sector of our
industry has experienced a double-digit monthly decline
compared to the prior year, with February and March orders
falling 32% and 33% respectively. After four straight years
of growth, the industry declined in 2008.

BIFMA (the Business and Institutional
Furniture Manufacturers Association)
currently estimates shipments in 2009
will decline by 28.6%, orders by 29.3%.
And the office vacancy is currently at
15.2% and projected to increase to
almost 20%.

Many industry analysts do not
anticipate a rebound until mid-2010.
Dealers are worried about maintaining
sales and concerned about projects
being postponed or cancelled. Order
backlog has dropped significantly and
severe price cutting is causing eroding
margins. Cash-poor dealers are finding
it extremely difficult to survive.

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.

The economy is showing some encouraging signs. Most
economists are predicting an end to the recession this fall,
with a return to modest growth that will be followed by more

substantial growth over time.

continued on page 32
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While historically, the furniture industry lags the national
economy—both slower to react initially and slower to
recover—most industry leaders and analysts are predicting a
return to a healthy growth rate in most parts of the country
once the economy and capital spending rebound.

Additionally, most dealers are better prepared than in the last
recession. They’ve been through lower revenue and painful
cost cutting and survived, and as growth returned in the mid
2000s, took advantage of new market and service
opportunities while at the same time being careful to avoid
adding unnecessary costs.

The better managed dealers have also used these past few
years to strengthen their balance sheets.

Furthermore, in a downturn, well-run companies typically
make tremendous competitive headway, positioning
themselves to take advantage of opportunities the minute the
economy and market improve.

Inaction is the worst possible response. This is the time for the
survivors to position for the future and the opportunities that
lie ahead.

There are major opportunities in non-commercial markets and
in additional products and services for the
well-positioned dealer. The table below lists

only some of the obvious and not so obvious.

Several dealers are expanding, acquiring

dealers in nearby markets. Included on the table are the A &
D community, real estate brokers, and leasing agents. While
these sectors may not purchase your products, they are
market opportunities that, properly developed, can provide
customer leads. Several dealers have dedicated personnel
working these markets.

Companies continue to move, including those

who are downsizing. Market conditions and

moving opportunities create a host of products
and services as shown on the table.

Service revenue has been the salvation for many
contract furniture dealers, both in terms of adding
revenue and increasing overall gross margins. Jim
Heilborn covered this well in an article on services

in the March issue of OFDealer.

As he noted, the average gross profit on products is 22%
and, | might add, declining, while the average gross profit
on services is 36%. The dealer focus still seems to be
predominantly on product, and | never cease to be

amazed at how many dealers still pay their sales staff on
products only, not services.

This is an opportune time for dealers to list potential new
services, either in-house or sub-contracted, and to survey
current customers to determine which ones have the most
appeal. Services can be ranked in terms of gross profit
percent and dollars that might be achieved.

The intangibles of an organization may create the best
opportunities. CRM not only provides follow-up and control,
but is effective in tracking new business. Effective networking
can identify potential business and innovative strategies in
marketing, operations, and technology. Branding and
marketing a dealership’s core values strengthen its attraction
for both employees and customers.

Several studies have shown that a positive corporate
culture and strong ethics increase both revenues and
profits. Too few dealers invest the time and money to
realize the potential these intangibles can create.

Finally, being quick and agile is another opportunity. Size isn’t
everything; speed is a competitive tool. A book that has been
out for almost a decade and written by Jennings and
Haughton, “It’s not the big that eat the small...it’s the fast that
eat the slow,” is so applicable today. It talks about fast
thinking, fast decisions, getting to market faster, and
sustaining speed. It should be required reading for your key
management team. As | wrote in the first issue of this
publication, weather this storm with speed, skill, and
flexibility.

continued on page 33
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Opportunities
The More Obvious The Less Obvious
Markets Markets
Health care Bio-tech
Education Hotel/hospitality
Government Engineering
Mid-market New geographical markets
A & D community
Real estate brokers
Leasing agents
Products Products

Electrical/cable

Phone systems

Conference rooms, AV

Lighting

Flooring/carpeting

Raised floors

Green (LEED) products

Wall panels

Budget furniture Architectural products
Used furniture Ancillary products
Services Services
Design Relocation consulting

Reconfiguration

Move management

Warehousing/storage

Project management

Inventory management

Site disposition

Rental/leasing

Maintenance agreements

Refurbishing General contracting

When pursuing opportunities, it is essential to carefully
manage risk. The contract furniture industry has been—and
probably always will be—cyclical and volatile, much more so
than the GDP figures in comparable years.

Change in a market can happen very quickly and dramatically.
The current downturn happened fast and hit hard, with some
dealers losing more than 50% of their revenue.

Dealers need to be attuned to early warning signs and
construct various scenarios about the future to understand the
uncertainties that lie ahead.

Often a dealer’s customer base is narrow, with a handful of
customers (or projects) accounting for 50% or more of the
revenue. Strategic plans should be in place to minimize the
dependency upon a few customers.

Personnel issues can significantly impact dealers. The loss of
a key salesperson can be devastating. Deep cuts may be

required in downturns, yet carefully managing these cuts in
order to keep necessary infrastructure and personnel is vital
for when there is an upturn in the market.

Much of the success in this area gets back to the corporate
culture mentioned earlier, and to effective management and
leadership.

Industry margins are narrow, which means that dealers must
control operating expenses just to earn a 2-3% profit.
Financially, there is little room for mistakes. It’s not only the
income statement, but the balance sheet.

The most vulnerable dealers in the foreseeable future will be
those who don’t manage their balance sheet, become unable
to obtain financing, and who lack the financial wisdom and
commitment to practice both financial planning and control.

An adequate cash cushion will be required to weather this
crisis and to support future growth when the industry
rebounds.

Dealers, determine what could really hurt your business.
Assess your exposure and vulnerability (strategically, assess
your competitors’ vulnerabilities as well). You'll need to strike
a delicate balance between managing risk and uncertainty
while pursuing opportunity and growth.

New rules will emerge because the old rules won’t work
anymore. There will be no particular paradigms to follow as
there were during the 2000 and 2001 recession.

| foresee a sizeable reduction in the number of dealers, as
those who cannot survive just close their doors or become
statistics in increasing merger/acquisition and dealer
consolidation activity. A trends towards fewer dealers however,
creates further opportunity for those surviving.

| believe we are close to bottoming out, and while there may
be minimal growth for the next 18 months, | do foresee a
significant return to growth after that, benefiting those dealers
who have the foresight and innovation to carefully manage
risk, uncertainty, and opportunity.

Be constantly attuned to your local market, its customers and
potential customers, and what they value. Exploit changes in
the market before your competitors do.

View this recession period as a time of opportunity and
innovation—do not let this crisis period go to waste.

Exciting things come out of any major recession; we don’t yet
know what they are, but make plans—now—to be a part of it
all. Ensure that your dealership has a well-defined vision and
the leadership to bring it to fruition.
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W M d
New Approach

(e~ Product
Development

In the last issue of OFDEALER, consultant Trish Block
explained the importance in today’s market for A&D firms to
learn about some of the interesting and more cost-efficient
solutions available from smaller manufacturers and highlighted
the role dealers can play in educating their A&D clients on

these resources.
How right she was!

Over the past fifteen years, Qdesign has worked with a
number of smaller manufacturers to provide new product
design and development with support services they think are
essential for successfully introducing products.

Given today’s challenging market conditions, it simply isn’t
enough to design new and exciting product, however.
Manufacturers need to do much more. They need a clear
vision of where the product will fit in the market and be sure
they hit the predetermined manufacturer price points.

They also need multi-faceted marketing support in the form
of end user-oriented collateral materials and web sites that
provide printed and electronic media to meet the needs of
designers and dealers.

Manufacturers will find it easier to create a successful product
launch when designers and dealers are involved in all aspects
of the product and branding.

At NeoCon 2009, there were some excellent examples of just
what can happen when this process is implemented effectively.

CCN, a high end case goods manufacturer from Geneva NY,
went beyond the traditional design process in the launch of
its new “AERQO” conference room and support furniture.

Las

burkequinn

Qdesign, Oak Brook,

CCN worked closely with designers during product
development and supported the product rollout with a
content-rich web site and flash materials, an ad
campaign and a rep introduction training program.

BERCO, a family-owned table manufacturer, introduced
“Monorail”, its first complete training room environment,
including tables, carts and associated products. Their
introduction also included web site development,
collateral support materials, and marketing assistance.

Lesro, a family-owned seating and waiting room
furniture manufacturer, introduced several new products
this year and again, support through a robust web site
and collateral materials was much in evidence.

In the interests of full disclosure, we should note that
each of these companies worked with Qdesign on their
new products, but that doesn’t make the basic
principles any less valid for new product development
in general.

Success in today’s competitive market requires a
comprehensive product plan that not only offers
innovative product design and development, but also
includes ancillary services such as web design,
collateral materials and branding approaches that
clearly communicate the product to the A&D
community, the dealer and the end user.

It also requires involvement with the manufacturer’s
channel partners at all stages of the development
process. Challenging? Absolutely! But particularly when
business is as hard to come by as it is today, we hardly
have a choice.

the
WOI

VP of Business Development,

IL
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