










All-New Business Display & Meeting Format
In response to comments from past exhibitors, this year OFDA
is moving beyond the traditional expo format of prior years
and has developed innovative networking and business
development options to maximize opportunities for productive
interactions between suppliers and their current and
prospective customers. These options include pre-scheduled
meetings in private suites, free-standing furniture displays in
the general session and breakout rooms, table top displays
outside the general session room and a separate “technology
neighborhood” presentation room. 

OFDA’s new Private Meeting Suite Format is designed to
encourage meaningful face-to-face discussions between
industry manufacturers and other vendors on the one hand,
and current and prospective customers on the other, while
eliminating the need to ship a full product display. The intent
is to provide a setting for more in-depth, confidential business
discussions between current and prospective customers and
product and service suppliers.

During the months leading up to the Conference, OFDA will
work with meeting suite hosts to arrange pre-scheduled
appointments with dealers and other attendees through
personal invitations, advance distribution of vendor profiles to
conference registrants, vendor opportunities to sponsor key
customers’ and prospects’ conference attendance, and
special promotional opportunities in OFDA’s new OFDealer
eZine and OFDA’s weekly Connecting eNewsletter.

Visit www.OFDAnet.org for complete conference information
and to register online, or contact the OFDA at 703/549-9040.

How to “Stimulate” Sales in 2009
In today’s business economy, top sales organizations are using
every tool imaginable to “stimulate” sales. 

Smart companies are using tax savings tools to motivate
customers to buy now. Furniture dealers can sell more by
lowering the true cost of ownership on furniture purchases.
Simply stated, a $300,000 purchase when you consider the first
year Section 179 write off, first year depreciation, and bonus
depreciation, assuming a tax bracket of 35%, gives your
customers a tax savings of $98,000. This gives a first year net
cost of the purchase after tax savings of only $202,000. Create
a more comprehensive proposal by adding this information on
every quote you do. Even go back to older proposals for the past
six months and present this information. Best of all, this works
for all cash sales and sales where your customer chooses to
lease/finance their purchase. 

Furniture dealers now more than ever are considering lease/
financing as an attractive alternative to paying cash. By including
with your cash proposal, a payment option, along with the tax
incentive savings calculation, your customers can now make a
viable decision to purchase from the dealer with the more
compelling offer. Another advantage is that most lease/finance
companies will advance the needed 50% deposit at no cost to
your customer. 

Find out how using these OFDA sales tools can save you from 50%
to 100% of your annual membership dues. Through the OFDA and
Horizon Keystone Financial, all of this information and more is
available to use at www.iopfda.org, www.dealersalescenter.com or
visit OFDA’s booth at Neocon #7-9034.
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For some dealers, their relationship with the A&D community is like rafting as part of a
group of skilled paddlers, maneuvering a current’s fast moving twists and turns with
speed, skill and grace. For others, it’s more like being the only experienced rafter on the
river and constantly trying to steer around rocks and stay on course. And for an
unfortunate few, working with the A&D community is the equivalent of being shoved out
into the rapids on their own and somehow expected to live to see the end. 

How do you maneuver yourself with architectural and design firms? Are you one of the lucky few who are
successfully charting a course for success or are you at risk of capsizing? 

In order to find out just what dealers thought about working with members of the A&D community, OFDealer
conducted a survey last month that sought out dealers’ opinions on the good, the bad and yes, the downright
ugly, of working with what is clearly a mission-critical element of the entire supply chain. 

According to the survey, 75% of dealers viewed the A&D community as customers with much the same need
for service as business customers. The other 25% viewed A&D as both a customer and competitor.

Of dealers who see A&D as a customer, an average of 54% of their overall business comes from their
relationships with the A&D community. Not surprisingly, this is in sharp contrast to those dealers who feel that
A&D is both a customer and a competitor and receive only an average of 17% of their business from A&D
relationships.

Of all the dealer respondents, 52% reported that relations between the dealers and design community have
gotten better over the past five years. Most dealers who responded point to three main lessons that must be
learned before success can be achieved.
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Stop Trying to Sell
“Designers don’t need to be sold,” said Jill Johnston, general
manager, interiors, for Grand & Toy in Toronto and an office furniture
sales executive for over 23 years. “They know the business and
what they like and don’t like. They are pretty capable and
competent people who need your expertise, not your pitch.”

According to Johnston, the best kind of rep is a designer
themselves and if you plan on working with the A&D community
on a regular basis, finding a designer who wants to make the move
can be invaluable. 

“Designers don’t make a ton of money so moving into sales can be
very lucrative,” she said. “But if you can’t do that, keep in mind that
designers hate rich reps so if necessary, play it down a bit.”

According to Kama Weinberger, president of Q&E Design Source
in Denver, CO, “the keys to success are in educating designers on
products available and viewing furniture from a design
perspective.  I think many dealers are just there to sell furniture,
not to provide a resource that enhances the designer’s design
intent.”

Meghan Allen, director of A&D business development for Office
Environments of New England, added, “The key to a successful
designer relationship is to be a good listener, be a good resource
and not be a pushy salesperson. Be honest and don't try to hide
problematic issues that may arise, go above and beyond and solve
whatever problems come up on the project.”

Become a Resource Provider
While some dealers said they feel that they are being taken
advantage of and deserve to be paid for the services they provide
to the design community, most dealers surveyed look at
themselves as a resource for product information, specifying,
quotes and problem solving.

“Our industry all around has become more commoditized which
means there is less on the job education for new designers. They
don't have time to learn about furniture and all the intricacies that
go along with it,” said Allen. “The most effective way to reach out
to them is to position yourself as a resource; a non-threatening soft
sell approach from someone who is there to make their job easier.”

“We actually know a whole lot about the furniture we specify and
in many cases, are being used for our knowledge and specifying
expertise while the A&D firms get paid for it,” said Kathey Pear,
president of Citron Workspaces of Boulder/Denver. Pear believes
that firms that charge clients for the services that are ultimately
provided by dealers should compensate the dealer. “We’re told by
design firms that we are making money on the product but today’s
margins just don’t cover the overhead of providing these services.”

“A&D staffers pay primary attention to appearance, and often know
little about functionality or suitability for particular applications,
says Pear, who argues that the cost of proprietary software alone
justifies dealerships charging for design time. “I am happy to work
with designers who value our services. While some designers may
choose not to work with us, many smaller firms understand that,
just like the dedication of the design team to their client deserves
payment, so does the dedication of the dealership to the design
firm.” 

“The architect/designer understands that our involvement assures
the project is specified correctly and the project managed to the
exacting time line of the architect and contractor,” said Larry Weed,
president of Interior Contract Services in Orlando, FL. 

“We assist in the finish selections to the designer by providing
current manufacturer finishes; we provide timely product
information to the electricians, IT, phone, and data personnel; we
provide expert, factory-trained technicians every step of the way
and also provide the Architect/Designer/Contractor perfect
installation diagrams for all FF&E items supplied, “Weed points out.
“The end user dictates the time lines and we must strictly
coordinate all aspects of delivery and related services seamlessly;
whether it’s after hours, weekends, or holidays. We respect and
assist the General Contractor as well and are part of the
sub-contractors scheduled progress meetings. Team, Team, Team
equals success.”

John Sorteberg, president of Commercial Furniture Services in St.
Louis Park, MN, echoes Weed’s comments saying, “We have a lot
more in-depth knowledge of the technical aspects and processes
that are required in order to utilize our products and services
effectively. We can help them avoid costly mistakes and finger
pointing.”

“We try to be a resource to the A&D community, helping them to
specify the best possible furniture for an application,” said Kate
Brennan, head of business development for Brennan’s Office
Interiors in Exton, PA. “With so many furniture options out there,
firms know they can depend on us to provide the right solutions
for their clients.”

Finally, the design team leader of an Illinois dealership summed it
up by saying, “We provide the A&D community with information
about our products and applicable finishes. We find that calling on
them every quarter is about right for keeping literature up to date
and reminding them of our presence. The key to a successful
dealer/designer relationship is to make ourselves available to the
A&D entities. We answer their questions about our product and go
the extra mile to make them look good in front of their client. Then
they aren't leery of our motives and are willing to pull us into
projects.”
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Develop a Relationship of Trust
Trust is not something that comes easy, however. It must be
earned through time, commitment and patience. This is especially
true for the A&D community who often see office furniture dealers
as a threat to their business. And, for many who compete, the
river is especially treacherous and the journey long and difficult. 

The ability to develop strong relationships is probably the most
important requirement for working with architects and designers.
Whether through networking, marketing, education, or through a
dedicated A&D staff member, it’s all about making them look
good to their client and most of all remembering, it’s their client.

Devorie Brown, design director for Goodmans Interior Structures
in Phoenix, has found that an experienced in-house A&D person
who can coordinate with architects and designers on projects is
a must have. “This way we ensure that the lines of communication
are open,” said Brown. “You also need to define each person’s
role in each project as they may change from project to project.”

Grand & Toy’s Johnston echoed Brown’s views on roles. “Design
firms want you to think of them as the ultimate customer and
demand the kind of respect and professionalism that go along
with all that,” she said. “Your goal is to get to the point where the
firm will bring you in and make you a part of the team that meets
with their customers. We keep these relationships strong by
constantly networking with lunch and learns, scheduled
appointments, providing them with leads, and inviting them to
industry functions, seminars, and networking events.” 

“Our reps make face-to-face calls to provide product and services
information and invite the firms to showroom displays and
product demos, said Harvey Schumacher, president of
Environments 4 Business in Akron OH. “We have a high degree
of industry knowledge to share and do what we say we are going
to do to support the firm.”

“We have successfully partnered with several local architects &
designers and support them by referring their services out 
to our end users,” said Susan Borrelli-Gerace, a CAD designer 
for Milton Terry Associates. “The president of our company 
has co-founded a semi-annual conference and workshop 
series, Green-By-Design, to bring Green education to the A&D
community.  Our company has also had great success through
networking and strategic partnerships, in addition to a monthly
email newsletter that goes out to the A&D community.”

Tony Nelson, director of sales for Corporate Environments in
Atlanta, has found success with an A&D coordinator. In addition,
his dealership sends out a monthly newsletter and organizes
regular education sessions and one-on-one meetings. “The keys
to success with A&D include consistent visibility in their firm;

asking how we can help, showing them new and interesting
products or even helping young designers understand they have
to bring work to their firms too,” contends Nelson. “You must
develop a level of honesty and trust with both parties and be able
to have difficult/honest conversations without holding grudges;
even when things go awry or your company is not involved in
every project.”

Like Nelson, Anne Gowan, vice president of new project sales for
POI Business Interiors in Toronto, feels that consistent visibility is
key. “Always stay in touch with all levels within the design firm,
including principal, intermediates, specifiers, and, entry level
personnel,” she recommends. “Hold lunch and learns that are
CEU-accredited and always provide flawless service—whether
they are sourcing just one chair or 300 workstations.”

While architects and designers are the experts in creating
beautiful workplaces, remember you are the expert when it comes
to knowledge of products and specifications. It is a tool to draw
new business as you seek to become a trusted teammate.

EDITOR’S NOTE: So now you know what dealers think about
working with the A&D community but what do interior designers
think about the dealer? Turn to page 19 for Trish Brock’s article
on Marketing to A&D to find out.
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Big Question
what do you want and expect from dealers?

“I want educating, I want to learn. I want information on new products and emerging trends. I
want a trusting relationship” was the reply from one very experienced designer. “Dealers have
to remember that it’s not all about the dealer—it’s about ideas that are shared with the designer.
I want dealers who listen and then make good recommendations.” 

Another designer commented, “Dealers should be well versed and have access to GSA and US
Communities contract information. They must know and understand those contracts and help
designers navigate the process. We’re on tight time lines and need information fast from
dealers—we often don’t have time to wait while they research something.” This is particularly
true in this economic climate.

And while we’re on the subject of the economy, another designer said, “We all know the major
manufacturers’ products. But in this economy, I’m really interested in smaller, interesting and
cost-efficient manufacturers. I have to work with smaller budgets now so I want value without
sacrificing good looks. This is a great time for dealer salespeople to show me new and less
costly options.”
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Marketing
to the   A&D Community

Being Effective in a Challenged Economy
By Trish Brock

Dealers recognize the importance of strong relationships with the A&D community, but some
have more meaningful alliances than others. Even though it’s a challenging economic climate,

now is an opportune time to solidify relationships and build new ones with designers. 

Instead of presuming to know what the A&D community wants from their dealers, I
asked! I spoke with a number of designers from large firms to small independents,

seasoned and experienced designers and younger designers anxious to make
their mark.

They were all generous with their time and their thoughts and were
pleased to share their opinions with the dealer community. They all

wanted to help. Here is what they had to say.

Trish Brock, Principal of Trish
Brock & Associates, 
is a well-known industry
consultant. Her cross-
functional consulting group
specializes in helping dealers
solve identity, branding and
sales support collateral
challenges. She also
conducts Perceptual Market
Assessments and Culture
Evaluations to better define
market positioning and
effective brand messaging.
She can be reached at
720-277-3035 or at
tbrock@trishbrockassoc.com.

mailto:tbrock@trishbrockassoc.com


In matters of service, “I want calls returned fast – at least within
24 hours or less. We are always under tight deadlines. If a sales
person is out, I want a back up available. I expect the dealer
salesperson to really know their lines and be able to make good
recommendations. I can’t possibly know all the products and I
want to use the dealer as a resource.”

There were several comments regarding installers. “The
installation crew must be professional—no boom boxes, no
swearing, clean and identified with the dealer and not a random
crew.” Another designer commented that, “I like it when a dealer
has their own crew, or at least a consistent contact.”

What are some challenges 
you have had with dealers?
This question got a lot of attention! “We want to partner with
dealers, but sometimes dealers compete with A&D. Some
dealers do end-runs, take our clients to manufacturers and
change design specs. How can we develop trust as a team
when that happens?” Another designer commented, “Don’t go
around designers and don’t be adversarial. Dealers need to
evaluate their attitudes.”

Another designer said, “We can partner with dealer designers,
but we expect dealers to take responsibility for the details of
products and the pricing must be checked.”

What is the best way for 
dealers to communicate with you?
Said one designer, “I don’t use dealer web sites because they
usually aren’t helpful; I will go to the manufacturer’s site instead.”
Another designer said, “I will try to use a dealer’s site. But many
aren’t very informative. Few give me a reason to go back.” When
asked what designers want from a dealer web site, one replied,
“It should be easy to navigate, be fast, and well designed (both
site design as well as graphic design!). I will go to a dealer’s site
to see what lines they have and then hope they have a link. I like
it when the line list is also sorted by types of furniture.” Another
designer said, “I go to a dealer’s site to find contact names and
numbers. Don’t make it hard for me to figure out who I should
talk to.”

About e-mail blasts: “They are irritating and not effective—I don’t
open them. The manufacturers do it and sometimes they’re
good. Too often dealer blasts are hokie.” Other comments: “I
don’t even look at them. I get too many and there is often too
much information. I usually delete them without opening them.”

One designer commented and others agreed, “There are 2-3
smaller manufacturers and one dealer that send really well
designed and beautiful e-mails. The messages are simple—I will
open those because I know they will be interesting.”

On direct mail: “I don’t get much mail anymore.” Another
commented, “I will read post cards but wish they were more
eco-friendly.” One designer said that she “finds direct mail
irritating” while another said she “likes receiving pieces that are
well designed – I’ll keep them and tack them up in my office.” 

On lunch ’n learns and events: “Lunch ’n learns can be good,
but must be meaningful and worth while. They can be great for
seeing new products.” Another helpful comment was, “It’s
important to stay on time and within schedule. It’s very awkward
when a rep goes over the time limit and people have to walk
out.” Another designer suggested, “Quick pop-ins can be good.
One rep usually brings a snack so we always look forward to
seeing her.”

“After hours events can be good if there are interesting products
– early breakfasts can be helpful and so can after work events.
It’s nice to network.”

Any other comments or advice 
you would like to share with dealers?
“I appreciate it when dealers have room for me to come in and
work in their library and I can spread out plans and samples. I
really like to be able to use their showroom as a resource.”
Another said, “It’s good when dealers offer their showrooms for
meeting space to ASID, volunteer groups, community groups, US
Green Building Council etc. It’s great to get the community in.”

Another designer said that she “likes to work with a dedicated
person within a dealership. I like having that trusting relationship
and really don’t want to work with a bunch of different people
from the same dealer—it’s too confusing and I have to
re-establish a relationship each time.”

And lastly, “I like dealers who have a good showroom. It makes it
easy for me to bring clients in.” This sentiment was echoed by all.

As dealers look for ways to thrive in this economy, so do design
firms. For dealers to be effective, approaching the A&D
community is as much about having the right frame of mind as
it is about marketing budgets. 

Spending both time and money in a thoughtful and focused
manner will reap dividends. Understanding designers’ needs,
acting on their comments and forging mutually beneficial
relationships will certainly help strengthen everyone’s ability
to succeed.
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Education
NeoCon offers the most comprehensive conference schedule in
the industry with more than 150 CEU-accredited seminars,
industry association forums, and keynote presentations. This
year’s keynotes include bestselling author of A Whole New Mind,
Daniel Pink, who will explore the science of human motivation
and explain how to create a culture that allows creativity. 

Seminars are broken into 14 different categories including
environmental design, healthcare design, office design, and
institutional design. Key to office furniture dealers is the OFDA’s
Dealer Strategies Seminar Series with six sessions aimed at
dealer principals, designers, project managers, senior sales and
operations managers. Visit  http://www.neocon.com/
show_info/seminars.cfm for a complete list of classes.

Exhibits
Each year, NeoCon showcases thousands of new products
from hundreds of the world’s top manufacturers in commercial,
residential, healthcare, hospitality, institutional and government
design products. Shows within the show, NeoCon features
several show components that highlight a particular industry
segment including:

GREENlife is centered around sustainability and
features sustainable products, exhibits, educational
programs, feature programs and design solutions
offered that highlight the best and brightest in
environmental design for the commercial industry. 

NEWHospitality focuses its attention on furniture
and accessories for a wide range of hospitality
environments, including: restaurants, hotels,
motels, resorts, clubs, hospitals, medical centers,
assisted-living facilities and senior housing.

The Buildings Show offers attendees a chance to
preview the latest in commercial facilities,
management, planning, design, construction,
renovation and operations for the workplace, and
includes special CFM-accredited seminars geared
toward facilities professionals.

The new Light! Pavilion and conference, introduces
leading edge lighting products specifically
developed for the hospitality, commercial and health
care industries. It will feature lighting exhibitors, 14
LEU/CEU-accredited educational sessions in the
new lighting track and a lighting keynote speaker. 

To find out who’s exhibiting, visit
www.neocon.com/show_info/exhibitor_listing.cfm.
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Tradeshow Preview       Illuminating the 
Furniture Industry

NeoCon World’s Trade Fair will be held June 15-17, 2009, at The Merchandise Mart in Chicago. Returning for
its 41st year, NeoCon is the country’s largest conference and exhibition of contract furnishings for the design
and management of the built environment. 

NeoCon 2009 encompasses more than 1.2 million square feet of exhibition space on 10 floors, with more
than 1,200 exhibitors showcasing thousands of new product introductions in a variety of industry categories.
More than 50,000 trade professionals are expected to attend NeoCon 2009 to check out the latest product
innovations, educate themselves about industry trends and network with exhibitors and peers.

http://www.neocon.com/show_info/seminars.cfm
http://www.neocon.com/show_info/exhibitor_listing.cfm
http://www.neocon.com/show_info/seminars.cfm


Networking
Never a dull moment, NeoCon 2009 is abound with
opportunities for attendees to network with manufacturers,
colleagues, new business prospects and peers. There are booth
parties and ongoing exhibits with everything from Buckminster
Fuller’s 1954 geodesic dome to the CANstruction charitable
design competition, where teams build incredible projects from
food cans.

The official kick-off to NeoCon, the 21st Annual DIFFA/Chicago
Gala with this year’s theme—Believe—rallies supporters to believe
in a world without AIDS. Held at the Field Museum on Saturday,
June 13 at 7 P.M., DIFFA/Chicago once again delivers an evening
of cocktails, dinner, dancing and the anticipated live auction to
raise funds for its annual Excellence in Care grant awards.

In addition, there are black-tie events, meet & greets, tours to
local art institutes and even a trip to Frank Lloyd Wright’s
Chicago homes. For a partial listing of special events and
attractions, visit  http://www.neocon.com/show_info/se.cfm.

While it is difficult for many dealerships to justify travel to trade
events during this tough economic time, if you’re considering
new suppliers; looking to vertical markets or need some new
ideas  for business growth, NeoCon’s all-under-one-roof format
certainly justifies the expense. Visit  www.neocon.com or call
(800) 677-6278 (MART) for more information. 

OFDA Dealer Strategies Seminar 
Program at NeoCon 2009
Super Performers … Five Launch Pads [M120]

Monday, June 15 • 11:00 AM–12:00 PM

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

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

Dealer Succession Planning: Developing the Highest Value
for Your Firm [M144]

Monday, June 15 • 2:30 PM–3:30 PM

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

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

Move Your Firm’s Customer Experience to Wow! [M156]

Monday, June 15 • 4:00 PM–5:00 PM

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

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

Strategies for Successfully Selling and Marketing Dealer
Services [T208]

Tuesday, June 16 • 9:30 AM–10:30 AM

Selling and marketing services is different from selling products.

Understanding those differences is key to developing a
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CET Designer® Version 2.2’s powerful new engine:

Try it for free at 
www.configura.com/release

Visit us at NeoCon! Booth 7-7046 

See the power.  
Announcing CET Designer® 2.2

http://www.neocon.com/show_info/se.cfm
http://www.neocon.com
http://www.configura.com/release


compelling value proposition for your service offerings, building

an effective service marketing plan, and ultimately maximizing

your sales of dealer services. Learn how to differentiate your

services from those of your competitors, position your

dealership as a preferred services provider and correctly price

your service offering. The seminar will also cover sales

strategies, the three key stages of services and how to use

“clues” to give your services substance. You will take away

proven strategies to develop your own services marketing plan

as well as samples of successful service marketing programs.  

Speaker: Barry Coyle, principal, Solomon Coyle, LLC, Ojai, CA

David Solomon, principal, Solomon Coyle, LLC, Alexandria, VA

Develop Your Online Presence [T232]

Tuesday, June 16 • 1:00 PM–2:00 PM

Learn how to use the Web to your best advantage by moving

beyond the simple Web site. A few pictures of past projects

along with contact information is no longer enough. Get the

information you need to create a real presence on the Web. Gain

the skills to develop a broad Web presence that reflects your

company brand and learn how to control it. 

Speaker: Terri Maurer, FASID, owner and CEO, Maurer

Consulting Group, Akron, OH

How Building a More Powerful Brand Can Double the Value of

Your Business [T244]

Tuesday, June 16 • 2:30 PM–3:30 PM

Explore the reasons behind the death of traditional sales

techniques. Understand the importance of being a powerful

brand, and how good branding creates shareholder value as well

as perceived value in the market. 

Speaker: Bob Killian, president and creative director, Killian &

Company, Chicago, IL

Registration is now open for OFDA’s seminars at NeoCon.

Sessions are $50 if attendees register before June 5 and $60

on-site. Don't wait! Register today at www.neocon.com.
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You worked really hard to get
your customer... let MilliCare
help you keep them.

A MilliCare Commercial Carpet and Textile
Cleaning Franchise offers a continuing 
business opportunity with your existing
customers. 

MilliCare offers:
• International Network of Franchise 

Partners
• Proven Operating System
• 17 years of Market Experience
• Green Products & Processes
• Stable Growth Industry

For franchise information 
call 817 266 9999 or visit 
www.millicare.com 
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Collection Digitalia

Created exclusively by Karim Rashid, Collection Digitalia showcases 27 digital
print patterns. The computer created complex 2-D graphic designs, which give
the perception of 3-D, stimulate the imagination, and create different modular
schemes, provoking psychedelic, sensational effects.  

The new movement of techno graphics is creating a landscape that is
hypertextual, hypergraphic, hypertrophic, and energetic. ABET’s Collection
Digitalia, incorporates this popular designer’s philosophy: to arouse feelings and
emotions. 

Abet Laminati | www.abetlaminati.com | 8th Floor, MMShowroom #4129

Making Strides in Sustainability

Stride is a new furniture solution designed to satisfy every need of a
facility’s interior-keeping pace with changing business, meeting
hierarchal and generational demands and creating a highly sustainable
environment. It’s a single solution built from the ground up to be
Cradle-to-Cradle certified while meeting nearly every business function.
Stride can create an open plan or private office with traditional
panel-based or light-scale desking. From the reception area or
executive suites, Stride works.

Allsteel | www.allsteel.com | MMShowroom #1120

Infusion Executive Collection

Enriched in its own definitive style, and radiating with comfort and functionality,
Infusion causes a celebratory reaction at every turn. With signature flair-most
notable in the arm design, this highly charismatic seating collection by Joe
Ricchio adds depth and dimension to conference rooms, executive office spaces
and more. As part of Arcadia’s ongoing efforts to develop products that positively
contribute to healthy environments, Infusion has also recently been awarded SCS
Indoor Advantage certification, meeting requirements for the LEED-CI EQ 4.5
credit for office furniture as well as BIFMA M-7.1 AND X-7.1.

Arcadia | www.arcadiacontract.com | 3rd Floor, MMShowroom #340

Easy Street Collection
Designed to make selecting product combinations a breeze, Bentley Prince Street’s Easy
Street Collection of five styles does just that for the designer, dealer or facility manager.  Four
solution dyed patterns – Hill Street, Lake Street, Oak Street and Washington Blvd – are a
stunning stand-alone or harmonious complement to each other.  Central Avenue, Easy
Street’s solid cut pile available in an array of 30 vivid and neutral colors, is the perfect partner
to each of the four patterns. Offered in broadloom and carpet tile, all five styles bring
distinctive design flair to every application, everywhere.  

Bentley Prince Street | www.bentleyprincestreet.com | 10th Floor, MMShowroom #1060
continued on page 26
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Intelligent Laptop Cart

Bretford's Intelligent Laptop Computer Cart line features two carts: a 20-unit
model with horizontal storage and a 30-unit model with vertical storage. The
carts incorporate a power management system, or “brain,” which charges
laptops simultaneously, turns on color-coded LED lights to remind users what
the cart is doing and even turbo charges a specific bank of computers for quick
use. The cart includes auxiliary outlets for other technology products and a
lockable “cable closet” that arranges all the cords into special compartments
for safety and organization. 

Bretford | www.bretford.com | MMshowroom #330

Enterprising Anywhere

With its compact footprints, versatile configuration options and contemporary
styling that complements home décor, the Enterprise Collection is perfect for
telecommuters and home-based businesses. Specifically targeted for serious
in-home use, Enterprise is durable and ergonomically correct, to withstand the
rigors of a 40-hour+ work week. Installation is a breeze, thanks to Bush's
proprietary Install-Ready features, which enable complete assembly in 30 minutes
or less. Two finishes are available: Mocha Cherry and Harvest Cherry.  

Bush Industries | www.bushfurniture.com | MMShowroom #7-1098

Now & Zen

cf stinson introduces the Now & Zen Collection of Woven Agion performance fabrics.
Inspired by the serenity and tranquility of asian gardens, this innovative fabric
collection features Agion bi-component (silver/copper) antimicrobial technology 
“built in” to the 100% post-consumer recycled polyester fiber.  All seven patterns are
colored using bleach cleanable dyes and are crafted with pride in the USA.

cf stinson | www.cfstinson.com | MMShowroom #8-4067

Reality XT 

ChairWorks is introducing its NEW Reality XT “Big and Tall” 24/7 task chair weight rated to 500 lbs.
The Reality XT “Big and Tall” chair features a heavy duty, intensive use sliding seat mechanism. Other
features include 360 degree pivoting arm pad, adjustable height and width arms, adjustable seat and
back angles, with height adjustable seat and back. ChairWorks products are Greenguard Indoor Air
Quality Certified.

ChairWorks | www.chairworks.com | 10th Floor, MMShowroom #166
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Configura CET Designer 2.2

Best of NeoCon Gold Configura CET Designer is highly visual software for
designing and specifying. CET Designer Version 2.2’s powerful new graphics
engine tackles large projects with hundreds of workstations; produces
incredible renderings; generates bills of materials and installation instructions
and without sacrificing speed or stability. CET Designer is a complete solution.
Haworth, Steelcase, Teknion and Spacefile dealers use it to simplify complex
selling, so they can do more – and sell more.

www.configura.com | MMShowroom 7-7046

Keswick Expandable Conference Table

With its component based design, DMI’s Keswick Expandable Conference
Table Collection provides a variety of conferencing solutions.  The Collection is
designed with 4’ and 5’ tops featuring inlaid decorative cherry veneers and with
components that maximize neat and safe cable management. Tops include a
pre-installed grommet and built-in cable troughs.  Bases include an opening at
the top and a vertical channel within to efficiently handle cables and for easy
installation of DMI’s optional data port/power centers.

DMI | www.dmiofficefurniture.com | MMshowroom 8-1080

TeamDesign V.14

New TeamDesign version 14 includes an improved user interface, powerful new
business intelligence and reporting, electronic order processing with even more
manufacturers, simplified system administration and many other new features. Find
out why more office furniture dealers rely on TeamDesign than all other
industry-specific software packages combined. 

ECI | www.eci.com | MMShowroom #7-4122

Levels Case Goods

Designed by David Allan Pesso, Levels case goods offers
freestanding table, pedestal and runoff desks, a variety of upper
storage options and a range of storage pedestals and credenzas.
Part of Geiger’s Millennial Collection, Levels includes stacking work
surfaces connected with a height-reconciling “shroud” that conceals
the tabletop power module. Multi-height work surfaces make
efficient use of shrinking office spaces by growing vertically rather
than horizontally. Levels includes a 12-year warranty.

Geiger International, a Herman Miller Company
www.geigerintl.com | 3rd Floor, MMShowroom #321
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MAY 2009                                                                                               OFDEALER                                                                                                         PAGE 27

NeoCon Preview } continued from page 26

http://www.configura.com
http://www.dmiofficefurniture.com
http://www.eci.com
http://www.geigerintl.com


Global-The Total Office Collections

Introducing BRIDGES...versatile work tables that enhance communication and
collaboration. BRIDGES tables and components work in unison to address the needs of
various environments. Define and facilitate your personal work style or space by selecting
from a variety of side tables, privacy screens and accessory items. Address the needs of
team-oriented open concepts to private offices and boardrooms or training rooms.
Available in a wide variety of finishes and colors.

DUFFERIN presents a bold new approach to
desking solutions. The fusion of wood veneer,
laminate, glass and steel offers a limitless
range of design possibilities for any office
environment. The worksurfaces, drawers and
cabinet fronts surround the user with the
aesthetic and tactile qualities of natural
wood. The chassis and cabinets are made
from laminate to provide a rich two tone look
that is both durable and cost effective.

Designed by Zooey Chu, GRAPHIC offers a Euro-style, slim profile back with high tech
multi position sliding armcap. It features a spring balanced, posture style back that moves
easily from keyboarding tasks to reclined conferencing. GRAPHIC’s Chair back is available
in three versions: durable nylon shell, fabric upholstered shell, and leather upholstered
shell.

KARGO provides flexible and inter-
changeable solutions for office storage
requirements while serving as a space divider.
This shared storage solution is easy to

assemble, customize and re-configure. KARGO also provides collaborative space within
an office, addressing the needs of today’s office workers. KARGO offers an innovative
solution to common storage problems, making it an integral part of any office.

ZIRA is the newest full-featured desking series from Global.
Imagine an office environment that truly works with you,
featuring unlimited possibilities for teaming, managerial and
executive suites, meeting and conferencing . . . and

absolutely everything in between. ZIRA works to make YOUR work day more efficient and takes office environments to new heights
with pieces that can create 84” high workstations. Offering endless work space components – practical yet compact storage
components – hundreds of laminate finish combinations – and a host of contemporary options, ZIRA fits the way you work.

Global-The Total Office | www.GlobalTotalOffice.com | 10th Floor, MMShowroom #1035
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Morpheo Laminate Casegoods Program

MORPHEO has evolved and features a unique floating top construction conferring a
high-end look. Sleek rails can be fixed to the surface to accommodate a host of
accessories. PanGram laminate dividers can be used to offer affordable space
management possibilities. Unique shapes, a lot of dimensions, new products,
numerous choices such as top thickness, laminate or translucent modesty panels,
translucent inserts for doors, handles and legs are yours to pick. MORPHEO reflects
intelligent design with appealing designer details. Up-to-the minute components,
shapes, colors and finishes allow this shape-shifter to suit any office environment or
personality.

Groupe Lacasse | www.groupelacasse.com | MMShowroom #1042

Kenna Occasional Tables

Striking a unique balance between mixed materials – wood, stone, glass and aluminum –
Gunlocke’s new Kenna table collection makes a statement in any reception, lounge or meeting
area.  It also dresses up the private office with a minimalist flair resulting from its creative,
sophisticated design. An ideal addition to most any workspace, its modern base with thin, light
scaled legs and numerous material combinations complements a number of Gunlocke’s
casegoods and lounge furniture offerings.

The Gunlocke Company | www.gunlocke.com | MMShowroom ##1120

Intent Furniture

Intent is a new furniture solution that extends from the private office to systems
workstations in the open plan. Designed to integrate physically and aesthetically with
Vivo interiors, its concise set of parts combines to match furniture layouts to the way
people work. Designed by JRuiter + Studio, Intent can be configured into everything
from a basic single- or double-pedestal desk to a full casegoods solution with desks,
returns, credenzas, and storage. It carries a 12-year warranty.

Herman Miller, Inc. | www.hermanmiller.com | 3rd Floor, MMShowroom #321

ICEvision

ICEvision is a web-based application that instantly turns your AutoCAD, Revit
or ICE designs into interactive, real-time 3D virtual environments.  ICEvision
users can securely publish to the web and share designs with clients so they
can navigate their own flythrough. ICEvision is also a free application on the
iPhone! Lower your overhead. Empower your client. Bring your ideas to life with
ICEvision. 

Ice Edge | www.ice-edge.com | MMShowroom #8-4098
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HON Collections

Vicinity Work Storage

Introducing Vicinity, a new kind of storage system.  Vicinity readily adapts to
many different environments and work styles by helping users organize active
work materials, but also to store everything else.  Vicinity’s column-based
design and versatile, easy-to-install parts and options make it simple to
customize and create the best solution for any space.  Facilities can utilize
Vicinity in both common areas and individual work areas, making organizing
the entire office extremely easy.

Abound
Streamlined.  Solid.  Flexible.  Friendly.  Those are just a few of the key
characteristics of the new Abound frame and tile system from The HON
Company.  Abound provides a clean, modern look with straight lines and
crisp edges that complements any office environment.  Abound is also
user-friendly:  it’s easy to work with, easy to reconfigure, easy on the
environment and easy on your wallet.  

Mirus Seating 
The new Mirus chair from The HON Company offers value-driven consumers an ergonomic, stylish task
chair.  Created by notable designer Wolfgang Deisig, Mirus combines comfort, function and sleek design
at an attractive price point.  Mirus ensures a comfortable seating solution, one that accommodates a
variety of users and adapts to the contours of the human body – over 90 percent of the user population
– making it an excellent addition to any workplace.

HON | www.hon.com | MMshowroom #1130

TISCH

Tisch is an award-winning European designed table-based system.
Modular components allow Tisch to migrate from a single desk to a
benching application to a casegood system or to a conference table.
Stylish design and flexibility combine for a system ideal for collaborative
applications. A comprehensive cable management system provides fast
and easy access to power/data. Tisch is manufactured and marketed by
Inscape under license from Bene, an Austrian company renowned for
innovative products and outstanding design.

Inscape Solutions | www.Inscapesolutions.com | MMShowroom #1095
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SP CHAIR

The perfect marriage of ergonomics and eco-design, this 96% recyclable task chair is BS EN
ISO 14001 certified. The specially developed “Passive Seat Slide” mechanism allows the seat
to sink backwards, automatically triggering the “Active Lumbar Support” which moves forward,
creating a feeling of comfort in the lower back and hips. These seamless mechanisms allow the
SP Chair to be in tune with the individual, regardless of weight and height, and eliminate the
need for manual adjustment. Its transparent vertical ribbed backrest combines the properties of
both flexible plastic and rubber materials and helps correct the posture after long hours at a desk
while also dissipating the heat between the user's back and the backrest and creating airflow
for ideal thermal comfort.  The backrest is also available with a specially designed upholstered
cover.

ITOKIdesign | www.itokidesign.com | MMShowroom #7-7038

Dewey by Fixtures Furniture

The best learning tools don’t just accommodate new teaching styles.
They also inspire better approaches. That’s why Dewey is listening,
learning and leading in the design of today’s and tomorrow’s learning
environments. Think social media. Dewey’s tables, help desk, lectern
and buddy lectern help level the playing field with function and
approachability. No longer a teacher-to-student classroom, collaborative
learning is peer-to-peer. Equipped with iPod docking stations, this new
collection with scalable power options is designed by Joey Ruiter.

Fixtures Furniture/izzy Design | www.fixturesfurniture.com
MMShowroom #1150 and 11-100

Pallas Textiles’ Ground Breaking Collection

Pallas Textiles and designer Laura Guido-Clark have teamed up to
create Ground Breaking, a biodegradable polyurethane upholstery
collection. Inspired by nature’s layering of color, Ground Breaking
features sophisticated yet subtle neutrals and optimistic brights for
a collection that is beautiful, durable, and respectful of the
environment. 

Pallas Textiles | www.pallastextiles.com | MMShowroom #1181

Enlite Tables

KI’s new Enlite Table Collection features mobile casters, light-scale table tops and a unique
design that allows trainers and staff to easily accommodate changing environments. Enlite
Tables are flexible enough to enable various room configurations, such as creating rows, circles
or individual work areas that make the most effective use of existing space.

KI | www.ki.com | MMShowroom #1181
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Fluent Casegoods

Private office presence. Open plan functionality. People-centric adaptability.
Fluent provides three solutions in one. Utilizing a simple platform of all-purpose
components, Fluent addresses evolving brands, changing footprints and teams,
and the differing needs of a multigenerational workforce. It can be easily
configured and reconfigured in numerous ways for numerous work modes. And
because multiple furniture lines are no longer necessary, Fluent simplifies
product specification and management. Flexible. Interactive. Individual. Fluent
is the one choice that pleases everyone.

Kimball Office | www.kimballoffice.com | Chicago Showroom: 325 North Wells

Harmony Collection 

The Harmony Collection of high performance upholstery and drapery fabrics
has environmentally sensitive attributes from recycled fiber and Greenguard
certification to Nano-Tex and Durablock. Both Parasol, a whimsical multi
colored fabric of recycled polyester and Sandpiper, a Crypton Green playful
stripe, are certified Cradle-to-Cradle by MBDC for human safety and
reduced environmental impact. Smart is a polyurethane-faced upholstery
fabric, with a subtle cross hatch pattern and Passages is a drapery fabric
of FR polyester.

KnollTextiles, a division of Knoll, Inc. | www.knolltextiles.com
MMShowroom #1111

MK3 Series

MK3 is a sleek contemporary lounge collection that exudes style and verve.
Curved molded wood arms become a graceful focal point and continue to floor
acting as both arm and foot, providing a lightness to the seating design that is
evident from every angle.

La-Z-Boy Contract Furniture | www.lzbcontract.com | MMShowroom #10-135

Mod Chair

The Mod seating collection from Leland International is a compact, medium back tub
seat placed on either a wire or swivel base frames. Inspired by chic '60s retro fashion,
Mod provides a touch of luxury and laid-back beauty in the office or public environments.
Mod marries understated design with clever engineering, creating a result that shares
timeless appeal and user accessibility.

Leland International | www.lelandinternational.com | 3rd floor, MMShowroom #337
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National Exposition of Contract Furnishings

To exhibit or register to attend, visit merchandisemartproperties.com or call 800.677.6278.

IIDEX/NeoCon® Canada
Toronto

September 24–25, 2009

iidexneocon.com

NeoCon® World’s Trade Fair
Chicago

June 15-17, 2009

neocon.com

NeoCon® East
Baltimore

October 28–29, 2009

neoconeast.com

http://www.merchandisemartproperties.com


CrossNetOne Sound Masking System 

When a networked direct field speaker or system is required, the Lencore
CrossNetOne system provides the highest level of sound quality and adjustability
and offers the added tuning flexibility of network controls.  Through the system’s
managing software, zones can be created and modified for masking and paging.
On-going changes and additions to zones can all be handled through the network
interface without the need to rewire the system, substantially reducing labor and
wiring costs.

Lencore Acoustics Corp. | www.lencore.com | 7th Floor, MMShowroom #3066

Power & Data Access Grommet

Simply press down softly on the top, and the Convenience Outlet pops up. It
features your choice of either single or double power and data outlets. Installation
is a breeze: simply drill a 3” hole into the table surface, drop the unit in from above
and secure in place by tightening the ring from the bottom. Units with data outlets
come with a 6’ patch cord, while the power outlets can come with either a 6’ cord
or a 6’ hardwire.  The top surface is 3 5/8” by 3 5/8” and is available in Satin
Aluminum (94), Black Microdot (90), or a custom finish to match your design.

Doug Mockett & Company | www.mockett.com | MMShowroom #8-8042

Cradle to Cradle Certified Visual Display Boards

Under the Best-Rite brand, Green-Rite Markerboards and Black Splash-Cork
Boards utilize environmentally intelligent design for superior function and low
impact in a fully recyclable display board. In addition to producing innovative,
environmentally responsible products, MooreCo, Inc. facilities also meet the
highest requirements for health, safety, and ecology with regards to water, energy,
social responsibility, and material reutilization.

MooreCo | www.moorecoinc.com | MMShowroom #8-1130

Conferencing Solutions

National’s expanded conferencing solutions include media walls, credenzas
with infrared repeaters, storage towers, lecterns, multi-functional carts and
bases featuring enhanced wire management systems. These allow
customers to outfit conference rooms in their entirety with attractive, quality
furnishings. Rich veneer, durable laminate and thermofoil table surfaces
featuring power and data conveniences provide flexibility and consistent
design throughout an organization. National’s conferencing selections are
available with FSC-Certified Wood and earn Scientific Certification Systems
(SCS) Sustainable Choice and Indoor Advantage certifications.

National Office Furniture | www.NationalOfficeFurniture.com
Chicago Showroom: 325 North Wells Street, Suite 110 
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Brava Glider

The Brava Glider is available with open or closed arms and features multiple arm cap options, a high back
and wide arm for enhanced comfort. The extensive Brava family includes lobby, waiting area and patient
room seating options. Brava offers numerous design possibilities for a variety of healthcare settings.

Nemschoff | www.nemschoff.com | MMShowroom #8-4062

NV

NV is a fusion of Neutral Posture's ergonomic knowledge, custom craftsmanship, and a high style design
concept created with a world-class designer. The dramatic contours of the back, with vertical adjustability,
embrace the user while offering support and comfort. The NV is customizable with unlimited leathers and fabrics
and four choices of wood trim, plus many additional features. The NV consists of eco-conscious features
including BioFlex Hybrid foam, American Walnut wood, and Ecolife leather.

Neutral Posture, Inc. | www.neutralposture.com | MMShowroom #10-100

Lounge Seating “Oasis”

Isola 8’s name derives from the Italian word for “island” and the number of people
that this compelling design accommodates. “The inspiration for my newest work
with Nienkamper was to create an oasis from the static world, an island for eight
that offers a myriad of seating solutions,” says Karim Rashid. The swirling form,
he adds, suggests not only an island but also the symbol for infinity.

Nienkamper | www.nienkamper.com | MMShowroom #365

Cura II from Nuture

Nurture updates its award-winning seating collection Cura—injecting it with just what’s needed in these
challenging times—20% lower price, improved comfort and fresh new colors, coordinating CuraNet mesh
and PVC-free Ultraleather for a simple, refined aesthetic. Cura II offers superior patient comfort while
meeting the strength and durability requirements across 24/7 healthcare environments. Cura II delivers
refined ergonomics through its proper back to seat ratio, contoured flexing frame that responds to the
user’s movement and an integrated suspension system that helps reduce pressure points.  

Nurture by Steelcase | www.nurture.com | MMshowroom #3-101

Paoli Ignite Casegood

Private offices are getting smaller in size and budget. With the introduction of Paoli’s
Ignite casegoods series, specifiers have a new choice that combines versatile
dimensions, two-week shipping and genuine value. Ignite is a complete casegoods
series in cherry and maple joining the Paoli inTWO family of products. Like other inTWO
collections, all Ignite models are built-to-order for two week shipping with any Ignite
edge, finish or pull, no upcharge. 

Paoli | www.paoli.com| 3rd Floor, MMShowroom #380

continued on page 36
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Tympani

Fall for elegantly designed wood seating to bring distinction to any office. The Tympani has a unique barrel
shaped design that provides an exclusive look with exceptional comfort. With a solid hardwood frame,
the Tympani is designed for long-lasting durability. The beautifully sculpted legs and arms bring a
sophisticated look that gives your office a little touch of home. The seat cushion is made from high-density
polyurethane foam, with various fabrics and colors to choose from to make it your own.

Safco Products | www.safcoproducts.com | MMShowroom #331

nesso Access Flooring

Steelcase introduces a new access floor system, nesso, allowing organizations to create
more connected and harder working spaces.  With high-end floor finish options combined
with solid performance, nesso delivers the proven flexibility of access flooring with the
visual appeal of traditional floors. Comprised of high percentage recycled newspaper
content and containing no PVCs, nesso is the newest product in the Steelcase portfolio to
express the company’s commitment to sustainability. 

Steelcase | www.steelcase.com/architecturalsolutions | MMShowroom #3-300

Tandem Seating

Expanding Tuohy’s Ribbon Lounge seating and table collection, 5D Studio
has extended the collection to include Tandem Seating.  The tandem
seating can be used in receptionist areas and healthcare waiting room.
Variables include full and demi-arms, optional valances, and tables to
connect the Ribbon tandem seating to Ribbon chairs,  creating in-line,
corner or angled configurations. 5D found inspiration in the “tuck and roll”
upholstery detail of 1950’s hot rods. 

Tuohy Furniture | www.tuohyfurniture.com | MMShowroom #1159

Runner

Introducing a whole new way of looking at your space. Runner by Workstuff is a series of sit-to-stand
adjustable small tables with the sole purpose of helping your environment fit in with you. Whether it
be mobile meeting tables, lecterns, or computer carts, making your space work has never been easier.
Runner. Find your perfect fit.

Workstuff | www.workstuff.biz | MMShowroom #8-9046
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My last three columns covered balance sheet management,
specifically cash, accounts receivable, and the working capital
cycle. It’s time to switch to the other, equally important financial
report: the income statement.

While I could discuss all categories on the income statement
(revenue, gross margins, operating expenses, and profit), my
focus in this column is on gross margin management, which
seems to have taken a distant second in the plethora of articles
recently written on operating expenses and cost reduction. 

The Significance of Gross Margin
In industry and peer group studies, the top-performing dealers
average a gross profit margin of two to three percent above the
average dealer, and four to five percent above the bottom
performers. These numbers directly affect a dealer’s bottom line.

With average dealer profitability running around two to three
percent, improving gross margins by only one or two percentage
points can increase average dealer profitability by 50 to 100
percent. This is one of the main reasons why those gross
margins on your income statement become so significant.

Enhancing your gross margin, and ultimately your net income,
requires a combination of marketing sophistication and effective
financial management.

Some factors affecting gross margins are not entirely under your
control. They include: the current recession, more
price-conscious customers, greater discounting pressures by
the major furniture manufacturers, and your competition, all
fighting for fewer potential revenue dollars. 

But many are controllable: market and
customer mix, product/service mix, pricing
strategy, staff training, and customer
education.

The Marketing Side
Market and customer mix. Many dealers
have been successful penetrating the
mid-market sector and expanding into the
growth markets of health care, education,
and government. But growth markets are
only part of the mix.

There are customers who want the lowest
price with services thrown in. However,
most customers are not driven entirely by
price and are willing to pay for many of the
services you offer if they perceive them as
valuable. Target these customers in your sales and marketing
efforts. This requires a good lead-development program and a
strong business-development sales staff.

You should also carefully analyze bid and negotiated business.
Learning of a potential project—there are still some out
there—ahead of competition may enable you to negotiate a
contract rather than participate in a bidding process. 

Even in a potential bid situation, work with the customer
beforehand to outline innovative, added-value propositions to
help set the criteria for product and service selection in such a
way that your competition would have a difficult time developing
a competitive bid. 
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You may win the bid without having the lowest price, assuming
quality and service differences are important to the customer.

Your product/service mix. Generally, dealers with a higher
percentage of revenue from services are several percentage
points higher in adjusted gross margin. 

While delivery and installation remain the most common services
a dealer performs, margins in those areas are often driven
(sometimes lower) by local market conditions. However, some
dealers are finding additional margin opportunities by expanding
their service offering into design, reconfiguration, storage, asset
management, rental, project management, construction
management, and moving.

Evaluate your service opportunities and determine whether the
services you provide are profitable and can justify the prices you
charge (from your customer’s perspective). 

Offer services that will increase your attractiveness, and don’t
overlook additional product opportunities such as carpeting,
flooring, lighting, and accessories.

Pricing strategy. No two customers are identical and one
pricing strategy or method certainly won’t fit all. Prices are
influenced by local market conditions, customers, and
competitors. 

You must be able to answer the following questions: What are
the emerging pricing strategies—including the pricing of
services—in your market? Do your customers know what they
are paying for? What are you really selling? Can you be a price
leader in your market by the differentiated value you offer?

As marketing guru Michael Porter writes, premium pricing is
created through only two mechanisms—by lowering a buyer’s
cost of operating his business, or by raising a buyer’s level of
his own performance. 

To charge a premium, customers must be convinced that your
value proposition will result in direct benefits to them. The more
educated your customers are about your costs of providing
value and service, the greater the opportunity you have in setting
a price to recover the value of the services you provide.

Optimal pricing includes knowing when to bundle products and
services and when to price each component separately.
Bundling is advantageous when you can realize economies of
scale, offer a unique package with a perfect combination of
services, or work with the customer who perceives a value and
price advantage in a “package deal.”  

The trend is to unbundle, particularly as buyers become more
price-sensitive and want to pay only for that which they see as
added value.  

The Financial Side
If you don’t know the costs that will be incurred with a client,

you can’t know how to price. Managing margins must include

sophisticated financial reporting and analysis. 

Installed gross margin. Historically, gross margin was defined

as revenue of products and services less the cost of the

products including freight. 

Some dealers (incorrectly) still report gross margins using that

definition. Most dealers add direct costs of installation and

sometimes design to their cost of sales, but very few dealers

break out their revenue and cost of sales associated with all of

the value-added services they provide a customer.

Installed gross margin is a key benchmark, and a dealer should

cost out all services to be provided before a price is quoted. 

Sales and marketing people within your organization need to

know your costs associated with product and service revenues

and your financial personnel must create the necessary

reporting systems to provide that detailed information. 

Installed gross margins must be evaluated both in terms of

margin dollars and percentage. We tend to focus on

percentages, but the amount of gross margin dollars is as

important if you want to determine whether there are sufficient

margin dollars to cover operating costs and make a profit.

Activity-based job costing. A contract furniture dealer should

manage his business much like a general contractor. On any

large job, a dealer is coordinating activities both internally and

externally, in a complex process that includes manufacturers,

subcontractors, other professionals and often lenders. 

A dealer needs to prepare job cost estimates, then report actual

results against these estimates. Fortunately, job costing software

systems have improved to identify account or project

profitability. However, as with most reports, further analysis and

modification are usually required to adequately determine some

of the hidden costs. 

After calculating installed gross margin, estimate the costs of

direct and indirect labor (including benefits), all non-payroll

expenses (including bid bonds, mock-ups, travel, punch-list and

repair costs, travel, insurance, and outside professional

services), plus an overhead factor for fixed costs, as well as a

contingency factor.

Add interest costs reflecting the amount and length of time your

money is tied up. Include a cost of money even if no borrowing

is required. 
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One of the most costly expenses (and cash drains) can

relate to the elapsed time between when an order is

taken and when payment is received (see last month’s

column on “Managing the Velocity of Your Working

Capital Cycle”). Finally, arrive at a price that will result

in a reasonable profit margin.

Shared information. The ability to leverage information

with a better understanding of margin management is a

competitive advantage. Have a comprehensive

accounting and internal management information

system, communicate that information to sales and

operating personnel and share much of that information

with customers so that they can better understand the

cost of the added value you are providing them. 

Managing margins is as important as controlling costs

in terms of bottom line profitability. It is not only a

necessary part of your business planning and strategy;

it is essential to the survival and profitable growth of

your dealership.

Cost Control
Finally, two points regarding cost control that I feel are extremely

important to consider when addressing the operating expenses

on the income statement:

Know your break-even level and drive down that break-even

point. You can accomplish this by cutting costs or outsourcing

activities such as installation and design to prevent your

organization from raising its overhead or break-even point.

Revenue among furniture dealers typically has peaks and

valleys, and those incremental costs in peak periods must be

managed so that they remain variable costs. 

Be selective in compensation cuts. In some circumstances,

layoffs need to occur, but I get concerned about those dealers

who make across-the-board cuts or who cut talent and

needed experience. Opportunity lies with your best performers

at all levels within your organization. Revenue and favorable

margins are dependent upon the quality of your people. Be

very careful in cutting those personnel who possess talent,

flexibility, and experience.
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Have a crystal clear vision. You must be precise and confident
about the direction you want to lead your company. Even if you
already have a clear, well-articulated vision, chances are it is
outdated in this rapidly changing environment. 

Using the input of your employees, community, industry, market,
peers, and manufacturers, update your vision and then make
sure you communicate it so well to your employees that at any
moment, anyone can articulate its essence. 

Without a clear direction, your employees may think you are out
of touch with reality. With a crystal-clear vision, they will see you
as being competent and the kind of leader they will faithfully
follow with a positive attitude.

Assess the quality and strength of your frontline supervision.
It takes courage, strength and leadership at all levels to manage
the impact of cutbacks and layoffs. If your frontline supervision
lacks the necessary leadership, then counsel them and get them
the necessary training to enable them to coach the organization
through these changes.

Minimize water cooler talk. There will always be water cooler
talk but that doesn’t mean you can’t take steps to minimize it.
Gain consensus from your management team and supervisors
to help minimize such chatter as it comes up. They should insert
themselves into such conversations, listen, offer corrective or
accurate facts to those in the discussion, thank employees for
their concern and suggest that all get back to work. 

Managers should make it clear
that their door is open at any time to
clarify suspicion or concern about
perceived issues that can be misinterpreted.

Communicate, communicate, communicate. When there is an
absence of dialog from the management team, the void will
always be filled with supposition and assumptive conversation. 

Your team will assume the wrong things and extrapolate from a
little bit of accurate information and spin from it wild and unlikely
scenarios when times get tough and your professional family
feels the pain of layoffs or economic cutbacks, make sure your
supervisors communicate frequently and honestly.  

Meetings. The kind and frequency of meetings are both
important to maintain positive morale. Dealer principals should
meet weekly with the management team to keep a pulse on the
organization. They should meet monthly with all employees in a
town hall format to field employee questions and concerns
directly.

Managers should conduct three distinct types of meeting:

4 Team meetings every two weeks or as needed to keep
anxiety in check with their team;

4 Brief but formal individual one-on-one meetings with each
team member once a month or as needed;

4 Most importantly, on the fly or ad hoc meetings as needed in

Maintaining 
Positive Morale

in
Tough Times

By Evan Morris

Maintaining an upbeat culture in times of layoffs or compensation
reductions is a challenge for any dealer. 
Poor morale can quietly eat away at your company from
the inside out. It is essential that this cancer be quickly
identified and managed. Negativity cannot be eradicated,
but it can be minimized for the common good of everyone. 
Wage reductions or layoffs can send those who remain into a
tailspin. Employees need your help to guide them through the stress
and to minimize potential low morale. Assessments and actions to
help you maintain positive morale include:



the hallway, at the water cooler or wherever. These
conversations can instantly extinguish false rumors and
misleading statements that emerge from erroneous
assumptions.

Limit private doubt to your most trusted EXTERNAL circle.
Under no circumstances, radiate negativity or doubt to your
management team, either collectively or individually. 

Talk to your spouse, your business mentor or a colleague but
don’t be negative with your top line managers. If you express
doubt or negative comments to them, it will always leak down
through the ranks.

Yes, it is lonely at the top. Deal with it.

Benchmark your business with local competition. How are you
doing better than your competition and to what extent are you
doing better? In most metropolitan markets, there are 20, 30 or
more businesses like yours. Measure your own performance
against any information you can discover about them—jobs
you’ve won or taken, or other favorable light you can share
about the business. 

Be quick to communicate good news. Similarly, if your
company’s key performance indexes are better than the industry
as a whole, tell that story too. 

Require key managers to be involved in the community. When
your people engage with other businesses, they will realize they
are not alone and discover that perhaps their company is merely
one among many going through tough times. This will help ease
their pain and put things into perspective. 

Positive morale is essential for your dealership’s continued
success. You must radiate it and be a beacon of positive energy.
You must also require your management team to be positive and
extinguish bad karma whenever they encounter it within your
organization. 

It is impossible to totally eliminate the negative tendencies of
our economy but we can all work to minimize counterproductive
emotions. Be proactive and expect your leadership team to hold
the same values as you. In this way they, in turn, can extend the
can-do mantra to all members of your team.

Evan L. Morris is principal of Locomoshun – Moving Business Forward, a
Denver-based business advisory group whose goal is to enable marketing
channels to create additional selling capacity, improve efficiency, and
enhance profitability. Locomoshun works with individual dealers and
distributors; dealer groups; associations, and, also manufacturers and
producers to improve their channels of distribution. For further information,
please contact Evan Morris at 303 345 3355 or  Evan@locomoshun.com.
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OFDA OFDA

Looking for Fast Relief?
Office Furniture Dealers Alliance (OFDA),  THE industry association

 for dealers and their key business partners, is your one-stop source for:

Management education programs for company principals,  
sales and operations managers

Industry-leading financial and operations benchmarking

Online forums for member networking, product and 
best practice exchanges

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

Scholarships and Group Insurance programs for families 
of member company employees

Special member pricing on other valuable business services

800.542.6672     www.ofdanet.org

mailto:Evan@locomoshun.com
http://www.ofdanet.org


The economy is forcing landlords to entice tenants with

upgraded buildings and reduced rents. For other businesses,

the need to store excess furniture has soared. They all want

move management services. Move and asset management is

recession-proof, requires trucks, tools, and the labor you

already have, your current customers need it, and training is

available to accurately quote jobs and control the process. 

And, when the economy turns and expansion once again fuels

the need for more furniture, your one-stop-shop will be in a

better position to sell it.  

While traditional moving companies are trying to survive by

turning long-distance residential movers into local office movers

at drastically discounted prices, this trend is ultimately a recipe

for disaster since most have no local labor, no means of providing

an accurate quote or knowing how long the job will take.

More often than not these traditional movers are causing

serious damage to businesses because the move doesn’t

finish on time; computers, furniture, and building surfaces get

damaged; and the final bill in no way resembles the quote. 

This trend is opening new doors for office furniture dealers to

expand their own services without investing in more

equipment or trucks. The key to success is knowing how to

calculate an accurate estimate.

An accurate job estimate leads to a consistently higher level of

dependable service, and that’s a big confidence booster for

both your sales team and your customers. The process that

makes accurate estimates possible includes built-in manage-

ment controls for more efficient use of handling equipment and

trucks and for keeping damage claims to a minimum. 

Founder and former owner of Peachtree Movers in Atlanta,

GA, Ed Katz has developed a formula for accurately estimating

the cost of an office move. 

“It’s based on man-hours rather than weight, which is the

method typically used by movers of household goods to

determine job cost. Basing cost on the number of man-hours

needed to complete the job is common practice in all types of

business except for the moving industry,” said Katz whose

formula for figuring how many movers and how many trucks

for how long is changing that.

When residential movers apply their weight method to

estimating an office move, the formula goes haywire because

there are variables that prevent their simplistic weight method

from being accurate. Take for example that in a large office

building with an elevator, an office suite can be several

hundred feet from the elevator. Unless the estimator factors

all of these fluid variables into his calculations, his estimate is

nothing more than a “guesstimate.”  Since the guesstimate

omits these variables, the quoted price is consistently lower.

The final bill, though, is often higher since moves don’t finish

on time.

The International Office Moving Institute (IOMI) proprietary

process factors all of these variables into its formula in order

to arrive at an accurate calculation of man hours.  The IOMI

quote is consistently higher than the guesstimate because it

factors everything down to the smallest detail into account in

order to provide the correct number of men and trucks needed

to finish the job on time for the price quoted. The proprietary

calculation is part of the course work for becoming a Certified

Project Manager through the IOMI. 
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Not selling furniture?
Then, Move It or Store It!
In tough times when businesses aren’t buying furniture, they
still move and need to store items, and dealers are in a
perfect position to scoop up the business. Instead of making
cuts and playing it safe, take advantage of your unique
position by expanding facility services for additional profits.

the
Last
word

kayborden



Ask existing customers if they’re happy with their present

mover. Ask if they could be persuaded to give you an

opportunity if you promise to finish on time for the price

quoted and protect their property and building from damage.

Start small, go slow, and pay attention to the details. The

biggest mistake you can make is over committing then falling

short on service. Offer your new service to a single, friendly

customer that supports the venture. 

When revenue is down, offering moving management services

can help generate much needed income; allow you to hold onto

staff and develop even better outsourcing relationships. It is not

uncommon for office movers to make a 50 percent gross profit

margin (GPM) or more depending on whether the dealer

chooses to actually do the moving or be the project manager. 

Kay Borden is a freelance business writer and co-author of Move Your
Business (Without Becoming A Moving Target) with Ed Katz. Borden can be
reached at 770-578-9410 or kay@franklin-sarrett.com.
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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!

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

To participate, click this ad or call 800.542.6672

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!

Dealer Financial Comparison 
& Benchmarking Guide Survey

mailto:kay@franklin-sarrett.com
mailto:kmanolas@ofdanet.org
http://www.iopfda.org/index.asp?bid=95

