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Like many dealers, Bowman volunteers with a number of civic
organizations in his market, but given the current state of the
industry, his support of WCF is particularly appropriate.

“Even though our business is down, we’ve been fortunate to
avoid any layoffs so far,” he reports. And while virtually all
expenses at the dealership have been come under fierce
scrutiny, FBI has still been able to provide training on LEED
certification for some key employees with the help of WCF
subsidies.

“WCF is one of the most efficiently run government offices I've
ever seen,” says Bowman proudly. “It has a tremendously
dedicated staff and talented leadership and serves as a model
organization for unemployment support, not just in Florida, but
throughout the Southeast.”

Lane Office, NYC Knoll Dealer,
Participates in ‘Urban Green Expo’

The Lane Office Booth at the Urban Green Expo. Left to right: Ricardo Costa, DIRTT
representative, Chris Mimnaugh, Lane Office account executive, Akua Lesesne,
DIRTT representative.

You might not think of New York as the most environ-
mentally-friendly place on the planet but the city had a strong
sustainability-oriented look and feel last month, when it played
host to the Urban Green Expo, a two-day event designed to
connect the local real estate industry with a wide variety of
green products and service providers.

Among the exhibitors was Lane Office and, says Lane’s
Christine Larsen, the show provided an excellent opportunity
for the Knoll and DIRTT dealership to make a strong green
statement.

“It was a perfect audience for us—facility managers, architects
and designers and our own direct clients,” she reports.

In addition to taking a booth on the show floor to highlight
Knoll’s new Generation chair and the DIRTT Environmental
Solutions product, Lane also co-sponsored the event’s wi-fi
lounge which was outfitted with Knoll furnishings.

ID&A, Louisville Herman Miller Dealer,
Takes to the Road in Support of
Cancer Research

There isn’t anyone reading this publication that doesn’t have
a friend or family member who’s been impacted in some way
by cancer. It’s a silent killer and none of us are immune.

In Louisville, KY, Dave Kamer and his team at Herman Miller
dealer ID&A decided to do something special this year to help
raise funds for cancer research, prevention programs and
treatment by taking part in The Ride To Conquer Cancer, a
two-day trip from Louisville to Lexington and back in support
of the Norton Cancer Institute, the Louisville region’s leading
cancer care and research facility.

Nearly 160 miles and close to $25,000 later, Kamer and his
fellow Team ID&A members can proudly proclaim they
accomplished their mission and then some!

Some 375 cyclists took to the road in support of the fundraiser
and Kamer and his team of seven came in eighth out of over
100 teams in terms of the amount they raised. Kamer alone
raised nearly $8,000.

“At ID&A, we pride ourselves on being good corporate citizens
and participating in the ride just seemed like the right thing to
do,” Kamer said. “The event has had a fantastic impact on our
community and thanks to the tremendous support our team
received from the ID&A family, we were able to do something
that will really make a difference for Norton and its patients.
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BIFMA Reports August Orders Off 33%, Lowers
Overall Industry Forecast

The Business and Institutional Furniture Manufacturers
Association (BIFMA) released its market statistics for
August last month and once again, orders came in down
33% on the same month last year, the fourth consecutive
month with a 33% year-over-year percentage decline.
August shipments decreased 32%, compared with a 29%
shortfall in July.

Commenting on the numbers, analyst Budd Bugatch of
Raymond James said industry demand appears to be
stabilizing—though he cautioned an actual recovery
remains elusive.

Bugatch said the industry’s primary economic drivers
remain “decidedly mixed.” He noted the service sector
continues to shed jobs, though at a moderating pace and
the Architect’s Billing Index (which tends to lead
non-residential construction by 9 to 12 months) for August
was 41.7, down from 43.1 last month and 46.5 last
August. This marks the nineteenth consecutive month that
the ABI has been below 50—the line of demarcation
between expansion and contraction.

Given tight credit conditions and long lead times between
planning and completion of new office buildings,
project-related office furniture demand is likely to remain
challenged for the foreseeable future, Bugatch warned.

BIFMA is now projecting 2009 orders and shipments will
decline 32.1% and 31% respectively, down from its May
forecast of -29.3% and -28.6%.

BIFMA expects 2010 orders to decline 1.9% compared
with its previous estimate of 2.6% growth. 2010
shipments are also expected to decline modestly
— down 1.4% compared with the prior forecast of 2.8%
growth. On a quarterly basis, BIFMA continues to
anticipate a return to year-over-year industry growth in the
third quarter of next year.

Study Finds Employees in Green Buildings
Are More Productive

Researchers at the University of San Diego's Burnham-Moores
Center for Real Estate and CB Richard Ellis have found that
employees who work in green buildings are more productive
than their counterparts who work in non-green buildings. Green
buildings were defined as those that are LEED-certified at any
level or those that bear the Energy Star label.

In the study, researchers surveyed 154 green buildings
nationwide containing over 2,000 tenants, 534 of which
participated in the study. Researchers used two measure-
ments of productivity: sick days and the self-reported
productivity percentage change after moving into a new
building.

Forty-five percent of respondents reported they had
experienced an average of 2.88 fewer sick days at their new,
green office location vs. their previous non-green office
location. An equal amount noted no effect, while 10% reported
more sick days.

The 10% that reported more sick days were residents of Energy
Star-labeled, not LEED-certified buildings. Unlike LEED
buildings, Energy Star buildings do not have air quality
requirements.

Based on the average salary of the tenants, an office space of
250 square feet per worker and 250 workdays a year, the 2.88
fewer sick days translate into a net impact of $4.91 per
employee, according to the study’s authors.

On the self-reported productivity measure, 12% of respond-
ents said that they strongly agree that employees were more
productive in green buildings, 42.5% agreed that employees
were more productive and 45% noted no change in
productivity.

According to the authors' calculations, the increase in
productivity translates into a net impact of $20.82 per
employee, based on an office space of 250 square feet per
worker and using average salary as an index.

For the full study, visit www.usdrealestate.com.

continued on page 6
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20-20 Technologies
Announces

Senior Management
Transition

In accordance with its succession
plan, 20-20 Technologies Inc.
has appointed Jean Mignault,
company founder and former CEO,
to the position of executive
chairman of the board of directors.
In addition, Mignault will act as
chief of strategic direction. Jean-Francois Grou, formerly
president and COO, has been promoted to CEO.

Jean Migrhault

Commented Mignault, “I felt this was an ideal time for me to take
on a new role and for the board to appoint Jean-Francois CEO
of the company, as it enters a new period of growth and
expansion. The company has ambitious plans and | believe the
energy, enthusiasm and experience of Jean-Francois, assisted
by a strong executive team, make him ideally suited to succeed
in his new role.”

Configura CET Designer Launches
Revit Integration Extension

Configura CET Designer last month launched its RevLink
Extension at the CET Designer User Conference in Las Vegas.
The RevLink Extension is free to all CET Designer users.

The Parametric Graphical Configuration (PGC)-based RevLink
Extension will enable Configura’s manufacturing clients to create
and post families of CET objects (their products). These families
will be available and downloadable to architects, designers,
dealers — anyone who helps to create buildings and office space
—in order to design a truly realistic environment, populated with
furniture and other accessories.

CET Designer Version 2.2 with RevLink Extension will:

¢ Help architects visualize furnished space and learn more about
manufacturers’ actual products.

e Enable users to access such parameters as cost, model and
part identification numbers, and product descriptions, thus
enabling schedule creation in Revit and associated total costs.

e | et architects manipulate changes to families once in Revit,
such as placement, movement, rotation, duplication and
switching between family types.

¢ Integrate back and forth, retaining the intelligence in CET
Designer.

e Help dealers, designers and architects to communicate more
efficiently.

¢ Quickly and accurately fulfill the entire cycle of the sales and
order process.

For more information on RevLink:
http://www.configura.com/cet/revLink and
http://www.configura.com/cet/revLink/revit

Service West Awarded GSA Schedule 48 Contract
for Moving, Installation and Related Services

Service West has been awarded a General Services Admin-
istration contract to supply GSA buyers with office relocation
services under Schedule 48, Special ltem Number 653-8.

The contract, awarded for an initial five-year period, covers
moving and installation and related warehousing, delivery, and
furniture product-support services.

The Schedule 48 contract makes Service West's office
relocation capabilities available to all authorized buyers under
GSA’s Multiple Award Schedules program, thus marking the
company’s debut as a government-wide federal supplier.
Service West has been providing relocation services to federal
buyers in GSA’s western region (Region 9) under a blanket
purchase agreement since 2008.

The company has been servicing State of California agencies
state-wide through a Master Services Agreement for office
moving services and three regional sole-source contracts for
installation and on-site support of office furniture systems and
call centers manufactured and marketed by the California Prison
Industry Authority.

National Office Furniture to Retool
Kentucky Manufacturing Plant

Kimball International’s National Office Furniture business unit
has announced plans to invest over $4.5 million in its Fordsville,
KY manufacturing plant in an effort to implement new "green'
technology in its products and processes.

The company will implement an ultraviolet (UV) light cure finish
process for the application of its water-based UV finish,
IntegraClear. The project will also eliminate the use of
solvent-borne coatings and manual application of clear coat
finish materials.

The Kentucky Economic Development Finance Authority
(KEDFA) preliminarily approved Kimball Furniture Group for up
to $615,000 in tax benefits under the recently expanded
Kentucky Reinvestment Act (KRA).

continued on page 7
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Steelcase Earns LEED Platinum
Certification for Its WorkLab
Showroom, EPA Green
Power Honors

Steelcase announced last

month that its WorkLab

showroom in Grand Rapids

was recently  granted

Leadership in Energy and
Environmental Design (LEED)
platinum certification by the U.S.
Green Building Council.

Steelcase said WorkLab is the first showroom in the office
furniture industry to achieve the highest ranking available.

One hundred percent of WorkLab energy use has been offset
with renewable energy credits and a variety of features help
reduce the building's overall energy costs.

An open design allows for natural light to flood the interiors,
while high-performance insulating glass and roof systems
increase the building's thermal performance.

Moreover, a bioswale pool and vegetation capture and filter
rainwater from building run-off, reducing approximately 5.1
million gallons of water annually from the sewer system.

Additional environmental highlights include Azay Blue Fescue
grass which requires little maintenance or watering; raised
flooring to allow for long-term flexibility and adaptability; white
membrane roofs, and the conversion of paved areas to green
spaces to reduce urban heat island effects.

Separately, Steelcase announced it has received a 2009 Green
Power Leadership Award from the U.S. Environmental
Protection Agency (EPA) in recognition of its contribution to
helping advance the development of the nation's voluntary
green power market.

Steelcase is currently purchasing nearly 29 million kilowatt-hours
(kWh) of green power annually, which is enough green power to
meet 21% of the organization's electricity use and represents
the equivalent amount of electricity needed to power more than
nearly 3,000 average American homes annually, according to
the EPA.

Allsteel/Gunlocke Toronto Resource Center Earns
LEED-CI Gold Certification; New Business
Development Manager for Allsteel in NYC

The Allsteel/Gunlocke Resource Center in Toronto has earned
LEED Canada for Commercial Interiors (Cl) Gold Certification.
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The showroom is only the second facility in Toronto to earn the
gold-level certification using the Canadian system, and
represents the sixth LEED-certified showroom housing the two
sister companies.

To earn the LEED-CI certification for the 7,965 sq. ft space,
Allsteel/Gunlocke and a Toronto design firm located the
showroom in a densely developed neighborhood in which
nearby public transportation and minimal parking discourage
individual car use and promote using alternative transportation.
Other LEED-related features include:

e Water and energy efficiency: New fixtures reduced water
usage by nearly 40%, while 100% of the energy needed to
operate the showroom is offset by the purchase of renewable
energy credits. Additionally, lighting sensors automatically dim
light fixtures when natural daylight illuminates the building
through the hundreds of original windows.

¢ Materials and resources: The design team reclaimed much of
the building’s original materials, and sourced new ones with
high levels of recycled content from local resources.

¢ Indoor environment quality: Careful construction and pre-
occupancy air quality management plans, combined with a
long list of low-emitting materials, kept indoor air healthy for
both construction workers and current occupants.

continued on page 8
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¢ Innovation in Design: Educational programs such as Allsteel’s
GreenTouchScreen share environmental awareness and
knowledge with the community.

Separately, Allsteel announced that Catherine Duffy has joined
the company as a business development manager in the
company’s Eastern region.

Duffy will concentrate on generating sales opportunities within
the corporate, government and post-secondary markets for the
greater New York City area.

She comes to Allsteel after eight years at W.B. Mason Company,
where she worked as a manager for sales and contract furniture.

Kudos for Herman Miller

For the third consecutive year, Herman Miller has received the
top rating of 100% in the Human Rights Campaign Foundation's
eighth annual Corporate Equality Index.

Herman Miller is one of 305 major U.S. businesses, and the only
one in its industry, to share the 100% ranking and achieve
recognition as one of the Best Places to Work for LGBT Equality.

The Corporate Equality Index, which this year rated 590
businesses, measures the extent to which employers protect
gay, lesbian, bisexual and transgender employees.

Ratings are based on factors including non-discrimination
policies, diversity training and benefits for domestic partners and
transgender employees.

Also last month, the Michigan Minority Business Development
Council (MMBDC) named Herman Miller as its "Corporation of
the Year" in the commercial products sector.

We are honored to be recognized for our commitment to
creating an inclusive supply chain," said Kim Coffman, manager
of supplier diversity at Herman Miller. "Herman Miller strives to
create a better world through all aspects of its business and
working with the MMBDC brings us closer to that goal."

United Stationers Honors Safco

United Stationers, the largest broad line business product
wholesaler in North America, has presented Safco Products with
its “Facility Supply Preferred Supplier” award and named the
company its “Specialty Furniture Vendor of the Year” for 2010.

Safco is only the fourth manufacturer to achieve the distinction
of receiving two United awards in the same year.

This is the fourth consecutive year Safco has won United’s
“Specialty Furniture Vendor of the Year” and the first time Safco
has been awarded “Facility Supply Preferred Supplier.”

“These two prestigious awards demonstrate Safco’s commit-
ment to meeting and exceeding the needs of our customer’s
through hard work and dedication,” commented Dan Zdon,
Safco vice president and general manager. “Earning the
‘Specialty Furniture Vendor of the Year’ for four consecutive
years not only represents our commitment, but also our
consistency and strength to continue to grow our relationship
with United Stationers.”

HON Partners with NYC Dept. of Education
on Innovative Educational Program

The HON Company this summer partnered with the New York
City Department of Education (DOE) on the “School of One”
innovative learning project that involves a radically different
approach to teaching.

The DOE selected HON’s SmartLink classroom furniture for the
entire project.

The mission of the School of One is to provide students with
personalized classroom instruction customized to their
academic needs and learning styles. It reinvents the traditional
one-teacher and 25 student classroom model: instead, each
student participates in a combination of teacher-led instruction,
one-on-one tutoring, independent learning and work with virtual
tutors.

“We were thrilled to be part of such an exciting initiative,” said
Bruce Reinhart, national education sales manager for The HON
Company. “HON believes wholeheartedly in the School of One
learning model and hopes to see it expand exponentially in the
future.”

Kimball Office Receives Communications
Design Award for Hum Research Book

Kimball Office recently received a distinguished Red Dot “Best
of the Best” award for the company’s Hum research book.

The 40,000-word Hum research book, written and produced by
the ALT Group, describes the creative development of the Hum
furniture solution.

Kimball Office was one of more than 6,000 participants from 42
countries that submitted material for consideration in one of the
world’s most prestigious design awards. Only 471 works
successfully passed the critical assessment of the international
jury of experts.

The Hum research book was presented with one of 56 Red Dot
“Best of the Best” awards ranking Kimball Office in the top 1%
of all participants.
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By Alicia Ellis

A new format with a greater focus on education, combined with an open display
environment was key to the success of this year’s OFDA Dealer Strategies Conference.
Incorporating both education and display opportunities into a compact setting, dealers
were able to participate in general and breakout sessions and effectively network with
vendors and other conference attendees throughout the three-day event.

“We knew that, given the difficult economy,
we needed to continue to ‘step up our game’
and deliver a compelling conference agenda
to attract dealers, installers, recyclers and a
diverse group of vendors to this year’s
event,” said OFDA president Chris Bates.
“Changing our format to a more intimate
setting with displays in and around one
central meeting area helped us create an
informal environment that was highly
conducive to learning and networking. We
chose experienced industry and non-
industry presenters and panelists who were
charged with interacting with attendees to
encourage dialog and effective networking at
every turn. The result, according to an on-site
attendee survey, was a very strong positive
(good or excellent) overall rating of more than
93%, with more than 50% of our attendees
ranking this year’s conference as excellent.”

OFDA Chairman Jack King opened the
conference program, recognizing the
tremendous support of OFDA Platinum (The
HON Company, Global - The Total Office,
and Merchandise Mart), Gold (ECi, Kimball
Office, National, and Knoll) and Silver
(EthoSource and InstallNET) sponsors
throughout the year and the specific
sponsorship of these and other affiliate
OFDA members for conference events and
promotional items.

Later in the program, King moderated a
thought-provoking dialog among top
industry manufacturing executives regarding
the Future of Industry Distribution. Knoll
North America president Lynn Utter, Teknion
LLC president Maxine Mann, AIS chief
strategy officer Michael DuGally and Haworth
global sales vice president Todd James
offered their perspectives on the most critical
industry economic challenges and trends

continued on page 10
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creating new opportunities for
dealers. All of them reaffirmed their
organizations’ commitment to
dealers as their primary distri-
bution channel, while presenting a
realistic assessment of the market
and management issues facing
the industry.

“This year’s attendees were
serious about learning and |
OFDA provided them with a |
practical ‘tool kit’ to not only
survive today’s tough market
but also position their
businesses for renewed profitability

and growth as the economy recovers,” said King.
“Seminars were well attended and the level of
interaction and networking among dealers and
display participants was exceptionally high. Virtually
everyone left our event with valuable new ideas, new
business contacts and/or new market areas to
pursue.”

Education Builds Opportunity

With the theme “Navigating Business Through
Unprecedented Economic Times,” this year’s
conference included four general sessions, 32
separate breakout presentations and panel
discussions, and the active participation of members
of both the Office Furniture Recyclers (OFR) group
and Facilities Services Network (FSN).

Of attendees surveyed, 86% of respondents said
that overall, OFDA’s educational sessions were
“Valuable,” with 40% of those saying the sessions
were “Extremely Valuable.”

The program was divided into a variety of
educational tracks, including technology trends
affecting our industry; strategic management; sales
& marketing; financial management; operations/
installation; sustainability; government market
opportunities; and recycling. Returning speakers
David Solomon, Barry Coyle, Jim Heilborn, Trish
Brock and Debbie Junge, among others, were joined
by a variety of new presenters who shared their
practical experiences in the above topical areas.

“| think the theme of the event mixed with all of the
breakout sessions was a great idea,” said Mark
Canavarro, Cubicles Office Environments. “This

,‘ She o J

conference allowed us to see what new ideas and
technologies are out there to help us run our
company more effectively and efficiently.”

Of particular note were new speakers Kama
Weinberger, Q+E Design Source, who explored the
often confusing world of social media and how it can
be used as a tool to bolster a company’s brand; Larry
Shapiro, CORT, who showed dealers how to finance
new sales of furniture by capturing the remaining
value in their customers’ existing furniture, and Jit
Gohil, Dijital Media, who showed attendees how to
take a comprehensive approach toward utilization of
online marketing tools.

Representatives of OFDA-endorsed service partners
Horizon Keystone Financial (Dan Harkin and Janeen
Waddell) and Comprehensive Search (Tom Davis)
also shared their expertise on new furniture financing
options and attracting and retaining top talent,
respectively.

Panel sessions again proved to be a major hit and
generated especially active dialog. OFR members
organized and hosted a well-attended and animated
discussion of recycling markets and business
opportunities; Bill Coon, Office Furniture NOW!,
moderated a panel discussion with top Texas

continued on page 11
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bankers who gave practical tips on how to maintain
successful banking and lending relationships in tight
credit markets; David Solomon, SolomonCoyle, led
a panel discussion on effective implementation of
technologies to boost productivity and customer
service, and Greg Nemchick, WorkPlace Furnishings,
orchestrated a highly-rated panel discussion

with practical insights into leadership skills that can
help company principals and top managers
strengthen the operating foundations and core
principles of their businesses, while driving rapid
implementation of critical changes to ensure
organizational survival.

on “selling value” that featured leading ﬁMM

Herman Miller, Knoll and Teknion dealers.

The industry’s “sustainability” agenda and
key vertical market opportunities were
highlighted in presentations from Tom
Reardon of BIFMA, John Wuichet of the
U.S. Army, Mark Dunkum of the General
Services Administration (GSA) and Adele
Houghton, AIA LEED, a consultant with
special expertise in healthcare environ-
ments. An OFR-hosted panel session
highlighted the diversity of furniture |
recycling options and offered case |
studies of successful business relation-
ships between new product dealers on
the one hand and recycled product
wholesalers, remanufacturers, refurbishers and used
product brokers and dealers on the other.

Focusing in on more specialized topics, Mike Clark,
Eggers Industries, explored diverse opportunities to
customize office furnishings and interiors with wood
veneers as part of a CEU-credited course. Steve
Compton, 20-20 Technologies, and Eddie Elizondo
of the Momentum Textile Group each shared their
company’s latest technology tools for
dealers and their sales and design teams.

“| brought back many new ideas that will be |
incorporated into our business plan. From
motivation to innovation, | can’t think of any
topic that | wanted to hear that wasn’t
covered,” said Dan Durst, president of Durst
Contract Interiors. “As well, of course, there
were the great one-on-one conversations that
give insight into common issues and practical
solutions that have been tried and proven.”

OFDA’s morning keynote and after-lunch

general session on the first full day of the ‘
conference addressed distinct topics in a

focused way.

Dr. Nate Booth’s keynote presentation entitled -
Challenging Times Never Last: Resilient Companies
and People Do!, entertained and informed attendees

Gil Cargill, T R ——
known nationally for his outstanding sales record at
IBM and subsequent sales coaching and consulting,
outlined a clear roadmap for building stronger
business development processes that are essential
for improved accountability, sales and profit results
and thus, business survival and future prosperity.

“| was very impressed with
the keynote speakers and the panel discussion on
Tuesday’s opening general session,” said Bill Davies,

continued on page 12
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. g
president of Davies Office Refurbishing in Albany, NY, who
attended the conference with the OFR group. “I hadn’t
attended a conference in some time but was pleasantly
surprised by the organization and quality of the program. | truly
learned a lot and got the opportunity to network with my
peers.”

“Monday’s speaker, Gil Cargill and Tuesday morning’s panel
of manufacturers were enlightening,” said Todd Noble of All
Systems Go Furniture. “The seminars offered were very
thought provoking and the services presented may prove
valuable.”

“I left the OFDA conference knowing that my dealership is not
unique and recognizing the fact that our specific, current
challenges are being felt by so many other dealers across the
country,” said Frederick Smith, Workplace Solutions in Dallas.
“Having the chance to hear relevant testimonials and specific,
successful action steps to address the existing issues has
allowed me to add value to my people as we work to climb
out of our existing circumstances.”

“Given the economic climate and the inherent sales
roadblocks caused by uncertainty, deciding on attending the
show was not taken lightly,” said Thom Cavanaugh, president
of Network Office, a national wholesaler of used systems and
casegoods. “Tough times call for aggressive marketing and
sending eight sales and purchasing associates was money
well spent. We are happy with the results as we have already
closed several sales and gained qualified prospects within
days of the show’s closing.”

Interactive Opportunities

“Instead of the traditional expo, this year’s conference focused
on introducing smaller and niche market manufacturers to the
industry and giving larger manufacturers the opportunity to
showcase their products in an open environment,” said OFDA

president Chris Bates. “Attendees were free to
peruse the displays in the conference
location’s main hallway, which led to all
classrooms, and check out large furniture
displays in the main ballroom, where every
break and all breakfasts and luncheons were
held.”

According to Dean Williams, managing partner
for HMU, “We were pleased with the exposure
we received through the table top display and
found the hotel very accommodating.”

Kevin Street, national sales manager for
Cherryman Industries, said, “l found the
conference to be worthwhile and informative.
The speakers, programs and format allowed
for education and networking and provided an excellent
opportunity for us to see dealers, show product and gain direct
feedback on their current business challenges and our
industry as a whole.”

“We made some great contacts at this year’s show and we’re
very happy with traffic flow to our booth,” said Mike Clark,
account manager for Eggers Industries. “The dealers we met
during the show were serious about their businesses and were
interested to understand how our products could help them
grow and expand their offerings.”

James Harter, director of sales for Ghent, echoed those
remarks, adding, “l found the conference to be a great source
for education and knowledge. | would recommend this as a
must-attend function to anyone in the industry.”

They say that everything is bigger in Texas and this year’s
networking events were no exception. A little rain didn’t deter
many dealers and recyclers who showed up to play golf on
Sunday morning and evening networking events featured
great food and fun. A fire pit in the back of the Hyatt Lost Pines
Resort provided a great venue for,chatting after a long day and
frequently found attendees stopping by to admire the beauty
of the resort in the evening.

Attendees were treated on Monday evening to a shuttle trip to
downtown Austin where they could enjoy dinner, shopping and
live music, while others took a quieterapproach, floating down
the lazy river pool or relaxing.in the spa:

A final end-of-conference reception featured great food and
drink with Mike Clark and Scott Penovich from Eggers
Industries giving away a HDTV to John Luque of Service West.
All'in all, a great time 'was had by all.

Next year’s conference will be held October 9-12 at the Hyatt
Regency Coconut Point Resort & Spa in Bonita Springs, FL
and will feature a similar format'and even more education. For
information, click here.
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Without services some office furniture dealers
would be in deep you know what. With new
furniture sales floundering, dealers with a
solid services component are finding
that this is keeping them afloat and in
front of their customer base at a time
when the last thing they need is to be
out of sight and out of mind.

Waldner’s Business Environments is a 70-year-old
office furniture dealership serving the New York
metropolitan area. The company represents over 100

different office furniture brands in addition to its prime Steelcase
alignment and also offers a range of support services, including asset
management, warehousing, consolidation of existing furniture with new,
content move management, electrostatic spraying, and furniture maintenance via
its Facilities Solutions group.

Services Side

By Scott Cullen

Launched seven years ago, Facilities Solutions isn’t so much a separate entity within

the company as it is a support team that works closely with Waldner’s sales force to
add value to the company’s furniture offerings. That services component offers a
compelling reason to revisit existing accounts even when they’re not in the market
for new furniture.

“There’s less buying taking place and a great deal of consolidation, and right now

_we’re being brought in to conduct an inventory to determine what
S product can be reused appropriately with the intent to minimize
the expenditure for new furniture,” reports John Gallivan,
president and CEO of Waldner’s.

Although new furniture sales are down, the services side of
Waldner’s business is growing. Gallivan can’t pinpoint exactly how much
this portion of business has grown during the past year, only to say it has
increased significantly compared to previous years.

The inspiration for adding a services component to the business was an
increased need by clients to maintain an inventory of their furniture assets and
extend the life of those assets.

“Our approach is to look at the long-term view of how to use a client’s
assets to the fullest extent, and by keeping a product that hasn’t been
fully depreciated or is in excellent shape and integrate that in with new
purchases,” says Gallivan.

continued on page 15
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“It’'s a way to maintain long-term customer loyalty,” contends
Gallivan. “There’s a standard rule in business that it's a lot less
expensive to retain a customer than to find one.”

Let’'s not kid ourselves. Waldner’s isn’t the only furniture
dealership in their market offering these types of services. But
doing so effectively requires certain resources.

“There’s an increasing awareness that you need to provide that
type of service and some of the smaller dealers don’t have the
resources to do it,” opines Gallivan. “We feel it’s important for
customer retention and it also represents an excellent tool to
open the door to competitive accounts.”

Waldner’s has four people in its Facilities Solutions group who
follow up on leads funneled to them from product sales reps.
They then manage the services opportunities with the
appropriate third-party vendors. Most have backgrounds in
project management, as well as installation and warehousing.

“It's a combination of different experiences, but all come out of
an operational background,” says Gallivan.

Although Western Contract currently doesn’t track service
revenues separately from furniture, they will next year.

“l expect to see pretty strong revenue by this time next year,”
predicts Yee. “By then we’ll have accurate information and sales
numbers and we’ll truly know if we’re profitable and effective.”

Office Furniture Solutions (OFS) by Trade-In.com is a
California-based company started by Jon Driscoll, the
company’s president, after he realized there was a need for
businesses to get assistance with the process of bringing new
furniture into their facility and removing the old.

One of the keys to the company’s success is its ability to find
the appropriate third-party service providers to help with the
moves. They work with two different moving companies who
have an extensive network of professionals who can assist OFS
clients in relocation and acquisition.

“It’s been a great opportunity for all parties with the end user
benefitting the greatest,” says Driscoll.

Picking a partner to supplement the services offering has its

“...leverage services that take advantage of the

havoc wreaked by the weakened economy.”

While services can be offered to virtually any client, Gallivan
identifies certain verticals where opportunities abound.

“We’re doing a lot more in the way of higher education and
healthcare sales and looking to present services to that
environment, which has not been typical in the past,” he says.
“Schools are looking for ongoing maintenance programs and
reusing their products more effectively.”

Western Contract in Sacramento, CA, has a large customer
base and is finding that services such as retrofits,
reconfigurations, relocation, and storage represent a significant
profit center.

“With the economy the way it has been, we’re finding there are
a lot more opportunities for services than product lately,” says
Bill Yee, president and CEO. “Our existing customer base
realizes they don’t have the money to spend on new products,
but they do have funding to reconfigure after downsizing and
it’s easier to justify that expense.”

Western Contract is in the process of hiring a business
development specialist to focus exclusively on services. When
hired, this individual will be cold calling on the company’s entire
customer base.

Prior to this, project managers and account reps were responsible
for pitching services. The trouble is with full plates, they simply
didn’t have the time to make those critical cold calls.

challenges, but Driscoll is philosophical about it.

“It’s like those sandlot baseball games you participated in back
in school,” he says. “How the game was won was determined
by who you selected to be on your team. | remember both the
reward of choosing well and the pain of being the last guy
chosen. We evaluate our partners on the basis of their ability to
perform consistently at the level of integrity and commitment
that you yourself present.”

Services represent 35-45% of total volume at Milwaukee-
based Building Service Incorporated (BSI), reports president
and COO Peter Kordus.

BSI’s services encompass asset management, furniture repair,
relocation and moving, maintenance, interior finish work,
upholstery and panel recovery, and wood touch up among
others. BSI’s latest services-based program, called Downsize
by Design, targets businesses looking to move to a smaller
office footprint as a means to reduce costs.

“What we’re doing is offering customers a certain amount of
downsize time free, to identify what can be done with their
offices,” explains Kordus. “Our hope is we can execute those
changes and get new business that way.”

Under the Downsize by Design program, BSI redesigns the
office space, changes furniture layouts, configures offices to
make them smaller and opens up space that can either be

continued on page 16
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sublet or let go, depending on the
customer’s contractual obligations.

BSI targets anybody they know who has
experienced layoffs or is having difficulty
in the current economy.

“If you’re running a business, is it really
productive for your employees to walk by
rows of empty workstations every day?”
asks Kordus. “Aren’t you better off getting
those workstations out of there, using the
space more productively and getting your
people to stop thinking about the layoffs
that happened and start thinking about
moving forward?”

At Maryland Office Interiors (MOI) in
Baltimore, MD., the performance of its
services business remains consistent with
prior years.

“As a percentage of our overall business,
it generally doesn’t move much over
time,” reports David Noel, president.

Like other dealers, MOI is looking to
leverage services that take advantage of
the havoc wreaked by the weakened
economy.

“Asset management has taken on a big
push for us because we look at
downsizing as a perfect opportunity to
get a client’s inventory in our house,
manage it, and develop a relationship
with that client that doesn’t center around
a new furniture sale,” says Noel. “We’re
also trying to be much more consultative
earlier in the process.”

Noel’s strategy for growing the services
side of his business certainly isn’t brain
surgery or rocket science, but old-
fashioned common sense business
tactics.

“In some cases it requires just listening
and identifying a potential service
opportunity and then calling in additional
reinforcements which could be anyone
from our design, project management, or
asset management groups. They have
the technical knowledge and can explain
how it all works.”

Sometimes services are pitched
exclusively by sales reps and sometimes
by a blend of MOI's sales reps and
technical personnel, depending on the
project or service.

MOI has been monitoring and training
operations personnel to ensure that they
are better prepared to make present-
ations to clients.

“We’ve also trained our sales people to
ask more questions and listen more
carefully. They need to be open to
situations where there may be a more
non-traditional opportunity to help a client
and not make selling a new workstation
the center of the universe,” Noel adds.

David Solomon, a principal of the
SolomonCoyle office furniture consulting
firm, works closely with office furniture
dealers and  manufacturers. He
acknowledges that there’s no time like
the present to present customers and
prospects with a services option.

“Whenever there’s a downturn in the
economy, there’s always an opportunity
on the services side for dealers to
continue to maintain some revenue
growth,” says Solomon.

The services Solomon speaks of are the
very same services offered by Waldner’s,
BSI, MOI, Western Contract and other
furniture dealers.

“I'd like to think that a lot of dealers are
focusing on these areas because this is
an opportunity to protect their customer
base,” maintains Solomon.

He says dealers should be thinking about
how they can help their customers
through these hard times so they keep in
a top-of-mind position with them
afterwards.

“If | can show them I'm willing to help
work through the economic downturn
with them, maybe they’ll stay loyal to
me,” says Solomon.

Solomon believes it’s a good idea to have
a team or at least someone in the

organization whose role is focused
exclusively on services. But even sales
reps should be ready, willing, and able to
talk the talk when it comes to broaching
the services subject with clients.

“We think services should be an integral
part of what furniture salespeople are
able to sell and they should at least be
conversant in positioning their company
to be able to perform those types of
activities,” says Solomon. “On the other
hand it's helpful to have a good
operations manager that can go out and
talk to customers as a services expert.”

By providing more than just furniture,
dealers can position themselves more
effectively as genuine problem solvers for
their clients.

“The more things you can do as it relates
to moves and changes, the better off
you’ll be positioned,” opines Solomon.
“And when the customer makes a buying
decision in the future you have a real
opportunity to be there and keep the
account.”

There really isn’t a good reason not to
include services if you’re looking to
remain in the furniture business over the
long haul.

“Dealers need to focus on being a
value-added provider of goods and
services and sell them at an appropriate
value,” maintains Solomon. “They
differentiate themselves in the market-
place not by the products they sell, but by
the services that they offer.”

Scott Cullen has been writing
about the office products,
office furniture, and office
equipment industries since
1986. He has been working as
an independent writer and
editor since 1997, and is
currently editorial director and
managing editor of Office-

Solutions and OfficeDealer magazines as well as
publisher and editorial director of the new ezine,
Imaging Solutions Reseller.
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Advanced Furniture Services

Advanced Furniture Services: A Small Business Success Story g .. eis

Small dealerships doing less than $5 million per year have been
especially hard hit during the industry’s current sharp downturn.
Organizations that were already often understaffed and
under-resourced to begin with have found just staying in business
a real struggle.

Layoffs, salary freezes and forced time off may help many keep
afloat, but far too often, news comes of another small dealership
closing its doors or being bought out, no longer able to balance
the books and keep the company in the black.

Not content to sit idly on the sidelines waiting for the recession to
end and for business to start growing again, Advanced Furniture
Services Group (AFS), is not only bucking the recession but
actually growing, expanding and thriving.

Started nine years ago in Hatboro, PA by former Steelcase dealers
Laurie Peterson and Rudy Gibilante, AFS has grown steadily
through its alignment with Kimball and though strategic
partnerships with a number of specialty manufacturers for
healthcare, government and higher-education markets.

With $3.7 million in revenue in 2008, AFS, with three months left
to go in 2009, reported more than $4.1 million in revenues. And,
while many of you reading may think that’s small potatoes, a
growth rate of more than 11 percent is pretty darn good in this
economy; especially for a small business.

“Where other dealers have gone to four-day work weeks and had
to lay people off, we have continued to invest in our business and
keep it growing,” says Laurie Peterson, principal of AFS. “Most of
the businesses that started with us are still doing business with us
today. We have created long term relationships with our clients
through total commitment to customer service. | believe they know
that we have their best interests at heart. What is important to our
customers is important to us.”

AFS has also been hiring. The dealership recently brought on three
people, two of whom were salespeople returning to the industry
after being laid off from another local dealer.

“The money made from our business was reinvested in people and
technology to continue us along the path of being able to do things
better and more efficiently,” Peterson continued. “It feels good to
hire quality talent from the industry and we are fortunate to be able
to add these two to our existing sales staff.”

Peterson claims AFS’s sales compensation plan plays a key role
in keeping business growing, with salespeople earning 25% of the
net profit on the job.

“We don’t nickel and dime salespeople with all sorts of deductions
like some dealerships,” said Peterson who explained that they
have set costs for typical deductions like install and design. “Our
philosophy is that without sales, we’d have nothing. We want them
to be successful and ultimately they make us successful.”

Part of the dealership’s success has also come from its ability to
serve as a resource for the installation of any manufacturer’s
products in the tri-state area for other dealerships and their
customers across the country. In addition, Peterson’s salespeople
are always welcome to make suggestions on cross-sell or up-sell
opportunities like flooring or electrical products in addition to
bringing in sales through installations and specifying. They also
provide steam cleaning, wood touch up, move management and
a host of services related to maintaining their customers’ furniture
investment.

“Even with the recession, the healthcare and college and university
market have helped us to survive through difficult economic
times,” said Peterson. “Our day-to-day business in these
industries, our full service capabilities and network partners have
helped us to maintain our business.”

But just maintaining is not good enough for the AFS team. After
growing business, hiring more salespeople, and expanding its
services, the next step, of course, is to open another showroom.

AFS’s second location, a 3,500 sq. ft. working showroom featuring
a host of Kimball product and a few key selections from AFS’s

continued on page 21
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In each of the last five years, | have devoted a column in OFDA’s
official publication to a discussion of the association’s annual
Dealer Financial Comparison and Benchmarking Guide. The
recently-released 2009 report should be carefully reviewed by
dealer principals and their CFOs; indeed, it may require the
greatest scrutiny of any of the reports published so far.

The numbers and ratios in the current guide are 2008 dealer
Financial Comparison (DFC) results and for that reason, they do
not reflect 2009 conditions. Industry figures didn’t begin to drop
significantly until November 2008 and shipments so far in 2009
have now declined by more than 30%.

Does that make the new OFDA report outdated or irrelevant?
Definitely not, but with the current recession, analysis of the
industry forecast requires a new approach.

Studying the numbers and the text in the comprehensive,
119-page report, and considering recent reports and surveys
about anticipated industry numbers and trends can provide a
reasonable guesstimate of what the DFC report for 2010 might
reveal.

This review will enable dealers to focus on the most critical ratios
of today and determine where their dealerships must be in order
to be one of the high profit—and financially strong—dealers
tomorrow.

A Glance at the Past

Figure 1 lists key ratios and percentages of
a few of the more significant numbers. The
DFC report breaks out these numbers and
hundreds of others for specific groups of
dealers by 1) revenue volume size, 2)
profitability (high, middle, and low profit
dealers), 3) population of market served, 4)
service revenues and 5) installed margin as
a percent of total revenues.

I’ve included the latest numbers and those
of the prior year. A comparison of these
results shows that even with declining sales
growth, dealers in 2008 were making slight
improvements compared to 2007.

As an example, for middle profit dealers,
2008 (unlike 2007) showed no growth
(0.1%), yet debt-to-equity, net profitability,
current ratio, and return on assets improved
slightly. As a result, this year’s performance
may turn out to be slightly better than the
current 2009 forecasts might suggest.

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

continued on page 20
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Figure 1

OFDA ’08 DFC

(‘07 Results)

OFDA 09 DFC
(’O08 Results)

High Profit Middle Profit High Profit Middle Profit

Growth 25.2% 8.8% 20.7% 0.1%

Installed Gross Profit 21.3% 19.0% 21.4% 19.1%

Core Operating Expenses 16.0% 171% 15.7% 171%

Net Profit Before Taxes 5.6% 2.2% 6.2% 2.5%
Current Ratio 1.8 1.3 1.6 1.5
Debt-to-Equity 1.8 2.8 1.8 1.7

Return on Assets 24.5% 10.7% 26.2% 12.5%

Return on Equity 81.8% 35.9% 84.1% 35.3%

Going Out on a Limb

Some may think me insane for making predictions of where |
believe dealers will be when it comes time for OFDA’s Dealer
Financial Comparison for 2010. But | will go out on a limb
because | strongly believe that this year and the coming year will
turn out to be a period that makes or breaks many within the
dealer community.

Figure 2 is my estimate for the OFDA report you will read a year
from now. Upper and lower profitability quartiles as well as the
middle quartiles are included because I’m already seeing several
dealers performing well under today’s trying circumstances.

Unfortunately, I’'m also seeing others having to close their doors,
sell at a fire sale price or file bankruptcy. Yes, these are
frightening times for several in the furniture industry, but as
Figure 2 shows, there will be success as well as struggles for
survival.

The forecast for high profit dealers is quite encouraging
considering current industry conditions. The report for low profit
dealers is alarming, creating the potential for a significant
number of dealer failures.

Hopefully, time can prove me wrong in my assessment of the
percentages and ratios I’ve shown in the low profit dealer
quartile.

Figure 2
Forecast
(’O9 Results)
High Profit Middle Profit Low Profit 3
Growth ' Oto 5% -15 to 20% -25% or more
Installed Gross Profit 2 19 to 20% 1910 21% 21 to 23%
Core Operating Expenses 16t0 17% 20 to 23% 25% or more
Net Profit Before Taxes +2to +4% -2t0-4% -5to -10%
Current Ratio 1.5 1.3 1.1
Debt-to-Equity 1.8 25 3.0
Return on Assets 20% neg. neg.
Return on Equity 40% neg. neg.

(1) If there is any good news about the growth figures, it is the
fact that dealer revenue should not drop at the same rate the
furniture manufacturers are experiencing.

(2) Rates are higher for middle and low profit dealers due to a
loss of major contracts which are typically at lower margins.

(3) Most factors result in high risk in terms of survival.

continued on page 21
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Primer for Financial Survival and Success
for the Balance of 2009 and 2010

The key factors in recessionary periods relate to the balance
sheet and liquidity, specifically current ratio, debt-to-equity,
return on assets, and return on equity.

While the income statement—revenue, gross margins,
expenses, and profits—is important, the balance sheet is the
driver of financial strength.

A current ratio (current assets divided by current liabilities) of
less than 1.5 is cause for concern since liquid assets (cash and
receivables) may not be sufficient to cover current liabilities.

Another key liquidity ratio is net working capital (current assets
minus current liabilities). This also measures your capacity to
meet current obligations when they become due. That number
will vary based upon volume and performance, but it should be
at least one-half of your current liabilities. | suggest re-reading
what | feel is the most important financial article | have written
this year, my April column, “Manage the Velocity of Your Working
Capital Cycle.” Financial management is not merely managing
dollars; it’s managing time.

In terms of leverage, in a struggling economy higher debt lowers
profits and increases the risk of failure. A debt-to-equity ratio of

over 2.0 can become a concern of lending institutions. Do not
let your credit rating deteriorate.

Finally, the ratios of return on assets (ROA) and return on equity
(RQI) are proof of performance and your company’s value. ROA
is the best measure of management performance within a
dealership. It’s a means of judging operating efficiency—how
well your company is using its assets to produce sales and
profits. ROl measures owner return and becomes a key ratio in
determining the value of your dealership.

Survival and success will depend upon following many of the
recommendations contained in the OFDA report: Manage and
stay on top of expenses, manage your cash, control your
receivables, manage your debt, set realistic goals, and control,
control, control.

Re-evaluate your financial position and take the time to study
the information in the latest DFC report. Focus on the key ratios,
determine where you will be financially at year end, and learn
what you must do to survive and prosper.

The 2009 OFDA Dealer Financial Comparison and
Benchmarking Guide is available for purchase at special
discounted rates for members through the association’s online
store at www.odfanet.org or by calling 703-549-9040.
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vertical market manufacturers, will
Philadelphia, shortly.

in Center City,

“There is currently not a Kimball showroom in Philadelphia and we
wanted to make it easier for our clients to get to know the Kimball
family of products and what we’re about,” said Peterson. “It's a
huge investment for us but we believe that in the long run, it will
pay off by giving ourselves more exposure in the marketplace and
giving Kimball additional presence.”

“Kimball brings with them a wealth of knowledge and resources
including training that as a small business, we would not have had
access to,” said Peterson. “We take this commitment very seriously
and know that we have the support of our Kimball team. We are
true partners with them and our goal is to further their success in
the marketplace and to build upon their success. “Whether it’s a
customer or one of our vendors, it’s all about the relationship.”

Peterson believes that the showroom will help to expand the
dealership’s market reach into the A&D community and expects
that with a firm plan in place and the support of partners like
Kimball, the sky is the limit. So far, at least—recession or no—AFS
is right on course.
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Why Isn’t Your

Sales Staff
Selling More

Services?

Congratulations to those of you having a
great year. The rest of you would probably
say that product sales are still down or
showing only a slight improvement. This
means that most dealers must have other
avenues of revenue to make up the
difference...and a strong

program can play a major role.

services

Service revenues can be more than just
supplemental income and may even help
support the company through difficult
economic times...so it is still a bit
surprising that not more dealerships and
salespeople have embraced the idea of
selling more services as a way to gain
entry into accounts or maintain business.

It is important to understand that your
service business has to be promoted on
two fronts; internally and externally. |
believe that most dealers have at least a
basic understanding of how to promote
their business to external clients; but
internally?

Start by asking yourself this question:
“How many of the salespeople we
employ are really enthusiastic about
selling services?” (If you have to ask if
they are enthusiastic about selling
anything, you have a bigger problem than
| can address in this short article)

Getting back to the first question... I'll
wait while you run through the names of
your salespeople then check their service
sales numbers for the last twelve months.
If you have some top salespeople selling
services consider yourself lucky. Most
dealer salespeople are less than thrilled
to sell service...but why?

| have been conducting sales sessions at
dealerships recently, specifically about
selling services. At the very beginning |
ask two key questions:

How many of you are selling services
and why?

If you aren’t selling services, why not?

The answers are not surprising. First of
all, most of the service sales seem to
come from major account managers and
not from new business developers.

Salespeople tell me it’'s a “relationship
thing.” One salesperson said that he sold
services because
profitable. Another said that he believed
in selling services, but he just didn’t do
much of it.

they were very

A very distressing, but unfortunately, not
uncommon response is that it is difficult
to switch things. Services have
traditionally been given away (design,

Last

jimheilborn

project management, and even storage)
or included in the product sale and we
have created that expectation in our
client’s minds...and everyone else in our
market is doing it too. How can we start
charging now?

One dealer salesperson with whom |
spoke gave me two reasons (or perhaps
excuses) why she doesn’t sell services.
Her first reason was that she received a
lot of leads from design firms and selling
design put her in direct competition with
them.

| acknowledged that could be a valid
reason in some situations, but what about
the other services the company offered,
like asset management, fabric protection,
cleaning, etc.?

She said she had tried to sell services, but
that there wasn’t a real program in place,
it was hard to get some standard pricing
for initial conversations and worse; she
was afraid to offer them because (and she
put this nicely) she wasn’t convinced they
would be performed well...OUCH!

| see the same dilemma at many other
dealerships. It’s hard to convince the staff
to promote services | know will be of
benefit to their clients and that will also
result in nice revenue for the dealership

continued on page 23
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and commissions to them. It seems so basic, but experience
teaches us otherwise.

Another key factor that causes the staff to hesitate promoting
services is fear. They often don’t understand the services in
question or how to sell them.

They fear that they will make a mistake or will be asked
something that they can’t answer. Some salespeople fear that
getting someone else involved may take away some of their
control over the account.

As the salesperson mentioned above pointed out, she feared
she might jeopardize her client relationship if the services
group messes up.

How can a dealership remove these roadblocks to selling
services? | believe there are many ways to address this
question, but the best way to start is by first setting some
expectations.

It was very clear that many dealers asked the staff to sell
services, but very few had a specific part of their sales
forecast that actually required the staff to consider how much
of their sales would be from services. It was clearly an
afterthought. If it is an afterthought for management, why
should the sales staff be any different?

Accurate forecasting is hard enough, but when the sales staff
has little or no knowledge of the program, it becomes even
more difficult. It becomes critical, therefore, to develop a list
of services along with a basic document that lists capabilities,
resources and some price guidelines.

The next step is to roll out the program to the staff and
introduce them to the services package. At most dealerships,
salespeople are regularly exposed to product training...so why
not organize sessions on services?

Most companies have never done as good a job on training
as they needed to, but now the excuse is that it takes away
from selling time.

Salespeople won’t become comfortable with services until
they understand them. The more the staff knows about the
program, the more comfortable they will become promoting it.

Receiving training directly from service providers (internal
employees or outsource partners) will also help salespeople
to establish a relationship with them and gain a greater sense

of trust...one that hopefully will lead to service sales
opportunities.

Service training does not have to be a lengthy process nor
does it or should it all be done at one time. Here are some
examples that can be conducted in relatively short thirty to
sixty-minute sessions:

Design — Have a designer come in and talk about the design
process and the information they need to receive from the
salesperson...before, during, and after the sale. Have a
designer show how CADD drawings are created.

Storage and asset management — Take a field trip to the
warehouse and have a staff member conduct a tour of the
facility showing how product is received, tagged, and
processed in and out.

Refurbishing and refinishing — Take a walk through the shop
and see how product is received, evaluated, prepared, treated,
packaged, and sent back out.

Seeing the actual process gives a whole new appreciation and
understanding of what it takes to get the work done.

One last step to get your staff involved in selling services is to
measure the results. Conduct internal audits and surveys with
the staff to see what they think of the program and then solicit
ideas on ways to improve it. Ask for their feedback and
implement any good suggestions.

This will help make sure that the services the company is
providing are meeting the expectations of the sales staff and
their clients.

The next time you wonder why your staff isn’t selling enough
services, you might have to stop and ask yourself first: “Have
we done what we need to do to make sure that the staff can
sell services?”

Jim Heilborn is a business consultant specializing in the office
furniture/products industry, working nationwide with dealers,
manufacturers, and service providers. He was a featured
presenter at the 2009 OFDA Dealer Strategies Conference in
Austin. For more information please visit his website,
www.jheilbornassociates.com or he can be reached directly
at jim@jheilbornassociates.com or by phone at 916.434.8711.
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