| hope you are enjoying your summer and your business results continue to be
favorable. At WorkPlace Furnishings, thanks to your support we are enjoying
another terrific year. Although BIFMA earlier this year lowered their projections
for U.S. office furniture consumption growth to 7.3%, our dealers’ sales from
supplier partners are up nearly 18% compared to last year! This support is
allowing us to invest in improved communications and enabling our staff to
spend more time in the field supporting our dealer and supplier members.
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FROM THE

2007 Supplier of the Year helps
members find new profit opportunities

President’s Desk

Dennis J. Insogna
President and CEO

| hope you’ve had a chance to see our new “WPF Flash”
report designed to highlight a significant dealer/supplier
success. Our first report, issued in May, covered Great
American Art and a significant project Building Service,
Inc. in Milwaukee won using artwork. Just last month, we
reported on the success The Phillips Group in
Middletown, PA, enjoyed with our new private label
Transitions system furniture line.

Every WPF Flash report is sent out in a separate e-mail
and is posted on our website. If you have a success story
you would like to share or want your name added to our
e-mail list, please notify Janet Vaughn at WPF
headquarters.

Speaking of Transitions, we could not be happier with our
progress. Since our annual meeting in March we have
shipped mock-ups and conducted on site training for
twenty-five of our dealers. We are scheduling training for
an additional twenty dealers during the summer and are
averaging approximately $50,000 net a week.

What’s exciting is that our dealers are competing and
winning against “As Is” and refurbished product, and as
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mentioned in our most recent Flash report, our supplier
partners are also enjoying incremental desk/file/chair
business.

Our pricing advantage continues to be significant against
all other contract systems products. To make pricing
comparisons simple and accurate we are excited to
announce that Transitions is now on Intellisell. You can
find out more about how this valuable selling and pricing
tool can help you by visiting the Business Resource
Center on our website at www.wpfdealer.com.

The product quality, ease of installation and price point
will surely help you win incremental business and enjoy
improved margins. It is easy to begin selling Transitions.
Simply register on line and agree to: purchase a mock-up,
schedule on site training and sell a minimum of $10,000 a
month. We plan on scheduling a User Group meeting next
guarter consisting of WPF staff, a member of AIS and
WPF dealers selling Transitions to share experiences and
improve existing work processes.

Members of the WPF staff attended NeoCon this year and
we were very happy to see many of our dealers attending.
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A brokerage and wused furniture
division generates over $1.5 million a
year. The dealership’s commercial

moving and move management
business does $1 million. And annual
revenues from asset management
come in at a healthy $1.2 million.

From a dealership that once relied
almost totally on product sales, Storr
has transformed itself into a broad-
based and highly profitable provider of
integrated interior solutions. It’'s a
company that still has office furniture
sales as its core, but closely linked to
that core is a portfolio of services that
embraces the full spectrum of its
customers’ commercial workspace
needs.

Headquartered in Raleigh, North
Carolina with additional locations in
Greensboro and Tampa, Florida, Storr
today not only sells conventional office
furniture—the company is a long-time
Steelcase dealership—but also provides
a broad range of product that includes
floor treatments, laboratory casework
and custom millwork.

And in addition to its brokerage,
commercial moving and asset
management businesses, Storr’s array
of furniture-related services includes
refurbishment and re-upholstering,
rental and leasing, ergonomics con-
sulting and records retention, as well
as a Facilities Services Group that
performs on-site facility management
services and generates an impressive
$9 million in annual revenue.

“Our ability to enable customers to
access furniture products and related
services from the same supplier has been
a key business strategy for Storr and one
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Storr Office Environments:
* SERVICES with a SMILE

At Storr Office Environments, the numbers
speak for themselves. Over 30 percent of total
revenues comes from the services side of the business.

of the major reasons we have grown from
a 30-person dealership back in 1992 to
over 200 today,” says president Bob
Schanz, who is quick to credit CEO Tom
Vande Guchte as the primary force
behind Storr’s services push.

Just a starting point

“Tom started expanding the services
side of the business when he bought
the company in 1992, as a way of
differentiating ourselves in the
marketplace and diversifying our
revenue sources,” Schanz explains.

But, he stresses, the basic concept is
just a starting point. “Our one-source
approach to the market is important, but
so are the other elements that form the
basis of our business: a fierce com-
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mitment to customer service excellence
and to making sure Storr is a company
that’s easy to do business with.”

Says Shanz, “Building customer
loyalty is a key business strategy for
our entire organization and we put a lot
of effort into developing a culture that’s
focused on encouraging it at every
opportunity.”

Not surprisingly, technology plays a
key role in that effort. Customers can
access status information on their
projects through their own private area
on the Storr website, e-Storr, to make
purchasing product easier and bring
detailed management information right
to the customer’s desktop.

But personal contact at the dealership
is just as important as high-tech bells
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and whistles. As part of Storr’s
commitment to keeping close to its
customers, each of its top 100
accounts has its own formal account
plan and every Friday, the dealership’s
management team reviews two of
those plans in detail, to identify
opportunities for sales growth and/or
customer service enhancements.

As for the top ten accounts, formal
review sessions, either quarterly or
twice a year, provide an opportunity for
Storr executives and key buyers and
influencers at the client to discuss
current performance and opportunities
for improvement.

Frequently, says Schanz, those ses-
sions yield ideas for new service
opportunities. The company’s flooring
business is a prime example. Five
years ago, Schanz explains, it didn’t
exist. Today, it’s on track to close
out the year with revenue in excess of
$4 million.

As Schanz reviews the major factors
behind Storr’s successes in the
services area, he points to several key
elements. First and most importantly
he says, is leadership. “You need
someone in place who has strong
leadership skills and, ideally, industry
experience to drive the effort.”

Making sure there’s an adequate level
of investment in the venture is also
important. “You have to develop infra-
structure to support the service in a
way that gives you competitive advan-
tage and processes that enable
superior execution.”

Effective use of technology is also
critical, he stresses, and one major
reason why the dealership spends
over $200,000 annually on IT.

Still a people business

Ultimately office furniture is still very
much a people business, and says
Schanz, a dealer’s services business
won’t go anywhere unless the sales
team is on board and motivated to
bring the service offerings to their
accounts.

“With any service offering, we make a
point of showing our sales force how it
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can increase their income and also
further entrench their accounts with
them and with our company,” he says.
“The more products and services that
you sell and effectively deliver to an
account, the stronger your position is.”

Given its close ties with Steelcase and
strong focus on the services side of
the business, Storr’s active partici-
pation as a WorkPlace Furnishings
member may almost seem too much
of a good thing. Doesn’t the dealership
have everything it needs without the
WPF program?

Not really, Schanz answers. “We've
been WPF members for about three
years now and we find it complements
everything else we’re doing very
effectively. The WorkPlace team has
done a very nice job of negotiating
favorable pricing and terms with some
important niche manufacturers and
made it easier for us to go to market
with these suppliers.”

Schanz also gives high marks to the
organization’s marketing materials and
events. “The annual meeting represents
an outstanding opportunity to spend
quality time with manufacturers and
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also share best practices ideas and
information with other dealerships.
WorkPlace Furnishings does a very
good job of staying in touch with
important marketplace trends such as
healthcare, imports and low-cost
system lines. And they deliver on those
trends in a way that really helps the
dealer.”

As Schanz looks to the future, both for
the industry and for the dealership he’s
helped build over the past eleven
years, he sees a glass that is quite
definitely a lot more than just half full.

“I'm excited about being in the office
furniture industry and being a part of
the Storr organization,” he says. “I'm
also excited by what | see happening
in technology and the way it is
improving our own internal efficiency,
and at the same time creating new
ways to communicate with our
customers and prospects. This is a
tough industry, but it's also a very
rewarding industry on many levels and
we’ve still got plenty of opportunities,
both in product and services, to keep
growing.” WPF

PAGE 4



How WPF’s
2007 Supplier
of the Year
Helps Dealers
Not Only Stand
Out from the
Crowd, But Also
Find New Sales
and Profit
Opportunities

Jumbo JU Personal Task
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n FOCUS

One of WorkPlace Furnishings’ most
important goals as an organization is to
provide its members with the
resources to differentiate themselves in
an increasingly crowded and
competitive market. And when those
resources also open the way to new
profit opportunities at the same time,
WPF membership becomes even more
of a bargain!

Case in point: WPF’s 2007 Supplier of
the Year, Grand Haven, MI-based Light
Corporation. Light is a relatively new
member of the WPF supplier family—
the company joined in January of
2005—but it has quickly become an
important partner for a growing
number of WPF dealers.

“Light’'s program gives dealers the
opportunity to go beyond standard,
manufacturer-supplied lighting,” explains
WPF vice president of marketing Vic
Maffe. “It gives dealers the ability to
value-engineer solutions in a way that
sets them apart from their
competition, so that they can
offer ~ customers  superior
products for enhanced style
and efficiency or provide less
expensive ones when budgets
are tight.”

Spearheading the effort for Light are
the company’s two regional market
managers, both industry veterans.
Christine Boeve covers the western
states, while Tom Ruggiero covers the
East and serves as WorkPlace
Furnishings’ primary point of contact.

WPF « OUT OF THE BOX

“Having access to a diverse group of
aligned dealers in a partnership format
was one of the major appeals of
Workplace Furnishings when we
started to explore the relationship,”
Tom explains. “But once we joined we
found non-aligned dealers just as
receptive to our program.”

Why? “Virtually every dealer will
specify lighting on a project but with
most furniture manufacturers, it’s
considered little more than an
accessory and there’s usually very little
effort to add value,” Christine points
out. “Light Corporation’s product line
offers a broad range of design and
productivity benefits to the end user,
while providing plenty of opportunities
for the dealer to generate additional
margin dollars.”

Light’s recent acquisition of Jolt
Lighting will provide an additional
source for value with more ergonomic
desk lighting options, she points out.

Depending on the furniture
manufacturer, Tom explains, a dealer
can expect between $10 and $25 more
per unit in margin as a result of
specifying a Light product instead of
the manufacturer’s basic lighting
product. And on a medium-size project
that could well translate into one or two
additional gross margin points.

With numbers like that, it’s not too hard
to see the attraction of Light’s program
for WPF dealers. And the level of
support the company provides makes
it even more appealing.
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Light
in Focus

continnued

Both Christine and Tom spend much of
their time working in the field with the
company’s independent reps on dealer
sales meetings and training sessions
for the A&D community.

"We offer a level of education
on lighting products and
design that dealers simply
can’t find anywhere else,”
says Tom. “And once they
realize all the potential

benefits quality lighting

products can offer, it's an easy
next step to sell clients and
prospects.”

Lighting is about a lot more than just
providing lamps and fixtures, says
Christine. Used properly, it can play an
important role in creating an environ-
ment where workers will feel comfor-
table and motivated. And, she points
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Huron HU Personal Task Railite

out, the breadth of Light’s offerings
means dealers can integrate lighting
solutions far more effectively into the
overall office design scheme.

“We offer different color options so the
fixture can match the color of the
shelf,” Christine explains. “And dif-
ferent size fixtures or cord colors
provide even more design flexibility.”

The company’s product offering
includes a comprehensive line of task
lighting fixtures for workstations,
personal task lighting and ambient
fixtures. And Light’s manufacturing and
disposal processes are designed to
respond to the most stringent environ-
mental concerns.

Light as a company enjoys ISO-14001
registration and 1SO 9001:2000,
ensuring manufacturing processes and

Daisy T2L Task
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company policies that are environ-
mentally sound. Advanced fluorescent
lamps and electronic ballasts promote
energy efficiency while other innovative
options such as occupancy sensors,
which turn lights out in unoccupied
offices, further support energy
efficiency. Even Light’s products
themselves are made with an eye
toward recyclability.

And by striking a balance between
maximum light distribution and
minimum glare, Light products are able
to create conditions that encourage
worker creativity and productivity.

Given all the benefits, it's hardly
surprising that over 50 percent of WPF
dealers have bought product from
Light Corporation at one time or
another over the past three years. And
with Light products now included in all
the major design software programs
and some significant new product
introductions at this year’s NeoCon,
both Christine and Tom are looking for
even better things down the road,
particularly with the WPF organization.

“One of the strengths of the WPF
dealers is the commitment they bring
to trying to take their business to the
next level,” says Tom. “At Light, we
offer a broad program that can help
them do just that. This year’s Supplier
of the Year award is not only a great
honor that we all appreciate. It also
challenges Light as a company to find
new and innovative ways to bring even
more value to WPF dealers going
forward.” WPF

Light Corporation
14800 - 172nd Avenue
Grand Haven, M| 49417-8969

toll-free | 800.544.4899
phone | 616.842.5100
fax | 616.846.2144



