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This presentation contains "forward-looking" statements based on current expectations regarding future plans, events, outlook, 

objectives and financial performance, expectations for future sales growth and earnings per diluted share (GAAP and non-

GAAP). Forward-looking statements can be identified by words including ñexpect,ò ñbelieve,ò ñanticipate,ò ñestimate,ò ñmay,ò ñwill,ò 

ñwould,ò ñcould,ò ñconfidentò or other similar words, phrases or expressions. Forward-looking statements involve known and 

unknown risks and uncertainties, which may cause the Corporation's actual future results and performance to differ materially 

from expected results. These risks include but are not limited to: general economic conditions in the United States and 

internationally; unfavorable changes in the United States housing market; industry and competitive conditions; a decline in 

corporate spending on office furniture; changes in raw material, component or commodity pricing; future acquisitions, divestitures 

or investments; the cost of energy; changing legal, regulatory, environmental and healthcare conditions; the Corporationôs ability 

to successfully complete its business software system implementation; the Corporationôs ability to implement price increases; 

changes in the sales mix of products; the Corporationôs ability to achieve the anticipated benefits from closures and structural 

alignment initiatives; and force majeure events outside the Corporationôs control. A description of these risks and additional risks 

can be found in the Corporation's annual and quarterly reports filed with the Securities and Exchange Commission on Forms 10-

K and 10-Q. The Corporation undertakes no obligation to update, amend or clarify forward-looking statements.

Forward Looking Statements



2

V Leading Market Positions

V Operational Excellence

Investment Considerations

3

V Breadth and Depth

V Financial Strength

Long Term Value Creation



Market Leader

Office Furniture Hearth

#2 Market Position #1

$2.3B
Sales

$232M
Operating Profits

$2.58
EPS

23%77%

36%64%

* See non-GAAP reconciliation on page 19

*

*
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Source: U.S. Department of Commerce
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Corporate Profits

Market Drivers
Office Furniture

Source:  The Conference Board

CEO Confidence

Private Non-Residential Investment
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Source: U.S. Department of Commerce

Small Business Confidence

Source:  National Federation of Independent Business
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Single Family Housing Starts

Source: U.S. Census Bureau
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Residential Remodeling Index

Source: Hanley Wood 

Oil Prices

Source:  U.S. EIA

Market Drivers
Hearth

US Temperatures
Variance from Average

Source: U.S. NOAA 7
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Breadth and Depth

DistributionBrands

Products Price Points

Tuned and tailored

Solutions for every need High to low

Broadest coverage
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House

Of

Brands

Split and Focus
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Leverage

Member Owner Culture with Lean



Supplies--Driven Channel Contract Channel

ContractRetail Commercial Image

Herman Miller

Knoll

Steelcase 

Haworth

Global

Asian Imports

Market Coverage
Office Furniture

North America
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HNI

Brands

Key

Competitors

Core, sweet spot

Retail less 

than 1%
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New Construction Channel Remodel/Retrofit Channel 

Specialty Dealer                            DIY

HNI

Brands

Key

Competitors

Core, sweet spot

`

Niche Competitors

Travis

Napoleon

Installing Distributors

International Hearth Products (IHP)

Market Coverage
Hearth Products

http://majesticproducts.com/
http://majesticproducts.com/
http://www.monessenhearth.com/
http://www.monessenhearth.com/
http://vermontcastings.com/
http://vermontcastings.com/


Lean culture drives best 

total cost  

Never finished

SELECTED EXAMPLES

Operational Excellence / Lean Culture

Structural 

Cost

Core 

Productivity

Business 

Process 

Improvement

Announced ongoing structural 

cost take out, $30 ï$40M of 

annual savings by 2018

Leverage scale, capabilities, 

and capital to drive rapid 

continuous improvement
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Understand

Simplify

Standardize

Flow



Long Term Value Creation
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