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Forward Looking Statements
Thispresentationcontains"forward-looking"statementsbasedon current expectationsregardingfuture plans,events,
outlook, objectivesand financial performance,expectationsfor future salesgrowth and earningsper diluted share
(GAAPand non-GAAP). Forward-looking statements can be identified by words including άŜȄǇŜŎǘΣέάōŜƭƛŜǾŜΣέ
άŀƴǘƛŎƛǇŀǘŜΣέάŜǎǘƛƳŀǘŜΣέάƳŀȅΣέάǿƛƭƭΣέάǿƻǳƭŘΣέάŎƻǳƭŘΣέάŎƻƴŦƛŘŜƴǘέor other similar words, phrasesor expressions.
Forward-looking statementsinvolve known and unknown risksand uncertainties,which may causethe Corporation's
actualfuture resultsandperformanceto differ materiallyfrom expectedresults. Theserisksincludebut are not limited
to: the levelsof office furniture needsand housingstarts; overall demand for our products; generaleconomicand
market conditionsin the United Statesand internationally; industryand competitiveconditions; the consolidationand
concentration of our customers; our reliance on our network of independent dealers; changesin raw material,
componentor commodity pricing; market acceptanceand demandfor our new products; our ability to successfully
executeour businesssoftwaresystemintegration; our ability to achievedesiredresultsfrom closuresandstructuralcost
reduction initiatives; our ability to achieve the anticipated benefits from integrating our acquired businessesand
alliances; changinglegal, regulatory,environmentaland healthcareconditions; the risksassociatedwith international
operations; the potential impact of product defects; the variousrestrictionson our financingactivities; an inability to
protect our intellectual property; the impact of recent tax legislation; and force majeure events outside the
/ƻǊǇƻǊŀǘƛƻƴΩǎcontrol. A descriptionof these risksand additional riskscan be found in the Corporation'sannualand
quarterly reports filed with the Securitiesand ExchangeCommissionon Forms 10-K and 10-Q. The Corporation
undertakesno obligationto update,amendor clarifyforward-lookingstatements.



Two 

Segments

Three 

Businesses

Office Furniture

76% of sales

Hearth 

Products

24% of sales

Contract 

Driven

Supplies 

Driven

Hearth 

Products

Business Structure



Supplies- Driven Channel Contract Channel

ContractRetail Commercial Image

Herman Miller

Knoll

Steelcase 

Haworth

Global

Asian Imports

North America

HNI

Brands

Key

Competitors

Core, sweet spot

Retail less 

than 1%

Market Coverage
Office Furniture



Long Cycle

Complex

Typical Customers

ÅLarger businesses

ÅImage driven

ÅCustom solution

Multiple Influencers
External

RFP Driven

Selling ModelProduct

ÅArchitect & Design

ÅReal Estate

ÅProject Manager

ÅC-Suite

ÅProcurement

Internal

ÅSignificant customization

ÅDesign driven

ÅMade to order

Contract Driven Business



Supplies Driven Business

Few Influencers

Small to Mid Size Businesses

Typical Customers

Product

ÅStandard product

ÅSmall project

ÅFill-in items

Selling Model

Short Cycle

ÅDealer reps

ÅDelegated process

ÅMultiple order types

ÅDealer driven

ÅOnline
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Market Drivers
Office Furniture

Source:  The Conference Board

CEO Confidence

Total Construction Spending: Office

Source: U.S. Bureau of the Census

Small Business Confidence

Source:  National Federation of Independent Business

Source:  Bureau of Labor Statistics

CES Industries: Financial Activities, State and Local Government, 
Federal Government, Other Services, Professional Business 
Services, Information, and Education and Health Services

Service Sector Employment
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