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In all the world
no other drapery track like

SILENT GLISS

Thie 4 M !l'@ g e,

the secret
of

SILENT GLISS

® All-nylon cord, traveling in patented, separated
channels! Minimum maintenance, because there's
no drooping, no tangling ever.
® The only track in the world so silent.
No annoying “Echo Chamber" roller noise!

@ No other track so trim and tiny for the
big job it does!
® Versatile. 74 track styles to choose from

for every need whether cord
operated or hand drawn.

best investment for quality installations

Find out for yourself why Silent Gliss is the prestige track that SILENT GLISS INC.. FREEPORT ILLINDIS
’ "y 1
Distributing Companies:
Angevine Co., Crystal Lake, lllinois
Drapery Hardware Mfg. Co., Monrovia, California

makes sense . . . why you can buy less expensive tracks, but never
make a better track investment. Send for complete illustrated
catalog containing full details of the entire Silent Gliss track line:
cord or hand operated; recessed, surface or bracket mounted;
cubicle, extra-duty, specialty tracks too . . . some tracks easily

curved for specific requirements. Catalog also shows just a few THREE OF THE®COMPAN'ES

of many prestige installations. Address Dept. CM-9. Manufacturers of Quality Drapery Hardware Since 1903
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At Drake Hotel’s Club International.

O

guests come from all over the world. ..

the Astra Chairs come from Vermont

Where cosmopolites gather, Astra chairs speak the universal language of good taste
and solid comfort. Women in shimmering saris, men in Saville Row suits enjoy their
sturdy Early American charm in the exclusive Club International at Chicago’s world-
famous Drake Hotel. This is the Astra Admiral’s Chair, massively constructed by
Vermont craftsmen of northern hard rock maple, and custom-decorated with the Drake’s
coat of arms. It’s magnificently proportioned, with deeply saddled seats, and hand-pegged
and wedged legs for extra strength. The Admiral’s Chair is one of the pieces of
timeless elegance described in the Astra brochure. Send for it.

Circle No. 2 on product information card

ASTRA

Bent Wood Furniture Co.

23 Maple Street, East Arlington, Vermont



Look to Kiesling-Hess
for everything in finishing !

STAIN REPELLING
SCOTCHGARD*

STRENGTHENING PROFIT-MAKING SUPER-FAST
FAB-BAC QUALITY DELIVERY

Since your fabric resource is in New York, Kiesling-Hess can pick up
your fabric and just 24 hours later it will be on its way to you (or drop shipped)
finished to your specifications! Always rely on Scotchgard; Flameproofing
and the other specialized finishes expertly applied by Kiesling-Hess.

KIESLING-HESS FINISHING COMPANY, INC.

601 West 29th Street, New York, N. Y. » 1011 Wood Street, Philadelphia 7, Pa.
Scotchgard o Sylmer  Fabric Backing « California Licensed Flameproofing
WEST COAST REPRESENTATIVE: KNEEDLER-FAUCHERE
451 Jackson Street, San Francisco « 151 North Robertson Blvd., Los Angeles
*a product of Minnesota Mining and Manufacturing Co.
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COMING IN CONTRACT

OcToBER—National Hotel-Motel Show, including the an-
nual Room of Tomorrow. Designs for Dining; Restau-
rants—a round-up.

NoVEMBER—Fabrics and Fibers for Contract Work, in-
cluding a run-down of new lines: Trends in Government
Specifying.

DECEMBER—W allcoverings—new developments in the
application of wallpapers and wallcoverings to com-
mercial/institutional interiors.

CONTRACT s published monthly by H.M.S. Publications, Inec., division of
Gralla Publications, 566 Seventh Ave., New York 18, N.Y. Phone PEnna. 6-3975,
Lawrence Gralla, president, Milton G lla, vice president. B. H. Hellman,
w secretary. Subseription price: one year, $5.60: two years, $98.00; three years.
$12.00 for firms and Individuals who specify, deslgn, buy, or replace contract furnish«
ings in the U.S, and pcssessions, All other U.S. subscriptions, $9.00 per year, All for-
elgn subscriptions, $9.00 per year Single copy of this lssue $1.00, Contents fully re-
stricted. Copyright 1963 by CONTRACT Magazine. The publisher assumes no responsi.
bility for opinions expressed by editorial contributions to CONTRACT. The publisher
reserves the right to reject anv advertising which he feels is not in keeping with the
publication’s standards, SUBSCRIBER ADDRESS CHANGES: Please send old and new
address to our N.Y. office at least four Weeks in advance Controlled circulation postage
pald at Orange, Conn. Other Gralla Publications: BUILDERS' KITCHEN GUIDE
KITCHEN BUSINESS




THE EMBASSY CONFERENCE CHAIR
is the latest addition to the Woodard Embassy group of easy chairs,

sofas and tables designed especially for Contract.

Woodard

Write for our new catalogue. 305 EAST 63 STREET, NEW YORK 628 MERCHANDISE MART, CHICAGO
LEE L. WOODARD SONS, INC. OWO0SS0, MICHIGAN 320 DECORATIVE CEN . DALLAS 8951 BEVERLY BOULEVARD, LOS A}
553 PACIFIC AVENUE, SAN FRANCISCO
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MUTSCHLER

COCORDINATES
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ROOM DIVIDER FROM GROUP R108A

— S modular storage assemblies

5 and interior fit-

orage units and kitchens highly flexible. Drawers,

Ak credenz nom dividere
Desks, credenzas, room dividers,

are included in the Coordinates collection for contract install \ N be combined to suit individual needs. In wal-
1ANC - | r & B A ’ mid A AN N ari4) ¢ 4 ~ ~r Alar fin \ A ¢
tions. More than sixty modu emblies to 9° wide in wut or northern maple with natural or color finishes.

1" increments, to fit spact and small. Coordinates are Aluminum legs and extrusions. Write for information.

another solution to modern inner space problems by MUTSCHLER BROTHERS CO., NAPPANEE, IND.
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\

. . . Globe has everything you need in contract furniture. For complete catalog, write

GLOBE FURNITURE COMPANY, Contract Division, High Point, North Carolina

Circle No. 6 on product information card




this 1s
the new
Brunswic

chair of
advanced
design

original designs by Dave Chapman, Inc.

One-piece seat and back. Comfort-contoured
and body molded in exclusive Lifetime Fiberglass.
Available in 6 Designer colors . . .

with or without Danish Walnut arms.

Wherever chairs are needed. ..
you buy better when you buy Brunswick

send for
our full
color
catalog,

today!

2605 EAST KILGORE ROAD +« KALAMAZOO, MICHIGAN

Circle No. 7 on product information card
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Denmark means quality

Live fibers manufactured
into distinctive drapery and
upholstery fabrics in choice
textures and complete color
range / Authentic high pile rya
and flat weave rugs. Inspired,
designed and produced in Denmark.
All on permanent display at our
showroom. Write for literature on your
professional letterhead.

DANISH INTERIOR GROUP

201 EAST 56 STREET, NEW YORK 22, N. Y.

Circle No. 8 on product information card
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P\ATTERN?

B TRADEMARK?
INSIGNIA? W :

our newest design hasn’t been born yet

We're waiting for you. You see, FLEX-A-TILE* is a new decorative wall covering which YOU design. We

custom engrave to your specifications of color and pattern on FLEX-A-TILE* . . . deliver, post haste,

pre-cut wall height rolls — 12” or 24” wide, or —
_ FLEX‘AITILE CORPORATION

12” squares. Washable, durable, beautiful? Yes.

Expensive? No. Get the whole unbelievable story and samples, by calling or writing Mel Brustein.

37 EAST 28Sth STREET, NEW YORK 16, N.Y. « MU 6-03g96

DISTRIBUTORSHIPS OPEN — Write for details

*TRADE MARK




JUST
FEEL
THAT

Southern B
spitality

At the NEW SOUTH MOTEL
you walk on Sponge Rubber
Carpet Cushion made by
General Tire

White Way Supreme is its name, and
comfort is its game! Guests like the
cushiony luxury it gives. Employees
like the foot-saving walking ease it
provides. Owners and managers take
dollars and cents pride in the long life it
leads. There are many types of General
Tire Sponge Rubber Carpet Cushion.
Select the one that best meets your
needs when you are checking specifi-
cations on your next job.

CTX®

VoZ4
-,&//(//'l////(’( (/

/////('(’///(/IZ"(‘/N///I/

All qualities of Sponge Rubber Carpet Cushion manu-
factured by The General Tire & Rubber Company are
guaranteed unconditionally to provide satisfactory
performance. This guarantee applies to installations
on grade and above grade, to include use over radiant
neated floors and cement floors.

Any General Tire Sponge Rubber Carpet Cushion
which does not render satisfactory service will be re-
placed and reinstalled without charge to the custamer,

[ ANEh
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At the CLOISTERS
you walk on General Tire
Sponge Rubber Carpet Cushion

This famous Sea Island, Ga., resort has
recently refurbished much of their
interior, including the celebrated River
House. Naturally, their choice of rug
underlay was famous Air Step Fibertop,
one of many quality-built General Tire
Sponge Rubber Carpet Cushions avail-
able. It is unsurpassed for comfort and
long life. In fact, it is guaranteed uncon-
ditionally! When you're specifying rug
underlay, specify Sponge Rubber
Carpet Cushion, by General Tire.

CHEMICAL
GENERAL PLASTICS
TIRE DIVISION

JEANNETTE, PA.
™™

NATIONAL AGENTS:

AIR CREST PRODUCTS
2301 S. Paulina Street, Chicago 8, lllinois

CROWN PRODUCTS
2121 E. Wheatsheaf Lane, Philadelphia, Pa.

card
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Ac-essories from E. H. & A, C. Friedrichs Co.

*Linens may be flame

From the begining architects and designers recognize the place of Belgian linen
whether identical weaves for stories—high facades or novelties as interior acce
These new DESIGN TEX prints and weaves are architecturally designed.

THE BELGIAN LINEN ASSOCIATION
280 Madison Avenue, New York 16, N. Y.
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Why doesn’t somebody

invent a drapery lining that’s

all-white, insulated,
fire-retardant?

G

INSULATED LINING

(w)

ALL the plus features you want and actually costs less to buy!

* Insulates against heat and cold—saves heating Investigate the other members of Rockland Mills’
and air conditioning costs. growing and versatile family of drapery linings, each
Washes or dry cleans by any method with con- one designed for a specific job: Mira-lon Plus, a

trolled shrinkage.

Pure white on both sides—no shine-through even
under sheers, greater reflectance and less ab-
sorptance than other insulated linings.

Fire retardant to meet Governmental specifica- SWATCHES, ANYONE?
tions (optional).

Dimensionally stable, will not deteriorate, crack
or peel and all this is at a cost comparable to
ordinary non-insulated linings—at much less than services? Fill in the coupon for prompt reply.
the cost of other insulated linings. Pl L ——

E INTERESTED? MAIL THIS COUPON TODAY! i
Please send me complete information on: (check appropriate boxes)

AND NOW—INSULATION w COLOR ROC-LON (] LURA-LON [J MIRA-LON[] INSUL-LON ] DECRO-LON []
NAME -

/\ ADDRESS
|Ul'a-|0ﬂ P ooy ZONE STATE
\/ FIRM NAME PHONE NO.

Tvory and silver in stock; matehed colors OCKLAND MILLS Brookiandville. Md. 21022 :
to order. Write for details. : . cz %

high-lustre insulated satin-glo; economy Insul-Lon;
fine, crease-resistant Decro-Lon; durable Mira-Lon.

Information on any or all of these products or
on Rockland Mills’ other special fabric finishing

Circle No. 12 on product information card
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OUR
WASHINGTON
REPORT:

m College housing growth

m Export markets for U.S. goods
E Procurement invitations
|

Recent federal awards

SEPTEMBER. and the sounds of contract furni-
ture users are filling the scholastic halls. And
what they're in effect saying, in chorus, is that
business is big and getting better. U.S. govern-
ment surveys show that schools of higher educa-
tion are now midway into a program that will
give them half again as much residential accom-
modations as they had two years ago. To show
vou how large a part the U.S. itself plays in this
expansion, more than half the money needed for
this growth is coming from the Community Fac-
ilities Administration’s College Housing Pro-
gram.

Translate these expectations into figures, and
the schools plan to house over 400,000 more stud-
ents in their own residential facilities by 1965-66
than they did at the beginning of this decade.
Public institutions plan a 57 percent increase, and
private ones, a 46 percent growth.

Largest percentages of planned expansion, by
state, are for: Arizona, 63; Delaware, 89; Idaho,
69: Illinois, 67; Kansas, 70; Missouri, 66; Neb-
raska, 67; Nevada, 194; New Jersey, 70; New
Mexico, 73; Utah, 74; Washington, 62; West
Virginia, 67; Wisconsin 68; Wyoming, 96.

Coliege contract field grows

Opportunities for contract furniture and furnish-
ings are by no means solely in the dormitory and
college union. Another United States government
survey finds that these schools plan expenditures
of $7.5 billion in the first half of the 1960s for
new college construction, renovation of existing
buildings, and campus improvements. More than
one-half of this is to be spent for instructional
facilities—which means school chairs, teachers’

14

desks, and the like, for the contract field; one-
fourth is residential; 8 percent is for research,
and 7 percent for “general” use, at public institu-
tions, At private schools, instructional will get
48 percent, residential 29 percent, research 9 per-
cent, and general, 6 percent.

California leads in the plans, with $964 million.
New York is next with $591 million, then Illinois,
$579 million, and Pennsylvania, $534 million—the
four accounting for more than 35 percent of the
dollar total.

Studies in greenback

Examples of new fields for the contract firm to
conquer are being furnished on almost a daily
basis by the CFA College Housing Loan program.
These will be translated not only into bricks and
mortarboards, but furniture and flooring as well.
Some recent loans approved include:

Mass. Inst. of Technology, Cambridge, $3 mil-
lion, for a college union, with snackbar, cafeteria,
private dining, lounges, meeting rooms—and
eight bowling alleys. Emmanuel College, Boston,
$1,190,000, to house 220 women. St. Olaf College,
Northfield, Minn., $2,975,000, for two halls to
house 294 women, 297 men. St. Lawrence U.,,
Canton, N.Y., $1,000,000, residence hall for 201
men. Elmira College, Elmira, N.Y., $2,105,0000,
housing for 942 women, college union and dining
hall, including coffee shop, cafeterias, lounges.
Indiana U., Bloomington, $6,975,000, housing for
1167, dining facilities. Five Wisconsin State Col-
leges, $7,180,000, for eight residence halls.
Georgetown U., Washington, $4,465,000, two
residence halls for 778, and cafeteria. Stanford
U., Palo Alto, Cal., $4,000,000, for further work

(Continued on page 16)
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Terson: tough, tender, and terribly topical. Go ahead: try and scuff it or tear it. Can't; \
Terson’s too tough. » Spill a martini on it, a piece of butter, a drop of oil. Stain? Never. =

How about cracking? It doesn't. Seam-splitting? Forget it. » 0.K., suppose Terson has to \

match someone's floor covering, fabric, or wall-covering: then what? Then order it that

way. Terson has the color to complement or match your selection: a spectrum of hand- \.\
!

some standards, or made-to-match custom-color runs. And while you're at it, name your <

pattern and texture. m But Terson has its tender side, too. It gives in a bit under pressure, qb L
stretches without tearing. Lets you cut, sew, shape, and tack it without backtalk. = Write
us for samples and a color line if you’re thinking in terms of a new commercial orindustrial
installation that has to be rugged and handsome at the same time. We'll tell you more
about the “touch of Terson'’ and its subtle sales talk. = Athol Manufacturing Company, a
division of Plymouth Cordage Industries, 120 E. 41st St., New York 17, N.Y., or Butner, N.C.

b J
The +oul

RS
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|
WESTERN MERCHANDISE MART |

<
OF ong et

...filled with everything you need for commercial and
institutional jobs. Most important Eastern and Western
furniture, floor coverings, lamps, decorative accessories,
china and glass, housewares, wall decor, built-in appli-
ances and sleep equipment factories are here.

The Western Merchandise Mart is the on/y complete
furnishings market in the West under one roof...3500
lines...600 showrooms...10 floors. Now air-condition-
ed, beautifully redesigned and handsomely carpeted for
comfortable and pleasant shopping. And,our top-flight
Contract Consultant is here every day to help you.

Every day is Contract market day at the Western
Merchandise Mart. Enjoy fun in fabulous San Francisco
after hours.

WESTERN MERCHANDISE MART - SAN FRANCISCO

_—a=

WRITE FOR YOUR FREE COPY:
CONTRACT FURNISHINGS DIRECTORY
Suite 296, 1355 Market St., San Francisco 3, California

WESTERN MERCHANDISE MART

Circle No. 14 on product infermaton card
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OUR WASHINGTON REPORT

I CONTINUED FROM P. 14

on a 17-building housing complex; first phase was
completed in 1959. East Texas State College,
Commerce, $3,000,000, for two residence halls
for 594, and cafeteria.

Overseas openings

The Commerce Department keeps working away
at opening export markets for U.S.-manufactured
goods, as one way of whittling down the balance
of payments deficit that is playing such a large
role in the nation’s economy these days. At times
this work seems to run against fairly heavy odds.
But the Department continues to solicit openings
from overseas distributors, who are interested in
American lines. In recent weeks it's reported
queries in the contract furniture and furnishings
field from such places as:

Sweden—For such interior decorating articles
as rugs, carpets, curtains, upholstery fabrics for
furniture, from AB Alfred Trowall & Co., im-
porter, Stockholm.

Canada—Good quality soft floor coverings,
from East India Traders Ltd., importer, Van-
couver, B.C.

Barbados—Furnishings and furniture for 20
beach cottages and restaurant, in St. George’s,
Grenada.

Germany—Folding chairs, coat and hat racks,
folding tables, manufacturers only, from M. H.
Ogermann, importer, Neustadt Weinstrasse,

Federal procurements

You can get more than a basic education by par-
ticipating in U.S. procurement invitations in your
own specialties—the awards have been found edi-
fying and profitable by some of the largest firms
in the contract business. And the government has
an open door, always, for your participation. But
you need to tell it—it won’t call you, to begin
with. Once you’re on its lists, and indicate you're
serious about bidding, you're listed. New procure-
ments keep coming along steadily, from a diverse
group of offices. These may give you some notion
of the range (they're now closed) :

General Services Administration, Washington
—wood dining room furniture, 248 each. Modified
metal and wood executive office furniture—cre-
denza storage units and service units, 570 each;
kneespace units, 202 each ; tables, 272 each. Tubu-
lar steel lounges for quarters use, 494 each. Wood
desks, 25 each. Auditorium chairs for Federal
Office Building No. 9.

GSA, Denver—Metal wardrobes, 1150 each.

(Continued on page 21)
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Want flexible spotlighting you don’t have to hide?Y’re on the r__igh track.Follow i




t's Lightolier’s patented Lytespan: Mounts clean—on surface, on stems, even recessed.
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omes in 4’ & 8 modules. Goes miles if you like. Stops.

\

Lytespan recessed. |t's the first lighting-distribu-
tion track which can be recessed. A special hous-
ing holds track neatly in both dry and plaster
ceilings.You can also recess it (or surface-mount
it) vertically or horizontally on walls. The first
made of extruded anodized aluminum.The track
with the smallest cross-section—1" x 1¥%s”.

Lytespan suspended.Out in the open—on stems
or surface-mounted—Lytespan still looks fine. It
was not adapted from an industrial power track.
It's the first track designed from scratch as part
of an integrated, architectural lighting system.

Lytespan cornered. A 50° connector—for surface
or stem mounting—eliminates heavy junction
boxes. Makes Lytespan the first track to turn
corners with no change in cross-section.

@
|

Lytespot engaged. Clip Lytespot to track any-
where. Thumbscrew engages it mechanically;
lever electrically. Turn lever to disconnect light
for on-track storage. Loosen thumbscrew to
slide light along track to a new position.

0£ @ 2 2 2
8
A

Lights! Action! Color! These 3 Lytespotsand their
20 variants bring theatre-effects to display light-
ing. All swivel fully. Most take interchangeable,
heat-resistant color filters. Wattage ranges from
a low voltage 30-watt, long-range pencil spot to
300 watt floods. Multi-groove baffle with deeply
regressed lamp (A) minimizes source brightness.

Lytespot with built-in dimmer (B) provides con-
tinuous control from 0 to 32,000 candlepower.

See Yellow Pages for nearest Lightolier distributor.

LIGHTOLIER

General offices: Jersey City 5. Showrooms: 11 E. 36 St,,
N.Y. 16; 1267 Merchandise Mart, Chicago 54; 2515 So.
Broadway, Los Angeles 7; 1718 Hi-Line Drive, Dallas 7
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Swivel aluminum base office chairs. Wood cabi-
nets. Furnishing and installing draperies, etc., at
Tohatchi, N.Mex.

Yukon command, Seattle—Furnishing window
shades to Fort Wainwright, Alaska.

Post Office Department, Washington—Wood or
steel furniture items, 140 each.

Navy Purchasing Office, Washington—Deck
steamer folding chairs, stainless steel frame, Hey-
wood-Wakefield 50-DC or equal, 1,100 each.

Veterans Administration, Hines, Ill.—Alumi-
num bedside screens, 290 each.

Federal awards

Some of the recent awards on federal procure-
ments may indicate the harvest that lies awaiting
the lucky, knowledgeable, and well-bidding con-
tract firm. These include:

Post Office Department, Washington—Steel
furniture items, $53,797, Silent Sioux Corp.,
Orange City, Iowa. Wood lobby desks, $26,416,
General Guilders Supply Co., Beltsville, Md. Steel
furniture items, $25,809, Keyless Lock Co., In-
dianapolis, Ind.

General Services Administration, Denver—Fur-
niture: sofas, occasional chairs, end tables, coffee
tables, $10,007, Simmons Co., Chicago.

Defense Clothing and Textile Supply Center—
88”x56” beige bedspreads, 33,024 each, $108.459.
George D. Brandt Co., New York. Bids were so-
licited from 78 firms, and received from two.

GSA—Floor covering material, Aug. 1, 1963
through July 31, 1964, Apache Floor Covering
Co., Scottsdale, Ariz. (C)

Are there several people in

your firm who read CONTRACT?

Don’t wait to have CONTRACT “routed” to you
each month. Assure receipt of your personal
copy by filling out and mailing the prepaid
subseription postcard at the back of this issue.

CONTRACT

THE BUSINESS MAGAZINE OF
COMMERCIAL/INSTITUTIONAL FURNISHINGS
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Gasser chairs

were chosen by Tom Lee,
A.LD.. I.D.1. for the Star-
light Bar in Miami’s beau-
tiful Doral Beach Hotel.

FLA90.S.PT W 2

3, Do, H 30~

i Finishes: natural aluminum. satin gold,
lustrous ebony, sandalwood brown, elec-

’ Iro[_\‘ll'ru”.\' fused for nermanent color.
J Write for our new catalog of aluminum
Designs to fit every

‘ contract chairs.
’ need. Quality to satisfy every client.

- (Gasser
| CHAIR CO., INC.
ALUMINTUM INSTITUTIONAL CHAIRS

1136 LOGAN AVENUE, YOUNGSTOWN (5). OHIO
PHONE -746-2234

Circle No. 16 on product information card
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EETTING

DTextolite”

LAMINATED PLASTIC

Enjoy new design freedom. Specify from the menu of
solid colors in G-E Textolite laminated plastic—bold
accents, soft pastels and important middle tones.
Available for specification through leading restau-
rant equipment manufacturers. Write for samples.

GENERAL @D ELECTRIC

CENERAL ELECTRIC COMPANY, Coshocton, Ohio  Dept. cr.g3 |

}l ) Send samples of G-E Textolite® laminated plastic :
| Name e e —————— - I
1) [ — - I
I Addres — — == - - |
ul’\‘ e ——————————————— Zone State __J
Circle No. 17 on product information card
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LETITIA BALDRIGE has joined
the Merchandise Mart, Chi-
cago, as director of merchan-
dising service. Miss Baldrige
will be
oping special projects design-
ed to aid retailers in the
coverage of the market,
on behalf of the Mart.

responsible for devel-

FRED J. LEBERT, vice president of Rodgers As-
sociates. Inc.., New York, has been
Joston branch office

named to
head the new opened last

March.

NILS ANDERSON has been appointed contract sales
manager of Murals, Inc., and its affiliate, Arts for
Architecture. according to James Seeman, presi-
dent.

has been named merchandising
Fabrics Div. of Owens-

SUSAN A. JONAS
manager for the Textile

Corning Fiberglas,

OWEN REESE III has been appointed sales mana-
the contract division of B. Brody Seating
Co. and will be responsible for marketing the

ger of

firm’s contract tables, chairs, and booths to hotels

motels. schools, restaurants, and other institu-

tions.

NEAL DILLON has been named national sales
manager for Dunbar Furniture Corp.,
on the expansion of Dunbar’s sales coverage na-

working
tionally and on a broad market research program.

WILLIAM JENKINS has been appointed sales rep-
resentative for National Plastic Products Co.,
covering North and South Carolina,
ern Virginia, and eastern Tennessee.

Southwest-

ARNOLD J. LORRAINE has been named sales repre-
Ficks Reed Co. in Ohio,
Kentucky, and West Virginia ter-

sentative for western
Pennsylvania,

ritories.

Fred R. KERN has joined Nettle Creek Industries

as general manager of Nettle Creek Mills, a new

division.

ForD A. MARSH has been appointed market de-
velopment head of Duraclean International.

WILLLIAM M. BROWN has been elected president
of Artloom Carpet Co., subsidiary of Stephen-
Leedom Carpet Co.

(Continue d on pag 4)
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LEVOLOR WOVEN ALUMINUM
Sunfast, water resist-
ant aluminum reeds
in a long line of new
colors and patterns,
interwoven withwool,
nylon or gold for use
aswindow shades,dra-
peries,room dividers.

= 2 mﬁ“’
v Ve v
Write for informative booklet, Levolor Lorentz 7

724 Monroe St., Hoboken, N.J.

This setting” has

e, Rockville. Md
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ROBERT MURPHY has joined Charles S. Miles &
Associates, design and marketing specialists,
Chicago. Working in all phases of the Miles’
operations, Mr, Murphy's specific assignment will
be the management of the Miles Marketing Serv-
ice, which supplies buying data to architects,
contract interior designers, and other contract
specifiers.

J. QUENTIN BREEN has been appointed vice presi-
dent of Design Distributors, Inc., contract divi-
sion Bernard Vinick Design Associates.

WILLIAM G. WICKINGS has been named manager
of vinyl upholstery fabrics for B. F. Goodrich
Consumer Products Marketing Division.

CHARLES D. HARTMAN was named eastern divi-
sion sales manager for Alexander Smith Carpets.

RoBERT R. BLEEMER has been appointed to the
design staff of Miami's International Design
Center.

WiLLIAM H. TALBOTT has been appointed terri-
tory manager for C. H. Masland & Sons in metro-
politan Los Angeles.

DALE L. HERNDON has been named manager of
fabric sales in Du Pont’s Fabrics & Finishes
Department.

JOHN P. MCANDREWS, formerly director of fab-
rics sales, has been promoted to assistant director
of Du Pont’s new automotive and industrial
products division.

SANFORD KAUGMANN has been appointed national
director of planning for FSA Inc., New York
architectural and design firm with offices also
in Chicago.

RICHARD W. SNYDER has been appointed director
of design for the newly expanded commercial
interiors division of Barker Bros., commercial in-
terior design firm.

WiLLiAM C. HANKERMEYER has been promoted to
southeastern division sales manager for Kirsch
Co.

FRANK LOWERY has been named marketing man-
ager of the furniture division at Schwayder Bros.
Inc. and will be in charge of marketing and prod-
uct planning for Samsonite folding furniture.

BENJAMIN F. MILLER, JR., has joined Ebasco
Services Inc. as a principal consultant in facilities
planning.

SEND FOR FREE CATALOG

Virtue Bros. Mfg. Co.
Commercial Furniture Division
5701 West Century Boulevard

'
|

|

| Dept. 6
|

| Los Angeles 45, California

|

|

|

I

|

L

Rush me your free catalog:

Name e —
Address __ TRSees — |
City _ __Zone ___State l
_________________ .

€€
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CGHOOSES
CHAIRS BY

®
For The Magnificent
Doral Beach Hotel

In leading hotels and clubs from
coast to coast, Virtue furniture
is the first choice of leading Interior
Designers, such as the renowned
Mr. Tom Lee. Mr. Lee's talents,
as exemplified by the Starlight
Room of the Doral Beach Hotel,
have brought him world-wide
recognition.

®

Competitively Priced & Custom Orders to Design Specifications

Circle No. 19 on product information card
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Put

Your
Finger
on the
Big

New
Idea

for
Contract
Buyers




Dynamic New T11th Floor
Concentration Now Makes Chicago’s
Merchandise Mart the World's First

omplete Contrac

The Mart’s come up with a great new idea to make conty
buying easier! Now for the first time anywhere, you can shop
that’s new, right under one roof. No more cab pilgrimages all

town. No more delays. Now a single trip to The Mart makes e
hour productive. Furniture, bedding, floor coverings, drape
fabrics, institutional merchandise, lighting and fixtures, ac
sories, kitchen machines and equipment, you-name-it—everyt

For your complete contract direc

THE MERCHANDIS




Juying Center

st an elevator button apart! The big exciting step that puts
whole show under one roof is the spectacular new 11th Floor!
re converting the entire 11th Floor into one vast showplace
contract furnishings. Many of the biggest names are already
ted here and are doing a booming business. Others are eager
oin them. No wonder. The brand-new 11th Floor is the talk
he town. And the toast of the contract buying world.

e: The Merchandise Mart, Chicago 54

=

)
"”J
i | E!!II. N SEE T FIRST. ..
LT
Iy
—THEl||  SEE T FASTEST. .

L LTE . ninnill, SEEITALL!




£
R

i ‘ﬂ‘ﬁ'h

S
,cou'g,nc'r >
n;‘uumucrunens‘«

R al \\F\CENTER/ /

mni” '”’ .

m mm; i e

Fi AR M)A

NOW! SEE THE WHOLE SHOW UNDER ONE ROOF

FURNITURE

0. Ames Co.

American Chair Co.
American of Martinsville
Arnot Furniture Div.,

Royalmetal Corp.
Astra Bent Wood Furn. Co.
Brandt, A., Co. Inc.
Basic-Witz Inc.
Brown-Jordan Co.
Buckstaff Co.

Charlotte Chair Co.

Columbia-Hallowell Div.,
Standard Pressed Steel
Co.

Condi Div.—

Pacific Furn. Mfg. Co.
Corry-Jamestown Corp.
Directional Contract Furn.

Corp.

Domore Chair Co. Inc.
Dunbar Furn. Corp.

Dux Inc.

Glenn of California
Haeger Desk Co.

Hickory Chair Co.
Hickory Manufacturing Co.
J. G. Furniture
Jamestown Lounge Co.
Johnson Chair Co.
Johnson Plastic Tops Inc.
Kittinger

Knoll Associates

Laverne

Madison Furniture Co.
Marble B. L. Furn., Inc.

Metropolitan Furn. Mfg. Co.

Miller, Herman Inc.
Milwaukee Chair Co.
Moreddi

National Furn. Co.

Peerless Steel Equipment

Phoenix Furniture Corp.

Probber, Harvey

R-Way Furniture Co. Inc.

Robert John Co.

Robey Contract &
Development of Drexel
Enterprises

Romweber Co.

Royalmetal Corp.

Rubee Furn. Mfg. Co.

Shelby Williams Industries

Sparta Furniture Mfr. Corp.
Sparta Furniture Shops Inc.

Standard Chair Co.
Star Metal Mfg. Co.
Steelcase, Inc.
Thayer-Coggin
Institutional, Inc.
Thonet Industries Inc.
Troy Sunshade Div.
Hobart Mfg. Co.

Victory Upholstered Seating
Vogue Rattan

Whitecraft Inc.

Williams, John D. Co.
Woodard, Lee L. Sons

BEDDING

Columbia Bedding Co.
Duo-Bed Corp.
Englander Co. Inc.
Hard Mfg. Co.
Ostermoor & Co. Inc.
Simmons Co.

Spring Air of Chicago
Superior Sleeprite Corp.

FLOOR COVERINGS

American Biltrite
Rubber Co.
Armstrong Cork Co.
Barwick, E. T. Mills, Inc.
Beattie Mfg. Co.
Berven Carpets
Bigelow Rugs & Carpets
Broadloom Imports
Cabin Crafts, Inc.
Callaway Mills, Inc.
Commercial Carpet Corp.
Congoleum-Nairn, Inc.
Crestwood Carpet Mills
Crown Tuft, Inc.
Custom Floor Covering Mills
Duraloom Carpet Mills
Goodrich, B. F.
Goodyear Tire & Rubber Co.
Hardwick & Magee
Hightstown Rug Co.
Holmes, Archibald &
Son Inc.
Hugh Nelson-Columbia
Carpet Mills
Karagheusian, A. & M.
Kingston Mills
Lees, James & Sons Co.
Magee Carpet Co.
Masland, C. H. & Sons, Inc.
Mohawk Carpet Co.
Monarch Carpet Mills
National Carpeting Div.
Chris Craft Inc.
Philadelphia Carpet Co.
Products of Asia
Robbins Floor Products Inc.
Roxbury Carpet Co.
Rugcrofters
Smith, Alexander, Carpet
Stephen-Leedom Carpet Co.
Inc.
Westpac Teak Parquet

FOOD SERVICE
EQUIPMENT

Amtab Mfg. Co.
Chicago Hardware
Foundry Co.

Dodds, Paul L. Co.

Dri Heat Food System
Eastern Steel Rack Co.
Edelman-Jankow Co. Inc.
Ember-Glo Broilers

Glenco Refrigeration Corp.

Hubbert Steam Kettles
J. J. Tool & Machine Co.
Koch Refrigerators
Lammers, A. W. Co.
Mayfair Industries Inc.
Metalwash Machinery
Meterflo Dispensers
Mutschler Brothers
Plegeaire Ventilator
George D. Roper Corp.
St. Charles Mfg. Co.
Serv-o-Lift Corp.

Star Metal Mfg. Co.

Toledo Kitchen Mach. Div.

Toledo Scale Corp.
Tri Par Mfg. Co.
Wedgewood-Holly
Appliance Co.
Wyott, Mfg. Co. The

DRAPERIES, FABRICS
& WALL COVERINGS
Charles Bloom
Cohn-Hall-Marx Co.
Conso Products, Inc.
David & Dash

Decorative Laminates, Ltd.

Denst Jack Designs, The
Edson Inc.

Elenhank Designers
Everfast Fabrics
Flexible Wood Co.

Isabel Scott Fabrics, Inc.

Katzenbach & Warren, Inc.

Kroll, Boris, Fabrics

Laminating Services, Inc.

Larsen, Jack Lenor, Inc.

Mann, Karl, Assoc., Inc.

Modern-Cote

Nettle Creek Industries

Newcastle Products

Oken Fabrics

Riverdale Drapery Fabrics

Robertson Factories

Ben Rose

Janet Rosenbloom Inc.

Royal Curtain—
Fairclough & Gold

Scalamandre Silks, Inc.

Thaibok Fabrics, Ltd.

Vicrtex Sales Corp. of IlL
Inc.

Wall Covering Center,
U.S.A.

D.N.&E., Walter

Winifred Design
Associates, Inc.

Woolsuede

This is a PARTIAL LISTING only.

LAMPS & LIGHTING
FIXTURES

Addison Lighting Co.

Artistic Lamp Mfg. Co. Inc.

Bloom Lamp & Shade Co.

Gainsborough Corp.

Georgian Lighting Studios
Inc.

Morris Greenspan

Paul Hanson

Herco Art Mfg. Co.

Sol Horn Inc.

Lightolier, Inc.

Luminiere Mfg. Co.

Mario Sales

Mutual Sunset Lamp Mfg.

Quartite Creative Corp.

Royal Haeger Lamp Co. Inc.

Sheridan Industries

Spear Lighting Fixture
Mfg. Co.

Stylewood Lamps

Sunset Lamp Corp.

Beth Weissman

Wilmar Co.

ACCESSORIES

Adornments, Inc.
Anchor Hocking Glass Corp.
California Artificial Flower
Carr-Lowrey Glass Co.
Goodman-Dean-Scott, Inc.
Haeger Potteries Inc.
Jackson Vitrified China
McDonald Products Corp.
National Potteries Co.
National Products, Inc.,
Antique Mirror Div.
Royal China, Inc.
Schlage Lock Co.

RADIO, T.V.,
ELECTRONICS

Arvin Industries

Delmonico International

Hamilton Humidity, Inc.

Magnavox Co.

R.CA.

Uropa International, Inc.

TEXTILES

Acme Quilting Company
Inc.

Bates Fabrics, Inc.

Bibb Mfg. Co.

Cannon Mills Inc.

Chatham Manufacturing Co.

Chicago Quilt Mfg. Co.

Dundee Mills, Inc.

Faribault Woolen Mill
Company

Fieldcrest

Morgan-Jones Inc.

Springs Mills, Inc.

Wamsutta Mills Inc.



FRITZHANSEN-FURNITUR

CONTRACT NEWS

SHELBY WILLIAMS MFG. INC. has opened a new
manufacturing facility known as SHELBY WIL-
LIAMS OF TENNESSEE, INC.,, in Morristown,
Tennessee.

MARVIN S. LEVINE ASSOCIATES, 50 Riverside
Drive, New York City, was recently formed to
represent several leading manufacturers of ac-
cessories for the contract and office furniture
fields.

BrROWN-JORDAN Co., El Monte, California, has
purchased the manufacturing, distribution, and
sales rights of VAN KEPPEL-GREEN. Both are
manufacturers of metal furniture.

No0-SAG SPRING Co., Detroit, has opened a new
plant facility at 19 Jackson Street, Freehold, New
Jersey. Edward J. Waligore is plant manager.

W. B. FORD DESIGN ASSOCIATES, Detroit, has
opened an eastern regional office in New York,
at 5561 Fifth Avenue. Betty M. King will direct
the new operation.

THE O. AMES Co. of Parkersburg, W. Va., has
leased space in three buildings for the showing of
its outdoor and casual furniture lines. Ames will
occupy Space 1174 in the Chicago Merchandise
Mart, Space 520 at the Los Angeles Home Fur-
nishings Mart, and Space 1819 at the Atlanta
Merchandise Mart.

LEHIGH FURNITURE CoORP., New York City, has
formed a Design, Development and Research
Committee, in line with its plans for continued
growth. Warren Platner has been named as de-
sign consultant,

THORTEL FIREPROOF FABRICS, INC. has moved its
offices and showroom to 51 Madison Avenue, New
York City.

THE CHARLES RITTER Co., Mansfield, Ohio, has
established a professional division to service most
of the State of Ohio interior decorating and
equipment for schools, hospitals. and other insti-
tutions will be provided. ‘

One entire floor of the three-floor NATIONAL DE-
SIGN CENTER, opening this November in Chicago’s
Marina City, will be devoted to showing architec-
tural and building products on a year-round
basis. New products will be constantly introduced
with educational presentations and demonstra-
tions.

Stackingchair 3107. Stacking-armchair 3207 ; chromium-plated steel. oak, teak,

palisander, black. upholstered llignement-device. Matehing swivelehairs with l FH '

= Circle No. 20 on [’)I‘OdU('l information card hight-adjustment and rollers, Design : Arne Jacobsen.
Fritz Hunsen Inc., Decorative Arts Center, 305 Fast 63rd Street, New York 21. N. ¥

lempleton 8-3225. Division of Fritz Hansen, Copenhagen,
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LETTERS

Hotel-Motel boom
Dear Sir: We

of coNTRACT

received the June issue

and wish to commend you on

vour excellent article on “The Hotel-
Motel Boom™ and to thank vou for the
presentation on the Kansas City Hilton
Inn.

Davin T. WiLrLiams

David T. Williams Inc., New York City

Dear Sir: many

fine articles which

Congratulations on the
appear in CONTRACT,
and especially for your story in the June

“Hotel-Motel ”unnl,“ The

article was especially valuable because it

issue on the

(lil'('('ll\ concerns our own business of

designing and furnishing motel and hotel

interiors, and contained much informa
tion of vital importance to anyone work-
ing in this area.

[ would, however. like to take issue with
one small point in your article. You say

‘As long as the building
the contract furnishings field shouldn’t be

hotel

game goes on,

concerned about why the

terribly

dealing the
time.” We
lill\l

insist on
deck

have had an opposite experience. Wi

and motel people

cards from a new each

that it is important. both to ourselves and
to our customers, o have such concern,
be aware of the trends in the industry,

work

job. for inst

and to plan accordingly. In
tackling a

concern is helpful in creating
that

our

specific ance, such

the ~|n'|‘i;l|

features will make a new hotel o

mote]l a standout among many almost as

new, ls the need for newer and Dbetter

[acilities for business meetings, for lux-

ury facilities, for a new departure in
decor? This concern with “why™ helps
us analyze the specific immediate need
and meet it. and over the long haul, it
helps us foresee the future needs of ow
customers and the future trends of the

furnishings business,
Vice

Furniture,

conlract
WiLriaMm GREENGOSS, President

Morton Textiles & Chicago

Dear Sir: Unflortunately, with the fast

pace ol 1>Il~i1||'»\ Im]‘l\_ we sometimes for

of the nice things, and
pal back.

had the opportunity to

VOour .IH] l

get to do some

give someone g on the

Today |

through

look

June issue, thought

Cirele

No. 22 on product information card

take just a few minutes to tell
that 1 think
iob with CONTRACT.
little bit

Rosert E.
Executive Vice President

Maish Co., Marion, Ohio

I would
doing an out-

Each

sironger,

vou yvou are

standing 1ssue
seems to be just a

SULLIVAN

T'he Jay H.

Dear Sir: The June issue of CONTRACI
just arrived. 1 think the book is grand,
has fascinating and interesting informa-
tion about what's going on in our field.

[saBEL BARRINGER, AID
Associates, Inc.

New York

[sabel Barringe:
City

Contract Market brochure

research

You have

a copy ol your report on the

Dear Sir:
department
Market, |

one of the

sent to our

Contract read the copy and

believe it is few accurate
operation.

and feel tha
Your

Jrliw[r' on contract carpeling was r\w'll"nl

vl'-\wl")plinlh of our I\]u' ol
We subscribe
best in the

10 CONTRACT

it is the husiness, recen

J. S. Smims

Manager, Contract Divisior

3 1

Hudson Co

Detroit, Mich

I-) ('X(']U-

From picturesque Denmark,
sive designs in B.’mgkul\' teak, oil finish.
Chair seats of ‘woven fibre, muslin,
f\'auuahy(le. or ox hide in contoured
construction. From top, left to riuln: All
teak dining table in three sizes, 7-12A
from Moller with No. 55 arm chair by
A. Hovmand-Olsen. No. 71 side chair
l)_\' ”0\'mun({—()|u-n4 :\.()A _‘— A\']()”("T.S
side chair. No. 57 arm chair [)_\ N. O.
Moller. Write I)('pl A for Designer's
Folio. All unpurlc only l))

S. Christian

OF COPENHAGEN. INC.
225 POST STREET « SAN FRANCISCO 8, CALIFORNIA
SHOWROOM: JACKSON SQUARE ¢ PHONE EX 2-3394




NO DANGER
ON THE CURVES...

WITH NO-SAG’S EXCLUSIVE
"UNITEMP” HEAT TREATING PROCE

Anyone can form sinuous springs if they have the proper equipment. But, the
forming operations change the wire’s physical properties. Unless controlled, severe
strains are created which affect the formed spring's strength. NO-SAG is the only
manufacturer using continuous, automatically-controlled heat treating equipment.
Our shorter heat treating time and 100° higher temperatures mean you receive
springs with maximum spring action. With this improved quality, NO-SAG Springs
have more resistance to rugged abuse and will not take a permanent set. Springs
without this extra precaution, are likely to lose resilience, paddings shift, fabrics
wrinkle, and you end up with trouble in your finished product. Genuine NO-SAG
Springs, stress-relieved by our "Unitemp” tempering process, are the highest qual-
ity finished springs available. Consider your customer image and you'll agree
today is a good time to order genuine NO-SAG Springs!

I -0L) SPRING COMPANY - 124 W. STATE FAIR - DETROIT 3, MICHIGAN

Circle No. 23 on product information card




e e I October 18_25' Furniture Market. High Point,

CALENDAR N.C.

e e e e ———— S T S y . o -
October 28-November 1. Business Equipment Ex-

1963 position. New York Coliseum, New York City.

September 24-26. National Association of Furni- : ) 3
ture Manufacturers 35th Annual Convention. October 28-November 1. New York Outdoor and
Waldorf-Astoria, New York City. Casual Furniture Show. N.Y. Furniture Ex-

change, National Furniture Mart, One Park
September 29-October 2. National Institute of Avenue, 92 Lexington Avenue, New York City.
Government Purchasing, 8th Annual Confer-
ence and Product Exhibit. Hotel Shoreham, October 30-November 1. Furniture Market Days.

Washington, D.C. Dallas Market Center, Dallas.

September 30-October 4. National Hardware

g November 3-8. Association of School Business Of-
Show. Coliseum, New York City.

ficials. Municipal Auditorium, Denver.

October 4. Wood Office Furniture Institute Gen-
eral Meeting. Sheraton-Blackstone Hotel, Chi-
cago.

November 11-14. National Hotel & Motel Expo-
sition. New York Coliseum, New York City.

December 5-7. American Hotel and Motel Associa-
tion, Annual Convention. Roosevelt Hotel, New
Orleans.

October 5-9. National Stationery and Office
Equipment Association Convention and Ex-
hibit. Conrad Hilton Hotel, Chicago.

October 12-20. National Decoration and Design 1964
Show. Coliseum, New York. January 12-17. Winter Market. Los Angeles Home

Furnishings Mart, Los Angeles

October 14-19. Chicago Casual Furniture Market.
American Furniture Mart and Merchandise January 20-24. Winter Market. Western Mer
Mart, Chicago. chandise Mart, San Francisco

For All Your Fabric Requirements.. ..

GREEFF’S CONTRACT DIVISION

offers a wide selection of fabrics suitable
for every contract need. Special designs
and qualities available. For details contact
Vice President Robert H. Hamilton, 155
E. 56th St., New York 22. Telephone:
PLaza 1-0200.

AN

FABRICS fand WALLPAPERS R

Showrooms: New York e Port Chester » Boston * Philadelphia * Chicago e Los Angeles ¢ San Francisco

Circle No. 24 on product information card
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The new SIERRA collection by

e

As rugged as they are beautiful...upholstery fabrics styled with DuPont ANTRON?®

Decorators, designers and architects in search of “idea"
fabrics will find the lively profusion of colors and master-
fully executed designs of these new upholstery fabrics
inspiring—and profitable. **Antron"* nylon adds luxuriously
rich luster and texture as well as extra years of wear and

easy-care beauty. Send for generous samples, or visit the
Greeff showrooms for a breathtaking view of the SIERRA
collection—9 fabrics, 66 color combinations! Greeff Fabrics,
Inc., 165 E. 56th St., New York, N.Y. Also Port Chester, N.Y.,
Boston, Philadelphia, Chicago, San Francisco, Los Angeles.

Better Things for Better Living . .. through Chemistry '»\ U U ﬂ U N T

‘ *DU PONT'S REGISTERED TRADEMARK, DU PONT MAKES FIBERS, NOT FABRICS. Enjoy the “DU PONT SHOW OF THE WEEK" Sundoys, 10 P.M., New York Time, NBC-TV

Circle No. 25 on product information card
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CONTRACT BUSINESS: Notes & Comments

Model offices planned by Rodgers i:;!
: . : _ 111
Svdney (. Rodgers Associates, Ine.. office [ 3
planner. has designed two model execu-

Rills

tive offices at the new 545 Technology

Square building. Cambridge. Massachu-
g

setts. which are now being shown to pros-
pective tenants of another building, now
under construction, in the 4-unit complex,
Projecting the requirements of imaginary
tenants, Rodgers planned one office for a
director of research. the other for a high
administrative executive, The research di-
rector’s  office. functionally created to
serve needs ranging from high level con-
ferences to informal meetings, is domin-
ated by a large elliptical desk easily
adaptable for conferences. The other ex-
ecutive office is equipped with an L-shaped
metal desk and generous storage space.
Rodgers selected all furnishings for both
offices which were contributed by Ail
\[r-t.ll. Inc i l".ll_‘_’“\\“l”] Furniture Co..
Knoll Associates (furniture): Mohawk

(carpeting) ; Paine Furniture Co, (cur- Karl Mann Associates (paintings). Owned
tains) : William Bowie (metal sculpture) ; by Massachusetts Institute of Technology

Our new Contract E sofa will be subject to many lengthy discussions— it in 2, 4,5, 6,7 (shown), 8 and 9-foot leng
arms, or none at all, Attached foam and dacron seats and backs. Countless fabrics, viny overings or top-grain leather.
with adjustable glides. Write for free Contract catalog, or send $1 for the complete catalog. Dept. C24, Metropolitan Furnitu

Circle No.

Conversation Piece

26 on product information card

C

yw notice the legs? They're aluminum, polished or ano

srporation, 950 Linden Avenue, So. San Francisco, Calif

METROPOLITAN

and Cabot. Cabot & Forbes, Technolog
Square is a planned complex of fou
buildings for which the City of Can
bridge was awarded the Ward Melvil
Silver Medal. a national award for cor

munity improvement.

NSOEA Design Seminar at Mart

The National Stationery and Office Equij
ment Association will sponsor a two-d:
Design Seminar at the Merchandise Ma
on Thursday and Friday. October 3 and
prior to the opening of the NSOEA n
tional convention in Chicago. Architec
and designers. working in the field {
building design. office planning. furnitu
and equipment design, and interior d
sign will be invited to participate in ti
seminar programs to bhe held in the M &
Club of the Mart. Topics will include spa
planning. job analysis and the probler
involved in the design and furnishin

of a building. Another session will fe]

(Continued on page 37

Heumann designed it to look beautiful with one arrg




T'his bank

not only lends moneys;
1L saves money

with Nevamar surfaces

The Union Trust Company’s new Baltimore office helps
beat the high cost of upkeep with easy-care surfaces of
Nevamar laminate. Because it requires virtually no main-
tenance, Nevamar makes good hardheaded business sense
for counters, depositor writing desks and office partitions.

Elbows, bumps and ball-point pens don't begin to bother
these hard-wearing surfaces. Nevamar also resists hot lig-
uids, burning cigarettes, ink, alcohol and fruit juices

When you select Nevamar laminates, you never have to
compromise between beauty and practicality. There are
many rich wood-grain reproductions to choose from, as
well as scores of solids and patterns. Write for AIA file
No. 35-C-12, or check Sweet's Architectural File 14a/Na.

NEVAMAR

NATIONAL PLASTIC PRODUCTS COMPANY, INC., ODENTON, MARYLAND

Circle No. 27 on product information card
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Many pieces are available in the striking Triune White finish.
This gallery console is finished in ric hlv-grained sable tones.

Triune has been adapted to functionally serve commercial uses. For example, all tops are durable laminated plastic

ROBEY PRESENTS TRIUNE,]
DREXEL'S STYLE LEADER

For the first time, Triune, an exclusive design by
Drexel Furniture Company . . . is interpreted fo
hotels and motels. This famous award-winning
record-breaking retail sales leader has beer
adapted to provide the utmost in function an
durability while maintaining the classic stylin
of its counterpart for the home. With Triun
you have the advantage of specially-designed an
specially-constructed hotel-motel furniture, plu
the availability of living, dining and bedroon
pieces from the regular Triune collection

assuring the greatest flexibility and opportunit
for warmth and graciousness in your installations
Furniture made by Drexel and sold by Robe
has been selected by some of the country’s newe
luxury hotels and motels. For informatior
contact Robey today for your authorized deale

A AN L IETNELA PPV U

DREXEL ENTERPRISES, INQ
DREXEL. NORTH CAROLIN
Telephone: Area Code 704 437-231

Robey is the Contract and Development Department
Drexel Enterprises, Inc. which includes Drexel Furnitu
Co., Heritage Furniture Co. and Southern Desk Co.

Circle No. 28 on product information card



CONTRACT BUSINESS: Notes & Comments

ture an evaluation of the presentation
boards entered in the NSOEA Design

Competition, Critique and discussion by
the judges will precede the announcement
of the winners during the Design Seminar.
Winning presentations will be displaved
during the convention,

New Midwest Mart opens

The new Midwest Merchandise Mart, Min-
neapolis, Minnesota, opened its 450.000
square foot facility with the August Fur-
niture Market. The Mart,
upper midwest area on a year-round basis.

serving the

was remodeled for $500.000 from a ware-
More than 160
have already leased permanent space and
400
represented at the

house. furniture firms

approximately manufacturers were

August show. Show-
rooms are carpeted, have sliding glass

doors and vinyl plastic walls,

SLS moves SF office

Saphier, Lerner. Schindler. Inc. has

eased new and larger quarters to house
ts expanding San Francisco operation at
93 Market Street. John Crane. general
anager, will continue to direct the firm’s
dan Francisco area activities,

adison on Mart’s contract 11th

fadison Furniture Industries, Canton,
lississippi, has completed arrangements
or permanent display in Space 1166 at

he Chicago Merchandise Mart,

ew assignments . . .
he commercial interiors division of
arker Brothers, Los Angeles, has
een awarded a sizable contract for
omplete interior planning, design,
nd furnishing of the $3 million
heraton Marina Hotel at Playa Del
ey, Cal. . .. Cushing & Nevell, New
ork, is conducting architectural
ace study and facilities planning
three locations for Appleton-
entury-Crofts, Inc., to determine
hether the publishing house should
ove operations to larger quarters
remain in present location. The
cond step will be interior designs
r the selected location. For Hota-
1g’s News Agency, C&N is doing a
ace study and will plan interiors
the proposed street-level location
the new Allied Chemical Building
ormerly the Times Tower), in New
rk’s Times Square. Another major

PTEMBER 1963

C&N space planning project is phase
two of a dealership program for
Ford Motor Co. involving basic
plans and architectural drawings,
each with a number of variations, to
serve as a guide for franchised deal-
ers and their architects in improving
dealership facilities. The individual
dealer can select the concept that
best suits his needs, based upon vol-
ume sales. . .. Freidin Studley Asso-

ciates, New York, includes the fol-
lowing among its new and current
complete planning and de-
quarters,

projects:

sign of new three full

Adds
Subtracts

floors in all, in the new AMA build-
ing for American Management Asso-
ciation; one entire floor of offices for
Kelly-Nason, Inc., advertising agen-
¢y, plant renovation for Bard Phar-
maceuticals, Inc., Yonkers, N.Y.:
planning and design of a new lobby
in an apartment building owned by
Byron Associates, real estate firm.
Gilbert M. Garte & Associates,
Boston, is completing interiors of the
Crew Room aboard the cruiser U.S.S.
Albany. The Crew Room will serve
as chapel,
room.

lounge, and conference

Divides

Multiplies

Add, subtract, multiply and divide offices by using HOWE
CustomLine Folding Tables like this one to make multi-

purpose use of space,

Multi-purpose space usage cuts operating costs. It also
boosts efficiency. Little wonder: one multi-purpose room
houses as many activities as three, four— even five —sin gle-

purpose rooms!

HOWE CustomLine tables’ folding feature insures the
flexibility and handling ease needed for multi-purpose
room arrangements. In addition, they incorporate the
modern, decorator styling and structural sturdiness of

fine office furniture.

For more information on how to add, subtract, multiply
and divide office space by using HOWE CustomLine Fold-
ing Tables, write for our booklet, “Making multi-purpose

use of space.” It’s free.

HOWE FOLDING FURNITURE, INC.

360 Lexington Ave., New York 17, N.Y.
If it folds — ask HOWE!
Circle No. 29 on product information card
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The Harvey Probber Architectural Series
has been designed with classic simplicit;

The materials are exceptional. Polished stainless steel,

rare cabinet woods, marbles, leathers and the like.

RVEY PROBBLER

NEW YORK |55 East 56 Street BOSTON 475 Commonwealth CHICAGO 638 Merchandise Mart DALLAS 230 Decorative Cent«
Architectural Serles catalog avallable by request on professional letterhead ¢ Harvey Probber, Inc., Fall River, Mas




DECORATED BY DALLAS OFFICE SUPPLY CO., DALLAS, TEXAS

e

0 help impart that “at home” feeling Braniff's H A R DWI c K
dlewild Terminal Passenger Lounge features

ardwick is especially adept at designing carpeting cA RPETINE
o bring out the important characteristics and unique

ighlights of a smart decor. You can see that here.

hat you don't see is the exceptionally durable quality. FREE! Hardwick’'s new "Estim-Aider”
t's there . . . Hardwick's 125 years of experience guarantees it. In Hardwick's “Estim-Aider” are ACTUAL CARPET SWATCHES
f you plan a carpet installation, let us demonstrate how showing today's newest and most popular contract qualities.
No matter what your decorating project, if it includes carpet-
Ing, the “Estim-Aider” will help you demonstrate carpeting
dramatically, professionally and effectively.

ardwick carpeting combines beauty and practicality
- . economically. Write or call Hardwick Contract Department,

th & Lehigh Avenue, Philadelphia 33, Penna.

Hardwick & Magee Co.
7th St. and Lehigh Ave., Philadelphia 33, Pa.

Gentlemen: Please send me, without charge or obligation,
your new “Estim-Aider” . . . the contract carpet guide pre-
pared as a Hardwick professional service.

ARDWICK & MAGEE CO.

akers of fine carpet since 1837
; Name —

ehigh Avenue at 7th Street, Philadelphia 33, Penna.#

Firm Name____ ——

oston « Chicago « Dallas « Detroit Address S S—

)
.
.
finneapolis « New York « San Francisco » Los Angeles . City Zone
L
Circle No. 31 on product information card
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Light control with draperies of Rovana

The effectiveness of draperies with Rovana saran flat monofila- Fabrics of Rovana are easy to clea
ment to control light has never been so dramatically illustrated as
it is in the lobby of the Americana Hotel in Miami Beach. The en-
trance side of the lobby, a semi-circle of glass sweeping from floor

and care for; resist any kind of abuse
keep their color and shape; are saf
and simple to handle. For further i
formation: write the Textile Fibex
Dept., The Dow Chemical Compan
350 Fifth Avenue, New York 1, N.

to ceiling, required draperies with unique light-controlling charac-
teristics; plus the ability to resist sun-rot and flames. Morris
Lapidus, N.S.I.D., A.I.D., found the perfect solutionin ‘Strippet’

a fabric that will screen harsh daylight; diffuse the glare of night
light (shown right) and will resist damage by flames or sun-rot.
Fabric shown: ‘Strippet’ by the Cartier Mills Division of David &
Dash: 25% Rovana, 53% Verel*, 22% rayon. *tu £

DRAPERIES O

ROVAN

THE DOW CHEMICAL COMPANY DO

Circle No. 32 on product informatien card




NET PRICING

THE MOUNTING PERCENTAGE OF SALES MADE VIA THE “SPECIFICATIONS

ROUTE” IS BREEDING A MARKETING REVOLUTION, AND SOME PRODUCERS,

MOST NOTABLY HERMAN MILLER, ARE BEGINNING TO REARRANGE THEIR

PRICING STRUCTURES IN TERMS OF THESE NEW MARKETING REALITIES.

EPTEMBER 1963

As the contract industry keeps growing, its marketing methods get
more complex, its distributional channels more diversified—and its cast
of characters more argumentative. Goodnaturedly so, for the most part,
because everyone is prospering. But any one of the following questions
brings different, often head-on, viewpoints, depending on whom you ask—
manufacturer, dealer, architect, decorator, specifier—and the vote is by
no means unanimous even within a specific category.

What is the proper role of the dealer in an industry that daily operates
less on a retail, buyer-seller basis and more on a contractural, to-order
basis? In what manner should the various parties in a contract furnish-
ings job earn their reward? What is the most reasonable system of
pricing ?

It is the last question which has been most dramatically thrust into
contention in recent weeks, with Herman Miller Inc.’s publication of
net prices.

Miller’s decision to abandon list prices was based on a number of con-
siderations. One factor was Miller’s hope to de-emphasize price, especially
discount, as the central argument in buying and selling. As Miller stated
in a letter to the trade explaining its decision to publish net prices only:

“For many years it has been the trade practice to publish list prices.
We have conformed to this. Originally, this was a valid method for the
consumer, for you and for us, because the consumer paid list prices,
and discounts were given only to the trade. However, business condi-
tions have changed, and the list price is no longer an actual consumer
price. It is, instead, a stated price from which a discount is computed.

“This, therefore, has begun to place the emphasis, in the consumer’s
mind, on discount rather than on the more important factors we have
mentioned above (values inherent in the product itself). Today, there-
fore, it is difficult to determine a selling price to the consumer, because
the trade has a variety of ways of compensating itself for its pro-
fessional services. However, we are convinced that a fictitiously high
list price from which various discounts are given is not in the best
interests of the consumer, of you or of Herman Miller. It is with these
things in mind that we have decided to issue a Net Price Schedule.”

One can be sure that Herman Miller did not take such take a step—
which amounts to something of a revolution in the tradition of furni-
ture marketing—without a careful reassessment of the current realities
by which Miller furniture gets specified and purchased. Actually, Her-
man Miller was not the first furniture source to go on net pricing.
Stendig, Inc., an importer of business furniture, and Janet Rosenblum,
manufacturer, both switched from list to net prices within the past
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NET PRICING

vear or so. But both of these firms do business strictly with designers
or specifiers for commercial interiors; they have no dealers at all.

Herman Miller, on the other hand, does a large amount of business both
through the specifications route, via which furniture is purchased direct
from the manufacturer by an architect, interior designer, or specifier,
and through a nationwide network of dealers. This variety of distri-
butional channels made Miller’s decision much more complicated than
for those producers without dealers.

The dealer is the party least likely to appreciate net pricing. He feels
it makes his selling job harder if he has to quote a price up from net
rather than announce a thrilling discount from list. “Why should the
consumer know what a dealer paid for an item or merchandise?,” the
dealer asks. “You don’t ask a clothier what he paid for a suit, do you?
There’s so much history and so much tradition behind the old system
of quoting discounts from list that we're going to have trouble explain-
ing the new system, and still more trouble in getting a decent markup.”

It was largely in recognition of the growing power of the professional
—the architect and interior designer—in the contract industry today
that Miller took a step that benefits no one so much as the professional
—the professional who earns his reward in the form of a fee from his
client instead of in the form of a mark-up on merchandise.

Speculation among the other contract furniture manufacturers is that
Herman Miller’s major reason for going on net prices was that a con-
tinually growing percentage of Miller furniture is being sold through
its own efforts as opposed to the efforts of its dealers. This, contract
producers say, is a growing trend. Through national advertising, armies
of regional salesmen, and often a nationwide network of showrooms,
the manufacturers are creating more and more of their own business.
Even when an actual sale is made through a dealer, in many cases the
order was originated by one of the manufacturer’s own salesmen
dealing with a local professional designer or a company purchaser. One
major contract producer—who works almost exclusively through dealers,
incidentally—estimates that 50 percent of its sales today are originally
drummed up by its own salesmen—a far cry from only a few years
ago when its dealers did a strong and aggressive selling job.

Contract furniture producers generally have observed Herman Miller’s
act in publishing net prices with grudging admiration and a touch of
envy. The envy of course is not new. Herman Miller has long been re-
cognized, by its competitors as much as by anyone else, not only as
a design leader but a merchandising leader, too. They know that the
Miller product enjoys an image of “indispensability” that is hard to
match; it is indispensable to its dealers, nonsubstitutable to many o
its specifiers, enjoys superb loyalty among hosts of architects and de-
signers, and famous to the consumer. Few manufacturers feel themselves
in so strong a position that they can brave the wrath of their dealers
by following in Miller’s footsteps with a net price list.

Nevertheless, many producers feel they have legitimate complaints about]
dealer performance these days. Aside from the growing need to create
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the business themselves, they also feel that many dealers today are
cutting way back from their services of yesterday—which often means
that the manufacturer is expected to step in and fill the gap. Few dealers
today, these manufacturers point out, maintain stock any more—and
many ask the manufacturer to keep an inventory for them. Manu-
facturers often ship furniture direct to the site, where as likely as not
one of their own local salesmen, rather than the dealer through whom
the furniture was ordered, is on hand to receive the shipment. Dealer
salesmen, in the minds of the producers, are often sub-standard—“mere
order-takers” is a common sobriquet. “They don’t know the product well
enough, they don’t give the care and attention they should, they’re not
familiar enough with the designer’s problems.” As with all generalities,
there are a lot of exceptions, but producers in general feel the dealer
salesman is the weakest link in the contract industry.

Imperfect as the manufacturer-dealer marriage is, no major producer
is seriously contemplating divorce. For, while every contract manufac-
turer looks on a large order via the specifications route as the big plum
in his business, he must depend on consistent, small sales for stability.
And, they believe, there is no other way to count on consistency than
through a national network of dealers.

The question in many minds is, what is the proper role of the dealer
in the contract industry today, and how should he be compensated?
Why should he get the same big discount today as vesterday, when he
is performing fewer services and functions? Why shouldn’t he receive
a fee commensurate with those services he does perform, when he
does—delivery, installation, touch-up, etc.? There is a growing body of
opinion that the dealer, in contract jobs in which he participated not
at all in the actual specification of merchandise, should function merely
as a broker, who bids for a job at a profit calculated more or less as a
fee for delivery, installation, and subsequent servicing.

Herman Miller certainly had no intention of throwing over its dealer
relationships when it abandoned list prices. And, strong as Miller may
be, it still lacks the power to violate the established tradition of various
discounts for various middlemen. This necessitated publication of separ-
ate net price schedules, one for professionals and one for dealers. It
may be argued, as some manufacturers have done, that more than one
net price is no net price at all. And there are charges that Miller's net
price is “just another list price”—in the sense that it’s still a price
from which discounts can be made under certain circumstances.

But if Herman Miller has accomplished single-handedly at tidying-up
of the whole contract industry, it has done that industry a major
service. It has taken some of the fiction out of pricing: it has fostered
a professional business approach among its practitioners, especially in
the design area; it has made an attempt to de-emphasize the price
fetish; and it has forced the industry to take a long, hard look at it-
self and make it wonder a bit whether tradition and myth are the wisest
foundations on which to base a multi-million-dollar industry. If the con-
tract industry is ever going to find a clear and consistent method of doing
business, it will certainly be in the direction in which Herman Miller
has moved. (C)
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NEVAMAR laminates are used in a private plane to form
practical and attractive custom installation.

NEW BANK INTERIOR uses Nevamar (National Plastic
Products Co.) for partitions, doors, walls, desks, railings.

LAMINATED SURFACING: HIGHER DESIGN AND SPECIFI-

CATION STANDARDS CHARACTERIZE A STEADILY DEVELOPING CONTRACT INDUSTRY

RESTAURANT COUNTERS are surfaced with a cus-
tom-design Formica pattern. Note pattern repeat on
wall, upper left.

24

T HE ascendency of laminated surfacing mate-
rials has made immeasurable changes in the con-
tract furnishings market, as fabricators and
designers well know. More importantly, the period
of growth and change has also been characterized
by experimentation, expansion, and inventive re-
search on the part of laminate manufacturers.
The result has been a variety of surfacings, seem-
ingly infinite in function and design, that could
hardly have been anticipated a decade ago.

Laminates, of course, is a loose term, applying
to both rigid and flexible materials for such sun-
dry purposes as floor covering, wallcovering, wall-
board, hardboard, industrial products, moulded
casing, and surfacing—from drugstore counter-
top to executive desk. Most recent developments,
of widest impact in the contract design field, have
been in rigid, or semi-rigid, laminates.

Basic formula for the most commonly used
laminate surfacings consists of a fibrous core
bonded with resin to a plasticized printed sheet
(or actual decorative material) overlaid with a
final sheet of clear plastic material, all laminated
together under high pressure. Improvement in
laminates has kept close pace with developments
in plastics and resins. At present, the wide range
of “laminating plastics”—each serving different
purposes—includes commonly used vinyl, mela-
mine and urea compounds, polyester films; ma-
terial to be laminated can be patterned impreg-
nated paper, serigraphic or photographic sheet,

CONTRACT



FLOOR-TO-CEILING curved wall panels of
Formica laminated plastic highlight lobby areas
(above and right). Fabricator A. L. Blair Co.,
Los Angeles, built special presses to produce the
curved Formica sections. Woodgrain is Rosewood.

fabric, wood veneer, fibrous boards, metals, and
even cork.
Widest application of rigid plastic laminates
has been for horizontal surfacing, on counters
and furniture tops. Recent years have marked a
tremendous increase in the use of laminates for
vertical wall surfacings, an increase spurred by
widespread designer acceptance, improved ad-
hesives and application methods, and heavy em-
phasis on maintenance in determining over-all
installation costs.
Plastic laminates for ordinary use are stocked
in a variety of grades, the two most common
being 1/16 inch or 1/32 inch thickness. exclusive
of the material (such as plywood) to which they
are bonded or mounted for application. Grade
specifications are contingent primarily on the
ultimate purpose of the laminate: however, spec-
ifications can vary slightly depending on the
bonded material. Heavier grades are primarily
used for horizontal surfaces such as counters or
desk tops, subject to greater abuse, and greater
rigidity requirements, than vertical surfaces.
Lighter grades are specified for vertical surfacing
where heavy abrasion or abuse are not expected.
Variations on grades are not rigidly confined
to horizontal or vertical surfacing specifications.
Greater thicknesses—14 inch or 5/32 inch, for
example—can be used for wall paneling which
does not require special backing or mounting.

Lesser thicknesses—.051 inch, for example—are
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LAMINATED SURFACING

specified when greater pliability is required, for
postforming on vertical surfaces, or curved desk
tops.

[Laminates are marketed in sheet form. Stand-
ard sheet sizes range from 24 to 48 inches in
width, and from 60 to 120 inches in length,
though special sizes—up to 144 inches in length
—are available from certain manufacturers. The
increase in vertical application has produced a
variety of standard pre-determined sizes, varying
from square “tiles” to pre-cut panels in various
widths and heights for immediate wall applica-
tion.

The relatively new “prestige” of laminated
surfaces of all sorts has grown as a result of
many factors. Originally, laminates were widely
construed as a ‘“second-best’” substitute for wood
or other natural materials or veneers, used by
furniture manufacturers as a method of cutting
furniture costs for contract use while affording
the institutions promise of sharply decreased
maintenance costs. As better laminates were de-
veloped, high-quality manufacturers of modern
furniture began lavishly using laminated sur-
faces, and the “name” designers of contemporary
furniture discovered the infinite varieties in color
and design possibilities afforded by the new ma-
terials. Laminates proved far superior to cus-
tomary surfacings for large working areas and

FORMICA-surfaced telephone booths feature unique
curved design and require a minimum of maintenance.
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desk tops, keeping the clean crisp-lined appear-
ance for which the new furniture had become
recognized. In obvious applications—bars, dining
tables, and particularly desks and work tables—
the rigidity and high resistance of laminates to
scratehing, wear, soil, and other abuse made them
not only desirable but eventually mandatory.
Manufacturers responded to the designer’s de-
mand with increased ranges of colors, patterns,
and grades.

One of the most interesting responses to de-
mands from designers as well as furniture man-
ufacturers has been the marked improvements in
the wood grain patterns, always a standard in
the laminate industry. From the original poor
substitutes which bore little resemblance to actual
wood grains, there has been a commendable
tendency toward the lamination of actual wood
veneers of surprising variety. The trend is fur-
thered by suppliers of wood veneers themselves,
who have increased their use of plastic sealers,
laminations, or protective films to broaden the
possible uses of conventional wood surfacing
against rising competition from laminates.

Standard specifications for all types of lami-
nates in use in the furniture industry have been
developed by the National Electrical Manufac-
turers’ Association, and are generally followed
by fabricators and designers in the field. The
NEMA specifications are spelled out in detail in
a looseleaf manual on laminates available from
the Formica Corp., Cincinnati 32, Ohio. (C)

TICKET and service counters at Dulles Airport
are surfaced with charcoal gray Nevamar laminates.
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BLOCK of natural wood placed on sample of Westinghouse
Oil-Rub finish Micarta plastic laminate (above) shows
that the two are virtually identical in appearance.

PIONITE White Florentine Marble (above right) is a
high-pressure plastic lJaminate that captures veining and
shading of real marble. Manufactured by Pioneer Plastics
Corp.

RECEPTION area (right) highlights Parkwood's ready
to install wall system, composed of % inch thick prefabri-
cated panels in 3 by 8 feet or 4 by 8 feet sheet sizes.
Panels come complete with aluminum moldings, easily
erected without any mastic or glue.

GENERAL ELECTRIC Textolite laminated plastic wall
paneling is installed at Mercer Island High School (be-
low). This batten-type paneling is in teak woodgrain.

-
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SYNMPOSIUN —THE DISCUSSION CONTINUES

The Space Planning Symposium in our July issue, in which eleven leading practitioners discussed
various problems confronting the space planning fraternity today, has aroused so much interest
that we are continuing the discussion in this issue. The writers of the following letters have
concentrated on the points they felt were of most significance among the questions raised in
the Symposium. We invite still further opinions from our readers on the current problems, trends,
and outlooks in the area of space planning. This is an open forum, and the floor is yours.

Space Planning—What is it?

We found your Space Planning Symposium in the
July issue especially interesting. It is the first
time any publication has undertaken to bring to-
gether in an over-all presentation comments on
the “new science” from a group of leaders in the
field.

One fact which becomes immediately apparent
is the wide divergence of opinion as to what space
planning encompasses. Apparently, to some ex-
ponents, it starts in the area of management en-
gineering, includes the scientific compilation and
analysis of data on the functioning and staffing
of the prospective tenant’s organization. To some,
it also includes interior design and, in some cases,
seems to include an occasional practicing of archi-
tecture.

This lack of definition might well turn out to
be the biggest obstacle to establishing space plan-
ning as a profession and could even cause space
planning to become a very tarnished word. Until
the various consulting offices now practicing
agree to precisely define space planning and the
services rendered or not rendered under a space
planning contract, there will exist a confusion
out of which can grow major misunderstanding
with clients and other professions with whom the
space planner must collaborate. In fact, much of
the suspicion which already exists among com-
petitors in the field, judging from the tone of
various comments in the Symposium, may arise
from this blurred situation. Insinuations of un-
professional practices are bound to be made under
the present conditions where competitors are pro-
viding a range and depth of services—all slightly
different—but all with the same label—Space
Planning.

The space planner is neither an architect nor
an interior designer. True, he may be qualified
as an architect, a decorator, or a designer. But in
his capacity as space planner he is none of these.
He is a statistician, an economist, a researcher, a
specialist concerned with the scientific compiling
of all data necessary to lay out space for its opti-
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mum use. His work often precedes the time when
the architect draws the first line in the design of
a new building. The statistical information he
compiles is for use by others. For the tenant, it
provides a basis for an objective approach to leas-
ing and planning for future expansion. For the
architect, the space planner’s data defines the
extent and character of the operation which his
structure must accommodate. For the investor,
the space planner’s data is an important range of
information upon which the soundness of his in-
vestment can be determined. None of this in any
way infringes upen the domain of the architect,
the interior designer, or the decorator.

If we can agree that space planning is that por-
tion of the work including only research and com-
piling of data and analysis, we will have taken a
big step toward establishing a basis upen which
space planning can be considered a profession.

Most consulting offices will continue to provide
the services they now offer and may even have
additional facets of service in the future as busi-
ness becomes more automated and office systems
more sophisticated. But we will have eliminated
confusion of terminology, so that when we speak
of interior design or interior decorating or lease
negotiation, we do not mean space planning. At
that time, contributors to a space planning sym-
posium will find it easier to agree on such points
as: the educational requirements for a space plan-
ner, the scope of services rendered by the space
planner, the basis for professional fees, and the
relationship of the space planner to all other pro-
{essionals with whom he must collaborate.

STANLEY CHAMBERLAIN
Director of Design

Cushing & Nevell
New York City

Three basic concerns of the interior designer:
economic, human, synthesis with architecture
My first reaction to the subject of space planning
and its apparently growing role in the business
and design fields is that space planning and in-
terior design ought not to be treated as separate
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entities. As industrial designers, our firm has
always approached interior designing like any
other design problem, i.e., finding out as much as
possible about all facets of a company, its opera-
tions, its background, its goals, its competition, its
personality, and so on, and then using this infor-
mation to reach a logical design conclusion. To us,
work flow studies, block plans, detail equipment
layouts, and establishment of standards are all a
primary and basic ingredient of interior design-
ing. In other words, we consider space planning
to be a first and fundamental phase of an interior
design program. This is true whether one is talk-
ing about a single occupancy building or a multi-
occupancy rental building and differs only in the
extent to which the designer carries out the inte-
rior program. In a rental building it would prob-
ably be limited to the basic building standards
nd the public areas, but the interior limitations
nd tools offered by the landlord to the tenant
with which he must create his own individual
working environment can be either good and
practical or poor and inefficient. With a single
ccupancy building the complete program can be
arried through from beginning to end in a com-
rehensive and consistent way.

In our approach to interior designing there are
hree factors we consider to be important: the
conomice, the human, and the architectural cohe-
iveness.

The economic factor is the standpoint of the
ywner or operator of the building or business.

aking the building or space function as eco-
omically and efficiently as possible is the objec-
ive. This not only pertains to the best utiliza-
ion of space but also to the practicality of
nterior building materials and finishes and the
roper selection of furnishings.

The human factor relates to the employees who
vork and use the facilities in the building and the
utside people who visit and come inside to do
usiness. This is a matter of creating an environ-
ient best suited for every activity which would
ake into consideration the human aspects of
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lighting, acoustics, air conditioning, sun and glare
control, etc. Basic to this human factor is proper
space planning—not the jamming of as many
people into as few square feet as possible, but the
intelligent engineering of space for the most con-
venient and frictionless working conditions pos-
sible. Finally there are the esthetics of colors,
materials, and furniture, which are of major im-
portance in the human equation.

By architectural cohesiveness we mean the cor-
relation and synthesis of the interior design with
the architecture. Just as successful architecture
cannot deny the functional and human needs of
the interior space, the interior planning and de-
sign cannot deny the architectural statement and
spirit of the building. The two must work to-
gether in harmony and be developed hand in hand
from the earliest concepts. The architect, respon-
sible for the total building, has to lead, but the
interior designer should act as a good right hand
for both the architect and the owner in defining
and crystallizing the needs of the building and in
developing the economic, human, and architec-
tural cohesiveness of the interior space.

The ideal situation occurs when architect and
interior designer have compatible philosophies of
design, mutual respect for the other’s judgment,
and an understanding client. If I were asked why
the architect could not better carry out the inte-
rior design functions himself, my answer would
be that apart from the fact that few architectural
firms have or care to have an interior staff large
and specialized enough to do the full job required
for the modern office complexes, the independent
designer offers the owner another viewpoint,
based upon a variety and depth of experience.
This in turn means added insurance in avoiding
misjudgments and possibly costly pitfalls. This is
particularly pertinent in the basie planning stages
before bids are let.

When it is a matter of redoing old space, we
of course take the initiative and full responsibili-
ty. Working within the shell of an existing build-
ing, particularly if it is old, can be most challeng-
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SYMPOSIUM—THE DISCUSSION CONTINUES

ing, and much soul-searching and economic eval-
uation must be made by owner, tenant, and de-
signer to justify the extent of the investment.
But here again the complete interior design ap-
proach, including the space planning, will produce
the best results.

On the question of automation and communica-
tion techniques as they influence interior design-
ing and the specifying of such equipment, this
gets into the area of the management consultant
specialists, who must determine whether such
procedures are really valuable or not to the cli-
ent’s operation. Certainly when a company is
building new facilities or renovating old, investi-
gation should be made either by the company it-
self (if it has qualified personnel) or by an out-
side consultant as to the latest procedures and
equipment available. The interior designer should
keep abreast of such new business techniques and
direct his client’s attention to them where applic-
able, but the designer should not get involved in
the internal operations of a company to the extent
it would take to make the proper analysis and
recommendation. It is the results of such an
investigation that the designer wants so that he
can best incorporate them in the total planning.

My final comment is this: Let there be a nice
balance between the economic and the human
factors that come to bear on an interior design
solution and let them be bound together in a com-
plementary way with the building architecture.
To my mind the essence of good interior design-
ing is intelligent analysis, good judgment, a crea-
tive spark and good taste—some of which can be
learned through experience and some of which is
inherent from the beginning.

WALTER B. Forp 11

W. B. Ford Design Associates, Inc.
Detroit, Mich.

Needed: Better education, more personnel

Your Space Planning Symposium is an exception-
ally valuable contribution to the literature of
the specialized field that we are concerned with.
That your Symposium panelists largely agree on
the role of the space planner and the basic prob-
lems he faces indicates that the field has become
more clearly defined and that its professional level
has been considerably elevated in the past few
years. It indicates too that the proper planning
of interior space to accommodate equipment, sys-
tems, proximate relationships among personnel,
and traffic flow has become a science in its own
right, requiring its own specialized courses of
study and training.

As your examination of the subject strongly

implies, the conventional curriculum of interior
design and architecture, as traditionally taught,
does not by any means automatically equip the
individual for practice in this demanding field.
There is much that should and must be added to
present courses of study to enable the practitioner
to translate the physical properties of space into
an efficient and congenial environment for human
use. The traditional curriculum must be re-
examined and sharply modified to take into ac-
count all the new knowledge that vitally affects
the planning of workspaces—a complex of data
that embraces marketing research, human re-
sponses to physical stimuli, and the functions of
business equipment, to name just a few elements.

The Space Planning Symposium is indisputable
proof of the fact that the field requires much more
than the practitioner’s claim to competence. At
present, the need for adequately trained space
planners outstrips the number who are available.
We need more people and better-trained people
immediately, people trained to work in terms of
the factors we've mentioned above rather than as
“arbiters of taste” or square-footage operators.

Informative and original studies such as your
Symposium are an important forward stride in
developing better training techniques. Have you
considered reprinting the Symposium for distri-
bution among the design and architectural profes-
sions and making it available to practicing space
planners for distribution to their clients? I think

such reprints would be most useful.
LEON GORDON MILLER
Leon Gordon Miller Associates
Cleveland, Ohio

Education in space planning held inadequate

Congratulations on your Space Planning Sympo-
sium. It was certainly an excellent expression of
the requirements and responsibilities of the pro-
fession, and provocative and stimulating to any-
one working in architecture and design.

Our firm, primarily devoted to architecture and
design for department stores, shopping centers,
banks, ete., has found its single most important
problem to be that of personnel. While we cer-
tainly feel that architecture is the bedrock of all
space planning, it is extremely difficult to engage
the interest of the good architectural student in
store and space planning. We feel that this is a
problem that can and should be much more deeply
considered by educational institutions as well as
practicing firms. The student of architecture is
primarily exposed and indoctrinated in the
schools to the “bible of stone,” as it were, and has
almost no exposure to the growing and rewarding
field of space planning. The decoration and design
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student too, unfortunately, is seldom trained in
the discipline of space planning and its related
engineering and architectural factors.

If the schools have not done enough to encour-
age and develop more study in space planning, the
same can be said for most professionals in the
field. Our firm tried, in the past, to arrange an
exchange program with Oxford University in
Fngland. Unfortunately the plan did not 20
through. But there’s no question that very few of
us, if any, in the field can feel we have done
enough to develop new skill and talent in our pro-
fession,

This might be an excellent and genuine reason
for a professional organization of space planners
to be formed. Otherwise, I frankly feel that such
an organization would represent little more than
another example of vested over-specialization,
without any real power to set or police standards.
The space planner is a professional in his own
field who combines his knowledge and experience
with professionals in other fields. To try to set
up another “bracket” on its own would be essen-
tially meaningless and would add little to solving
the basic needs or developing the future of space
planning itself.

LAWRENCE J. ISRAEL, AIA
Copeland, Novak & Israel
New York City

Some problem areas for further study

We here first read and then studied carefully
your Symposium on Space Planning. The scope
of your questions and the selection of your panel
participants highlight the entire field of space
planning, both as to its origin, its professional
practices, and its future areas of expansion.

There are several related areas developed by
your panelists which I hope CONTRACT will ex-
plore in the future, such as the critical shortage
of professionally trained individuals both for de-
sign and sales work, the area of confused pricing
schedules, and the lack of uniform standards and
procedures for a well developed professional in-
dustry.

Once again, we would like to thank CONTRACT
for presenting this subject and for providing a
forum for aM interested persons in the contract
industry.

CHILTON BROWN
Director of Sales

Directional Contract Furniture Corp.
New York City

Symposium good for planning profession

I believe the Symposium which you conducted will
do a great deal of good for the planning profes-
sion as a whole. In particular, the discussion on
kick-backs and shady practices may encourage an
elevation of standards merely by having brought
the matter out into the open. It is, of course, axio-
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matic that honesty and virtue are always claimed
by everyone, but even so the knowledge that all
of the recognized practitioners are in agreement
on the proper standards of conduct should in it-
self be an ameliorating influence.

Additionally, the emphasis on basing space
planning on a depth analysis of client require-
ments as opposed to mere transference of physical
possessions also indicates an intellectual and busi-
ness approach as opposed to a technical one. I
would not want the foregoing comment to belittle
the technical side of space planning—or facilities
planning, as I really think it should be called—
rather, I am pleased to see the equalization of the
importance of the two skills.

Thank you for giving us the opportunity to par-
ticipate in this program. I feel that the time and
effort spent in responding to it has been well
repaid.

R. L. FORSTER

Manager, Facilities & Community Planning
Ebasco Services, Inc.

New York City

Similarity of viewpoints found encouraging

I thought the Symposium most interesting and
revealing. One thing that interested me especial-
ly was the similarity of feelings of so many about
a number of conditions. With so positive a decla-
ration, it should point up to the reader, whether
prospect or planner, how a majority of those
questioned do feel. And I think you had a very
good cross-section of firms. You are making CON-
TRACT a most valuable magazine for the planning
fraternity.

J. GorpoN CARR, AIA

J. Gordon Carr & Associates
New York City

Congratulations

I would like to add my congratulations to the

many, I am sure, you have received on the July

issue. I think the Symposium definitely airs many

questions which needed open discussion. Many
thanks for including us in.

GERALD Luss

Vice President

Designs for Business, Inc.
New York City

Your Space Planning Symposium issue is excel-
lent and I enjoyed reading it.

Davip FINN

Ruder & Finn, Inc.

New York City

Your July issue Symposium on Space Planning is
indeed informative and timely.

MERRILL E. COFFIN

Vice President, Sales

Adanlock-Jamestown Corp.

Jamestown, N. Y.
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BRITAIN'S DESIGN CENTRE: A covERNMENT-sPON-

SORED INSTITUTION WHERE PRODUCTS ARE CHOSEN FOR DESIGN EXCELLENCE, IT

DIFFERS IN MANY IMPORTANT RESPECTS FROM ITS AMERICAN COUNTERPARTS

BY VIVIEN RAYNOR

WHEN I called on Mrs. Diana Webb, the As-
sistant Press Officer for the Council of Indus-
trial Design—Great Britain’s institution for the
encouragement of that art—she opened by saying
it was unnecessary for me to take notes, since
the information she was about to retail was con-
tained in the brochures and press releases provi-
ded. She was right. The releases alone deserve
publication in their entirety for being complete,
factual (one fact to each sentence), and lucid.
Moreover, they exemplify the ancient and nearly
extinet tradition of form following content by
being well written. This press policy affords a
double-barrelled pleasure because the interview,
being relaxed, stimulates a greater and wider en-
thusiasm than would be possible with note taking,
and the enthusiasm is rekindled by the reading
matter, especially for anyone who has spent time
pawing through publicity material couched in
the slimy prose that has become so familiar here.
The British are not noted for their work in public
relations—they can’t really believe they need any-
thing so vulgar—and I can only assume that the
ColD, and its “shop” the Design Centre, is a
sparkling exception because they have an idea
which is both noble and practicable, and they
have the goods to prove it. But the idea needs
selling and there is just enough opposition and
apathy to inspire a little revolutionary zeal.
During the war England’s life depended on her

SITTING AREA DISPLAY at the British Design Centre features fur-

niture designed by Ernest Race of Race Furniture Ltd.

-

export trade, and this did not consist exclusively
of Scotch whisky and cashmere sweaters. The
government, foreseeing the need to export would
become still more pressing after the war, and the
competition fiercer, established the Council in
1944 to promote the improvement of industrial
design. Although the international market is still
of paramount importance, the domestic scene is
now included in the Council’s activities. A purely
advisory body, “It works entirely by persuasion.
It has no power to ban bad design, nor would it
wish to...” for fear of developing “an official
orthodoxy ...” and its purpose is to prevail upon
the manufacturer to make better goods, “the re-
tailer to stock them and the consumer to buy
them.” The consumer ranges from householders
to government and industry. Approximately one
half of its income comes from the Board of Trade,
the other from charges for services rendered to
industry and commerce, exhibition fees, and the
sale of publications—notably Design, an excellent
monthly with correspondents in sixteen countries.
The members of the Council, who are unpaid, are
chosen for their interest (and experience) in de-
sign, and for the influence “they can bring to
bear on their own fields.”” A quick cross-section
of the list includes the chairman of British-Amer-
ican Tobacco, the deputy chairman of Rolls Royce,
and various heads of chain stores, light and heavy
industries. Balancing them are architects, design-
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DINING FURNITURE by Conran & Co. Ltd
is made of ash and fitted with shelves, cup
boards, drawers and painted trays.




STUDY AREA DISPLAY features Herman
Miller's Comprehensive Storage System,
made in England by S. Hille & Co. Ltd.
Other Hille items on display include modu-
lar chair unit, glass fiber side chair, and
glass topped table.

ers, the editor of the Times Educational Supple-
ment, and the principal of the Royal College of
Art, a university-level institution which admits
a small proportion of the thousands of art stu-
dents who annually take its entrance examina-
tion. It is a pretty glossy establishment whose
industrial design schools turn out many of the
names on the Council’s approved list. The Council
receives the very necessary Royal patronage in
the form of the Duke of Edinburgh’s Prize for
Elegant Design, as well as his interest in their
activities generally.

Since its inauguration, it has organized many
exhibitions such as the Festival of Britain (1951)
Il of which have been intensely frustrating to
he British public, since anything that was worth
aving was “for export only.” So the Design
Centre opening in 1956 was a happy event in
hat it signified an abundance of goods for home
onsumption and it was to be a permanent ar-
rangement, illustrating the meaning of good de-
sign in everything from garden tools to office
quipment. Since then, there has been an average
2,400 visitors daily. All the articles on show are
elected from the Design Index which lists some
0,000 products approved by a selection commit-
ee. The committee, whose members rotate, con-
iders weekly about 100 products submitted by
anufacturers, and these are subjected where
ecessary to technical tests. Choice depends on

CHAIRS and bench upholstered in black
her along with glass topped occasional
e are by S. Hille & Co. Ltd.

suitable materials and ease of use, maintenance
and production, as well as the object’s appearance.
The members try constantly to favor new ideas
and imaginative design, for they know that the
traditional tried and true British products are
still sure sellers, and commercial interests, being
naturally conservative, tend to believe that if
Chippendale was a hit, Son of Chippendale is a
safe bet. If the Council were not alive to the dan-
ger of this attitude the British position would
become very insecure indeed as the Scandina-
vians meanwhile forge ahead with good contem-
porary design,

The most remarkable achievement of this
movement—the first of its kind in the world—is
that the consumer and the manufacturer and
retailer benefit from its work. The consumer and
retailer have the Design Index, with its related
system of labeling approved goods, frem which
the articles can be withdrawn if their standards
are not maintained; the manufacturer can avail
himself of the Record of Designers, which con-
tains about 2,000 names and resumés, and is con-
stantly expanding. It’s impossible to overem-
phasize the value of this service (which costs
about $10) for all the practical considerations of
the manufacturers are taken into account. Not
long ago the Wilkinson Sword Company, makers
of garden tools and those phantom razor blades,
approached the Record for someone to design a

(Continued on page 57)

DESK AND STORAGE UNITS of mahogany were designed by Herbert
Berry and Christopher Cattle for Lucas of London Ltd.
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Now you can have your Fiberglas draperies any way you want
them...any off-beat length, any wildly wonderful treatment...
because Fiberglas has created Beta, a fine new yarn for custom
drapery fabrics that are easier than ever to sew. Fabrics of
Fiberglas Beta* yarn have drape-ability you never thought
possible. And they re amazingly durable, too. Like all Fiberglas
fabrics, they’re washable, no-iron, fire-safe, sun-safe. Drapery
fabrics woven of Fiberglas

Beta yarn available nation- Prescei
ally from F. Schumacher & i
Co., J. H. Thorp & Co., B

Greeff Fabrics, Stroheim &

Romann, Knoll Associates.

*

*Fiberglas and Beta are Owens-Corning's Trademarks

Circle No. 33 on product information card



It's easy to see that a pooch would yearn for the
luxury of furniture covered in lovely FEDERAN
MANDALAY * —the inlay-process vinyl fabric that
suggests the exciting needlework of the Far East.

A royal spectrum of new colors is the setting
for MANDALAY'S textured depth and dimension. A
new dimension in time, too, because of its unsur-
passed wearability. (On this one, you can even let
sleeping dogs lie.)

Circle No. 34 on product information card

Mandalay features 16 decorator colors, including:
Bittersweet Golden

People have all the privileges

MANDALAY is just one of an abundant range of
luxurious vinyl fabrics from Federal, highlighted
by a complete palette of decorator-inspired colors.
Ask to see Federan's Barley Cloth, an original
homespun pattern, or Federan’s Seneca, a geomet-
ric texture reminiscent of native handicraft.

Each breathes fabric magic, ey, <
vith eye appeal for buy appeal.
Call the man from Federal.

“Federal's trademark for its alkene upholstery produc
Special order "'Viscount 65'° Free-Form Furniture by Roya'metal Corp., New York, N.

Bayberry Mediterran




BRITAIN’S DESIGN CENTRE

stand for an exhibition. They hired the sculptor
Lynn Chadwick who made them a stand so good
that it suggested the tools themselves could be
improved. Needless to say, Chadwick now designs
the tools and they are, apart from their practical
merits, by far the best sculpture he has ever done.
Similarly, Hille Contract Furnishings owes much
to its Record designer Robin Day.

I have given the barest outline of the Council's
efforts, having mentioned nothing of their work
in schools, through lectures, tours. and films: or
of its liaison with retail stores in organizing
courses and exhibitions; or of the boost it gives
manufacturers through its overseas exhibitions,
and through fostering the idea that the respon-
sibility for good design policy is squarely in the
lap of the top brass. Its success in England was
assured as the country is small and compact; I
cannot see a similar, government-sponsored or-
ganization working here on such a comprehensive
scale. English people in all walks of life are
aware of the Centre’s existence and, if they have
money to spend, visit it before buying furniture,
electrical equipment, and even bicycles. Those
that have already bought like to go to see if their
taste is confirmed, coming away delighted if it is.

It is immediately obvious that the Council is
concentrating on the thing the English do su-
premely well—quality. Furthermore, the classier
the object—the new Jaguar XKE for instance—
the better the design, the more exquisite the work-
manship. Evidently the Council has not only
taken this simple truth to heart, but is trying to
extend the tradition down to the more mundane
objects. Most noticeable is the good arrangement

of the displays. Everyone is given enough space:
most of the room mock-ups are open on three
sides; china and glass stands on open shelves or
on tables so you can walk by on all sides. There
was a special Christmas exhibition when I was
there—some of the London newspapers had been
invited to present their ideas of a good Christmas
table. The Sunday Telegraph won my prize for
a relatively simple display involving white Nau-
gahide Eames chairs, set around a table laid with
a dark green cloth and a centerpiece of a lemon
tree. The others were more seasonable but fus-
sier, with much red, complicated centerpieces,
ruffles around candlesticks, and traditional,
though good, chairs.

Generally speaking, British color is pretty drab
beside American, and it’s best left that way for
they don’t seem able to handle bright color, or,
more likely, the light and atmosphere of the coun-
try is not favorable to it. Either way, both domes-
tic and office displays appear austere and sub-
dued. Textiles are often plain, and when pat-
terned the tendency is toward a large design. If
paintings are used at all they are usually small
and discreet. Art has not driven a wedge into
the British consciousness. They are not a parti-
cularly “visual” people anyway, and do not use
color and decoration for its own sake. In fact I
would say (only half-frivolously) that the only
time they show any visual sense is in military and
Royal parades and in houses for the rich. Their
feeling for art is expressed indirectly in a desire
to do a good job, and, as T have already men-
tioned, this appears most clearly in their high
class products—the Purdey rifle, the handmade
shoe, the luxury car—where the beauty of design
springs from the object’s perfect functioning. (€)

-
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CHAIR GROUP (above left) by Beresford & Hicks Ltd. was
selected for new chancery building at British embassy in Wash.
ington. Printing exhibit (above) displays series of 31 house
magazines. Designed by Yorke, Rosenberg & Mardall and made
by Bath Cabinet Makers Ltd., desk units (left) which can be
arranged in various ways received a Design Centre Award.
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STATE INSTITUTIONS: THE EFFORT SHOULD BE DIRECTED

TOWARD GETTING PURCHASING COMMITTEES TO UNDERSTAND THE VALUE OF BUY-

ING QUALITY ON A PLANNED BASIS. BY LLOYD O. HUGHES & E. C. RANKIN

s OME contract furnishers regard themselves as
mere supply houses, catering to every customer’s
hope to “fill up a room” at the lowest possible
cost. Others emphasize the problems they are seek-
ing to solve rather than just the specific products
they have to offer; and from this attitude, in our
experience, comes growth for contract suppliers
and a wider range of clients for their services.

Emphasizing this latter approach has brought
us exceptional results in two largely untapped
areas where most previous purchasing was done
on straight bid proposals. These are purchasing
committees or executives for colleges and mental
hospitals—particularly the state-operated insti-
tutions.

In developing these institutional areas, our
main effort has been directed toward getting pur-
chasing committees to understand the value of
purchasing quality on a planned basis—rather
E. C. RANKIN and LLOYD 0. HUGHES, part- than. re]yix}g solely on a.bid.. The fact that the
ners in contract furnishings firm of Hughes- public realizes that state institutions do not have
Rankin, High Point, N.C. to be drab and that “institutional green” is out-
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LOUNGE FOR VISITORS at mental
institutien, opposite page, features
distinctively non-institutional fur-
nishings. Top photo at right is one
of 40 classrooms designed for a
large church school project. Chairs
here and in a university student
lounge, bottom photo, are by Thonet.

worn has had a great deal to do with our success.
The new attitude toward public buildings, which
has slowly influenced boards of directors and pur-
chasing committees, has led to our doing exten-
sive work for the University of North Carolina,
East Carolina College, North Carolina Women'’s
College, Wake Forest, Furman University, in
South Carolina, and a host of others. In addition,
for the past few years we have been helping mod-
ernize wards and day rooms in a number of state
mental institutions.

We have been so active in dormitory planning
that we have assisted the Hooker Furniture Corp.
of Martinsville, Virginia, with the design of a
special dormitory suite. The coordinated pieces
are specifically designed for student use. Ebonized
finishes, rubber cushioned leg glides, and other
quality construction details, assure durability de-
spite semester-after-semester hard use. Aside
from “double-room” scaled case goods, the line
also features study desks with matching woods
and finishes. Desks have usually been a problem
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when the contract furnisher was forced to select
dormitory furnishings from a variety of lines.
The new “dormitory suite” has proved so success-
ful that one college purchased 70 rooms, sight un-
seen, from just the catalog presentation.

As do many states, North Carolina publishes

’

an annual listing of “preferred suppliers.” We are
careful to be represented in this guide with as
many of our 20 to 30 lines as possible. It takes
time but inclusion in such a listing is a prere-
quisite for selling to any of the state’s agencies.

The mental hospitals on which we have worked,
provide a good example of how a market develops
and how only an experienced contract firm can
bring various elements together to solve special
problems. As with every contract job, a detailed
presentation is prepared by our designing staff,

In the case of mental hospitals, however, this
presentation is made only after long discussions
with the head psychiatrist. What are the require-
ments of the patients occupying this room? Are
they violent or passive? Which colors are apt to




STATE INSTITUTIONS

incite, which are calming? These are some of the
questions asked before the design staff begins
matching available products to the installation.

Although there are variations from one project
to another, certain patterns have developed. For
example, staff psychiatrists seem to agree that
yellow is a “taboo” color. “Milding disturbing” is
their verdict, contradicting the generally held
opinion that yellow is a “cheerful” color. For the
same reason, bright reds are also out. Blues,
greens, and especially corals—particularly in
bright shades—are preferred. One recent hospital
project designated that each room door be painted
a different color, “so patients can identify their
rooms quickly.”

The careful selection of color—on the basis of
what is best for the patient rather than on the
basis of which shades are m