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Focus on Entertainment

Please Don't Show the Kids: Behind
the Scenery with Nickelodeon in Manhattan Ry G -

. AlLeading Industrial Design Firm in Sunnyvale,
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Davis Furniture presents 7/Aesis—

an exciting series that is truly a study
in intelligent design . . . expressing the
purity of line and form in beautiful
beech wood and metal . .. lightweight
in appearance, yet extremely sturdy.
This collection of Cantilever, Bar Stool,
Stacking Arm Chair, and Stacking
Armless styles will enhance and freshen

your office design.

Thesis— the balance discovered

between form and function.

DAVIS

D avis Furniture Industries, Inc

2401 S. College Drive

I Point, N(

phone: 910 889

fax: 910 889 0031
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PRODUCT FOCUS

WALLCOVERINGS FOR HOSPITALITY

How to cover walls with lively patterns that must be
subjected to considerable wear and tear would seem
to be a mission tailor-made for wallcoverings designed
for the hospitality industry. Shown here is how
graciously the job can be done.

NOT-SO-FLEETING IMPRESSIONS

The Art Institute of Chicago Collection from ES.
Contract uses historical inspirations to bring a
moderately priced textile collection back to the future,

GIMME POWER

KI's Powerlp gives power to the people and their
laptops by bringing wire management to virtually
any work surface in an audible snap.

DESIGN

KISSED BY A FROG

No one escapes the emotional experience of design
at frogdesign in Sunnyvale, Calif., designed by
Michael McDonough Architect.

FINALLY A FACE

With an addition and renovation by Perkins & Will,
Sharon Hospital has become rural Connecticut’s
mosl striking answer to outpatient-focused.
holistic health care.

LOOK TO THE NORTH

The Taos and Picuris Pueblo Indians have no
reservations about turning to the health care services
of the new Taos/Picuris Pueblo Health Center of Taos,
N.M., designed by Weller Architects.

WE'RE STILL NO. 1

Staying ahead of the car rental pack is the deliberate
goal of the new Hertz Orlando Airport Facility,
designed by Richard Dattner Architect.

ARE WE HAVING FUN YET?

As the value of entertainment to the American
consumer continues Lo expand, so do opportunities
for designers Lo serve this still-fledgling industry
where anything goes.
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THERE GOES THE NEIGHBORHOOD

In a city famed for its neighborhoods, design imitates
reality in Nickelodeon's Manhattan headquarters,
designed by Fernau & Hartman Architects.

FIRE AND ICE

The Club at Kiel Center draws sports fans in St. Louis
who like good food and drink to a gathering spot
designed by Interior Space Inc. that packs almost as
much action as the games.

HAIL TO HIS MASTER'S VOICE
Sorry, no tea and scones—only music at HMV stores
across America designed by Elkus/Manfredi.

BUY SMARTER
Can purchasing be a legitimate and rewarding
service for design firms?

TECHNOLOGY

IMAGINING PERFECT

DesignTex and architect William McDonough had to
start from square one in creating a completely
environmentally safe line of upholstery textiles.

DEPARTMENTS
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MARKETPLACE
BOOKSHELF
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AD INDEX
PRODUCT INDEX
PERSONALITIES

Cover Photo: Detail of museum at frogdesign, Sunnyvale, Calif,
Photography by Steven Moeder.
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Years Ahead.
New Armstone®
Classic 2000.

In the next millennium, all cast marble tile will
be chasing new Armstone® Classic 2000.

« 21st century styling and colors.

« Designed to coordinate beautifully with Armstone
Treasure.

- High technology resins to make it stronger and
more abrasion resistant than quarried marble.

« A surface free of pores and fissures that trap
dirt and stains.

« UL listed for slip, ADA compliant, and backed
with a 10 YEAR WEAR WARRANTY.

Step into the next century today with Armstone
Classic 2000.

PermaGrain Products, Inc.
— 610/353-8801

Zow | FAX610/353-4822
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Kenneth Walker,
FAJA, designer
of retail space.
Pioneer of inter-
active marketing.
Innovator. And
specifier of
carpet made of
DuPont Antron.




After working with bricks and mortar my whole architectural career,

I'm now fascinated by interactivity.

After all, retail architecture and design is not about enclosed space.

It’s about persuasion. Seduction.

And whether you're on a traditional four-lane highway

or an interactive highway,

the principles of commercial persuasion remain the same.

Our challenge is to create a silent salesman.

We can do this through bold signs and symbols that can be read
and registered at high speeds from vast spaces.
We can use interactive networks and media to create
new selling environments. And build relationships.

Not as replacements for bricks and mortar, but as extensions.

ol PONT

Antron

Only by DuPont
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EDITORIAL

Your Nameless. Faceless, Ever-Present Client

Architects and interior designers are often accused by
their clients of not listening to them. Yet the truth is more
complicated than that. The best architects and interior
designers today could probably be accused of listening
too much, addressing the concerns of the end-user, the
community and yes, themselves, as well as the client in
the final design. Besides giving clients what they want to
earn a living, what are designers trying to accomplish?

Perhaps the designers’ definition of “client™ asks too
much of their clients. Architecture and interior design
began pulling away from
adapting Classical forms to
the lives of contemporary
people—a process standard-
ized and codified in the 19th
century by the Ecole des
Beaux Arts—at the start of
the industrial age. Design
shifted its focus to the search
for new, pragmatic forms
drawn directly from the
everyday functions of con-
temporary people, marking
the birth of Modern design.

Writing in 1841, Augustus
Welby Northmore Pugin
declared, “There should be no
features about a building
which are not necessary for
convenience, construction, or
propriety... the smallest detail
should... serve a purpose, and
construction itself should
vary with the material
employed.” Pugin made no
distinction between the needs
of a building's occupant and
its client. His search for form
began with functional need, pure and simple.

How poignant therefore is architect Peter Eisenman's
comment in the April 1996 issue of World Architecture:
“Everybody thinks the aim of architecture is to make peo-
ple comfortable. I believe the role of architecture is to
make people aware of their physical environment. We
need to get back to physical reality. And part of it is per-
haps horrific, chaotic and anxiety-producing....” Thus, the
joy of making form for form’s sake lives on.

Could Pugin and Eisenman both be right? The conflict
was highlighted recently at the 1996 National Convention
of the American Institute of Architects in Minneapolis,
when Mayor John O. Norquist of Milwaukee, Wis., asked
architects to join him in the rebuilding of his increasingly

suburbanized city of some 630,000 residents. Having
taken the lime to master urban design issues and to deal
decisively with zoning and planning laws, Norquist
expressed his concern for the behavioral impact of the
changing environment on Milwaukee by comparing it in
its prewar and postwar days.

This city of heavy industry and high technology has all
too often traded its small-scale, mixed-use streets with
50-ft. wide roads flanked by low-rise blocks with shops
on grade and two to three floors of apartments above for
multi-lane highways with
strip malls set far behind
parking lots dominated by
pylons for lighting and sig-
nage. “Can architects help
Milwaukee create new peo-
ple-friendly public and pri-
vate spaces worth showing to
our families and friends?”
Norquist pleaded. “Why do
we have to travel to Disney
World to see the Main Street
we once had?” Chastened
architects gave Norquist a
standing ovation.

Of course, knowing what
the client wants and assum-
ing what the client needs
draws a very fine line for the
designer. After all, many of
Norquist's business constit-
uents were probably satisfied
with the highways, strip malls
and parking lots. It is largely
the designer's commitment
to making design serve
everyone who uses the man-
made environment, includ-
ing the designer whose passion for form-making has
not been extinguished by the economic pressures of
our times, that makes the issue so hard to resolve. Paid
to fulfill the client’'s program, we supplement it with an
agenda of our own,

Who uses the man-made environment, after all? What
an architect or interior designer creates for the client may
be experienced by many others both during the client’s
possession and long afterward. In this sense, the decisions
of a designer will affect unseen yet very real occupants for
vears Lo come. If we ignore what the client wants in his
project, we can be rightly accused of not listening. On the
other hand, what leeway do we have to ignore the larger
role our work plays in the community and over time? ~&

/%75:

Roger Yee

Editor-in-Chiel
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THE BOHEME.

DESIGNED BY HECTOR CORONADO.

NEW FROM UNITED CHAIR.

united chair
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Congress Takes on
Prison Industries

Grand Rapids, Mich.- Legislation is being finalized
in both the U.S. House of Representatives and
the U.S. Senate that would require Federal
Prison Industries (FPI) lo compete with all
other industries for contracts. FPI currently
has a special preference which bars federal
agencies from buying products anywhere else
unless they are granted a waiver by FPL

In the House, Rep. Pete Hoekstra and Rep.
Jan Meyers are enlisting co-sponsors for a bill
which would implement the National Perfor-
mance Review recommendation that our gov-
ernment, “Take away the Federal Prison
Industries’ status as a mandatory source of
federal supplies and require it to compele
commercially for federal agencies’ business.”

In the Senate, Carl Levin's office has been in
touch with Spencer Abraham'’s office about
jointly offering a bill. Members of Congress
were contacted in February by the following
organizations: American Society of Interior
Designers, BIFMA International, Business Co-
alition for Fair Competition. Business Products
Industry Association, Industrial Fabrics Asso-
ciation International, International Interior
Design Organization, National Association of
Manufacturers and the U.S. Hispanic Chamber
of Commerce. Organizations supporting the
new legislation will be collectively going by the
name of the “Competition in Contracting Act
Coalition™. All of the industries that are affect-
ed by FPI's production of some 85 different
products are being invited Lo join this effort.

A/E Firms Pursuing
Advaneed Automation

Newton, Mass.- In a recent survey conducted by
PSMJ Resources Inc., a vast majority of A/E
firms are pursuing more advanced levels of
automation for their practices. Firms are
adopting everything from e-mail and access
to the Internet, to electronic time sheets and
staff’ scheduling applications in an effort to
stay competitive and profitable in the ever-
changing A/E environment.

“No firm should make the mistake that it
can rest on its present capabilities,” states
Frank A. Stasiowski, FAIA. president and
founder of PSMJ Resources. “There are some
firms that indicate they are not planning to add
automation capability to their firms. With the
majority of firms embracing automation, they
run the risk of becoming uncompetitive in
either services or costs.”

The results of the survey indicate that
foremost among these advances is the dra-
matic expansion of the Internet within the
A/ community, with 34% of respondents
indicating that they have plans to develop a

TRENDS

home page on the World Wide Web in 1996,
and 30% planning to add e-mail capabilities
1o their networks. Further, while only 31% of
the firms access the net, 33% more will be
surfing by vear's end. In one year's time, the
number of A/E firms with a home page will
have almost tripled. indicating that by the
end of the year almost half of the nation's
A/E firms will be represented on the World
Wide Web. For more information, call PSMJ
Resources Inc. at (800) 537-PSMJ.

Living Dangerously

Natick, Mass.- In 1994, when two prominent engi-
neering and environmental consulting firms
were nailed by the U.S. Department of Labor
for overtime compensation policies that violat-
ed the Fair Labor Standards Act. other A/E
firms around the country were concerned.
Many of them had exactly the same policies in
place, including the practice of paying straight-
time overtime to salarvied, “exempt™ employ-
ees. In some cases, auditors have reclassified
these employees as non-exempt, making firms
pay the difference between straight-time and
time-and-a half retroactively.

However, according to the results of a
recent nationwide survey released by Zweig
White & Associates, engineering. architecture
and environmental consulting firms have done
little to break out of some of the biggest liabil-
ity-creating practices. The 1996 Policies &
Procedures Survey of A/E/P & Environmental
Consulting Firms is based on an in-depth sur-
vey of 279 firms across the U.S.. covering
compensation and overtime, paid leave, pur-
chasing and contracting authority, hiring and
liring, and dozens of other policies that go into
a firm’s employee manual. Among the findings
in this year's edition:

* 42% of A/E environmental consulting
firms still pay overtime to salaried, exempt
employees.

* 68% of firms that pay overtime to exempt
employees pay straight-time (i.e., the weekly
salary divided by 40), not lime-and-a-half.

* 87% of those firms include this over-
time in the employee’s regular paycheck.

* 36% of A/E and environmental consult-
ing firms offer compensatory time to exempt
employees. Of those that do offer comp time,
54% bank it on an hourly basis.

The Policies & Procedures Survey of A/E/P
& Environmental Consulting Firms can be
ordered by calling Zweig White & Associales
at (508) 651-1559.

Commissions & Awards

The New York office of Perkins & Will was selected
for a national contract by The Center for
Human Reproduction to plan and design in-
vitro fertilization clinics and laboratories. The
Center, headquartered in Chicago, is expanding

its practice 1o New York and Florida; with ren-
ovations in Chicago and Schaumberg, I1l.

Tod Williams, Billie Tsien and Maya Lin are the win-
ners of The American Academy of Arts and
Letters annual awards in architecture.

Chicago-based Mitchell Design has been selected
by St. Mary’s Hospital in Kankakee, 1ll. for the
interior planning and design of the renovation
of their West Wing building. a 78-bed patient
care building that includes several ancillary
services departments.

Boston-based Shepley Bulfinch Richardson and Abbott
has been awarded the Honor Award for
Modern Healthcare from the American
Institute of Architects for The Clinical Center,
Deaconess Hospital in Boston.

Atlanta-based Stevens & Wilkinson Interiors Inc., has
been retained by Coopers & Lybrand, L.L.P
for the renovation of their offices in Atlanta.

The 1996 winners of the James Beard Founda-
tion Restaurant Design Awards are: Bar 89,
New York, designed by Gilles Depardon, AlA, Kathryn
Ogawa, AIA, and Janis Leonard of Ogawa/Depardon
Architects, New York, for Best Restaurant
Interior Design: and The Double A, Santa Fe,
N.M., designed by Mike Fink, Clarksville, Tenn.,
for Best Restaurant Graphics.

David W. Beer, FAIA, of Brennan Beer Gorman
Monk/Interiors, New York. is a recipient of
the Hospitality Design ‘96 Platinum Circle
Award. The award honors individuals whose
vision and art raise the standards of excel-
lence in hospitality design.

Lou Switzer, founder and chairman of The Switzer
Group, New York, has been named a recipient
of the 1996 Ellis Island Medal of Honor.
Presented by the National Ethnic Coalition of
Organizations, the award is presented each
vear to deserving ethnic Americans in recogni-
tion of their outstanding professional and
patriotic contributions.

VOA Associates, Orlando, Fla., will provide pro-
gramming, space planning and construction
management for the offices of Liberty Mutual
Insurance in Longwood, Fla.

Anshen + Allen, Architects, San Francisco, has won
an international design competition for the
Shanghai WayToFund International Finance
Center. a 25-story, 1,230,000 sq.-ft. mixed-use
complex in Shanghai, China. The firm also
received the 1996 National Honor Award from
the AIA for Design Excellence in Architecture
for Bourns Hall Engineering Science Building,
University of California, Riverside.

Dallas-based Wilson & Associates is designing The
Table Bay Hotel at the Victoria & Alfred
Waterfront in Cape Town, South Africa.
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Dul‘kam's exclusive Masterworks Collections oave us the

|'|<'.\il)ili1_\' to customize a look of classic traditional refinement.

Their precoordinated patterns allowed us to custom color, which

provided a unique design solution for the entire hotel.”
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The American Society of Interior Designers
(ASID) has selected Joseph Minton, ASID, of Fort
Worth, Texas, 1996 Designer of
Distinction. The award is based on the nomi-
nee's career-long professional achievements
exemplified by creative and imnovative work
that has advanced the profession of interior
desien. ASID also announces that The Center for
Health Design of Martinez, Calif., is the recipient ol its
1996 Design for Humanity Award. The award
honors an individual or institution that has
made a significant contribution towards

as 1s

TRENDS

improving the quality of the human environ-
ment through design-related activities

RTKL Associates Inc., Baltimore, has been awarded
the following design projects: the complete
renovation of the lobby of the historic Army
and Navy Club Building, Washington, D.C.: the
96,000-sq. . U.S. Embassy in Kuwail; the
7.000-sq. ft. licensing and marketing offices ol
NFL. Players Inc., a subsidiary of the NFL
Players Association, Washington, D.C.: and the
renovation and expansion of Chinook Centre,

AMAZING RESILIENT
SHEET VINYL FLOORING

THIRTEEN
EMBOSSED "l;

PATTERNS \
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< BEAUTIFUL
VERSATILE
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/N & TOUGH
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A DREAM
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LONPLATE II

STEVEN SPIELBERG’S DIVE! RESTAURANT

LOS ANGELES

lonseal
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the largest shopping center in Calgary, Canada.
Petroff Partnerships Architects, Toronto, are archi-
tects-of-record for the Chinook Centre project.

Payette Associates Architects Planners, Boston, has won
a design competition for Bicentennial Hall, a
new, 200.000-sq. ft. multidisciplinary, instruc-
tional facility at Middlebury College in Vermont.

People in the News

Mike Novitski has been named director of intel-
lectual property and design operations at K,
Green Bay, Wis

Karen Anne Boyd and Gregg DeAngelis, have been
named principals of Helpern Architects,
New York.

The following promotions have been made at
The Ritchie Organization (TRO): W. Kregg Elsass,
AIA has been promoted to vice president and
principal and Robert W. Hoye, AIA has been
named managing principal, Newton, Mass.
office: Dennis C. LaGatta, AIA has been appointed
vice president and principal for the Sarasota,
Fla. office; and William J. Pantsari, AIA has been
promoted Lo vice president and principal in
the Birmingham, Ala., office.

Gensler, Architects and Planners. announces
that Diane J. Hoskins has been named a vice pres-
ident and is the managing principal of the
firm's Washington, D.C. and Atlanta, offices
and the Baltimore project office; Christine L Banks,
AIA has been named director of design for the
Washington, D.C. and Baltimore offices; and
Kenneth P. Baker was named a design director
based in the firm's Washington, D.C. office.
Baker will also be working on projects handled
through Gensler's Baltimore project office.

Dan P. Scott has been named president of The
Business Products Industry Association,
Alexandria, Va.

The International Furnishings and Design
Association, headquartered in Dallas, has ap-
pointed Jennifer A. Lewis as its executive director.

Theoharis David, of Theo. David & Associales
Architecture Planning, New York, and Ameld Mikon
of Smith Hinchman & Grylls Associates Inc.,
Detroit, have been elected to the College of
Fellows of the American Institute of Architects.

BEI Associates, Detroit, has appointed Herman
Schmidt, AIA, director of health care facilities.

Nancy Lewy has been named a principal ol
Interior Architects Inc., Los Angeles.

Robert C. Davidson, Jr., has assumed the role of

| chairman and chief executive officer of Surface

Protection Industries Inc., North Billerica,
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MAP LEGEND
North America...dots, strings
South America...small dots, stones
Africa, Europe...dense dots
Pacific Ocean...stones, dots
Atlantic Ocean...metallic dots, strings

Discover a new world of creativity with ChromaSpec;" a proprietary seamless liquid wall
covering system that adheres to virtually any surface. Backed by a 3-year warranty,
ChromaSpec will not chip, crack or fade. It's completely eco-friendly, so evacuation is never
required. And it's virtually indestructible: ChromaSpec far exceeds the durability of the best
commercial vinyl. Our unique application system provides an infinite choice of colors and
patterns... a world of design and texture options to explore.

SEAMLESS LIQUID WALL COVERING SY
1-800-220-5656

Suite # C-228 Merchandise Mart at Neocon
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When an extraordinary space
requires extraordinary options,

it must be Mannington.







iy

* No other single source in the flooring
/ wsnry offers design professionals more
ycoiors patterns, textures and materials.
Conmercml sheet vinyl. Vinyl composition

tile. Broadloom carpet. Six-foot vinyl backed

carpet. Evem-modular carpet tile. You name
it; chances are we have it. And because all
Mannington Commercial floors are specifically
designed to work together, there are literally

thousands of flooring combinations you can
create from our palette. All with the assurance
Mannington Commercial’s support team will
provide the materials you need where you
want, when you want.

To learn more about Mannington’s
flooring options, or to obtain samples, call
1-800-241-2262.We'll give you all the
options you'll need.
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Mass., and has appointed Melvin
Gagerman as president and chief
operating officer.

Margo Jones, FIIDA, has joined Heery
International, Atlanta, as director
of interior design.

MWM Architects Inc., Oakland.
Calif., recently hired Jay H. Wickman,
AlA, as regional manager of ils
Guam office.

Business Briefs

Wolff/Lang/Christopher Architects, Inc.,
Rancho Cucamonga, Calif., has
formally adopted the new name
WLC Architects, Inc.

Standard Desk, a major manufactur-
er and supplier of general and
executive wood office furnishings
in Laval, Québec, Canada, was
recently acquired by Xception
Intemnational Inc. of Québec, Canada.

~«—Circle 12 on reader service card

TRENDS

MDC Wallcoverings, Ik Grove Village,
lll., has acquired RM LLC, also of EIk
Grove Village.

New York design firm Hillier/Eggers
has extended the scope of its ser-
vices Lo encompass not only tradi-
tional architectural and interior
design work but also real-estate
and facilities consulting.

Fifteen members of the profes-
sional design staff of James
Northcutt Associates have joined Wilson
& Associates in its expanded Los
Angeles offices.

Through its network of 18 chap-
ters, the Intemational Furnishings and
Design Association has pledged Lo
assist the some 125 Ronald
McDonald Houses in the U.S.
with their interiors, ranging from
design advice and remodeling to
assembling the decorative ele-
ments for a new facility. For more
information about contributing
lo IFDA's Ronald McDonald
House outreach, contact Sharon

Clancy Lienau at (312) 649-0575.

The American Society of Interior Designers
will unveil a new, world-wide
referral service for residential and
commercial design clients. For
commercial/contract design pro-
jects, call (800) 610-ASID.

Steelcase, Grand Rapids, Mich., has
entered into a joint venture with
Industrias Reunidas OCA, a leading man-
ufacturer of office furniture in
Brazil. The joint venture allows
Steelcase to continue to serve its
multi-national clients who are
eslablishing operations in Brazil
and South America. The new com-
pany will be called Steelcase 0CA and
it will operate from Sao Paulo.

Perkins & Will will open a Los
Angeles-area office and welcome
Gaylaird Christopher, AlA, as
principal in the firm’s education
group and head of the new olfice.,

Three senior architects with the
St. Louis office of Stone Marrac-
cini Patlerson are forming a new
company, Ottolino Winters Huebner,
which will remain in St. Louis.

Coming Events

July 31-August 4: ASID Annual Conf-
erence, Baltimore Convention
Center, Baltimore; (202) 546-3480.

August 9-10: DesignFest 1996,
Orange County Convention Cen-
ter, Orlando, Fla.; call IIDA's Flor-
ida Chapter at (800) 678-9490.

October 6-8: World Workplace "96,
Salt Lake City; (713) 62-WORLD.

October 6-8: ISFE's Annual Facilities
Management Conference, “FM ‘96:
Facility Management or the Next
Corporate Dinosaur?”, Royal Son-
esta Hotel, Cambridge, Mass.:
(617) 253-7252.

October 15-20: ORGATEC Interna-
tional Trade Fair for Office Fur-
nishings and IFCOM User Fair for
Information and Communication,
Cologne, Germany; (212) 974-8835.

November 7-9: InterPlan, New York
Coliseum, NYC; (212) 714-1300.

22 Prindie Hill Road
Orange, CT 06477

Our industry’s decision makers have
become more knowledgeable about
their electrical needs, and are

beginning to demand more choices.

eca
==

800-521-3175

Electri-Cable Assy, Inc.

YOU'LL NEVER HAVE TO THINK ABOUT
ELECTRICAL SYSTEMS AGAIN!

Until now, furniture manufacturers had no choices in their offering
of an electrical system to their customers.

With all the selections of furniture
styles, fabrics, etc. only one type of
electrical system was available.

DI

S distinct electrical
systems to meet the
requirements of the end

user. And all ECA
systems are mechanically

Tele: (203) 799-7554
Fax:  (203) 7997548 interchangeable.
Circle 13 on reader service card
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MARKETPLAGE

- Marvel's Symmetry is a “Total Fumniture Solution” for the information age
Altura Architectural Products workplace created by designer Zooey Chu. Symmetry can be used to create
offers interior aluminum framing team-oriented open offices, semi-private shared offices, and even totally pri-
that is extremely versatile, envi- vate offices. It can also be used to fumish conference rooms, telemarketing
ronmentally friendly, cost effec- stations and training areas. Symmetry's innovative wire management system
tive, and aesthetically pleasing. features eight outlets at each raceway that allow electrical power to be avail-
Unlike hollow metal and wood, able anywhere along the entire work surface.

aluminum framing remains unaf-
fected by climate conditions. The
flexibility of aluminum framing
creates the ability to accommo-
date building inconsistencies
and eliminate accessibility prob-
lems. The framing can be deliv-
ered in a stock length and fabri-
cated at the job site or the wall
can be pre-engineered and
shipped in knockdown form for
local assembly.

Circle No. 201

Circle No. 202

The October Company is now offering its Mettle Mica® and =
Vortex Collection™ finishes with a phenolic backer. These metal- <t\/'
lic laminates are easy to apply with standard contact cements, or .
they can be fastened mechanically. They can be used in 48y
architectural applications such as hotels, casi-
nos and offices for wall and ceiling pan-
els, display cases and store fixtures.
As with all the company's metallic
laminates, the new phenolic-
backed finishes can be cut,
routed and drilled with
most standard wood-
working tools.

Circle No. 203
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Harter and Textus have

been working together to

bring to market an

Alliance program that

will provide specifiers the

flexibility of COM textiles
with the ease of a standard
fabric on Harter seating. The
alliance will bring about a new
set of fabrics, many of which are
on a new sample card available from
Harter. The textiles on the sample card fall into three categories of tapestry, geo-
metric patterns and textures. All of the textiles are available for specification, even
though only a portion will be carded for samples through Harter.

Circle No. 205

Integra introduces Cygnus Series Seating designed by Bruce Sienkowski of 2B Studio.
Cygnus is a collection of upholstered furniture pieces and tables intended for use in
lounge, lobby or reception areas. A uniquely designed back cushion maintains an open-
ness for ease of cleaning while keeping a sofa-like appearance. Designed in modules,
Cygnus consists of one-, two- or three-seat units that may be used as chairs and sofas
or combined with two-, three-, or four-way tables to create seating systems.

Circle No. 204
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Perhaps your search for the right kind of office furniture has left a
bad taste in your mouth. Consider Invincible’s VISTA 2000.

Versatile, expandable, affordable, quality modular workspace furni-
ture...the furniture you've been looking for to adapt to the needs of
your workers. Deliciously ergonomic...VISTA 2000 has limitless
potential to create an environment reflective of your taste.

Discover VISTA 2000.

Does something smell fishy when it comes to furniture companies
claiming to enhance your work flow?

Correct posture and comfort levels are more than just words. VISTA
2000 brings those concepts to reality through such innovations as the
Flexstand Adjustable Workstation. Got a nose for news in office furniture?

Discover VISTA 2000.

Seeing is believing. A picture is worth a thousand words, but
experiencing the VISTA 2000 for yourself is indescribable.

See how freestanding modular workspace furniture can change your
outlook on performance. An abundant choice of color possibilities is
available with VISTA 2000's proven 5-Day Quick Ship Program.

Discover VISTA 2000.

Feel the difference of a less bulky, more user-friendly system.

The VISTA 2000 system works hand-in-hand with your team to meet
the challenges of today’s office conditions. The textures, the style and
the affordability you seek is within your reach when you...

Discover VISTA 2000.

P Perhaps if's time for you to hear all the details about VISTA 2000. This
" is the system that has the features that will be music to your ears.

Versatility, adaptability, expandability, mobility, affordability. ..if you think
" all this sounds too good to be true, you need to...

Discover VISTA 2000.

Here’s the bottom line: When you put it all together, you'll choose Invincible. Isn't it time you came to your senses? We Triple Dog Dare you to f



ome to your senses.
Workspace Furniture

RIS | R
o

¥
IV
¥
R e

U Invincible

Office Furniture

International Headquarters & Showroom
Manitowoc, WI 54220 « (414) 682-4601 « 800-558-4417 « Fax: (414) 683-2970

system better than VISTA 2000 or a furniture company better than Invincible!

- Y ey



MARKETPLAGE

Giati Designs introduces The Azia
Collection, designed by Mark Singer.
This 10-piece teak furniture collection is
the first specifically designed to be func-
tionally and aesthetically compatible with
interior as well as exterior usage. The
Azia Collection features removable, dec-
orative chair back and side panels that
can be customized with a wide range of
materials. Decorative cane panels and
inserts are standard on Azia tables,
chairs (such as the Dining Club Chair,
shown) and accessory pieces.

Circle No. 206

-
Congoleum Corporation introduces
»  Selections™, a premium vinyl com-
position tile line. Selections offers
blends of different color chips
within each tile that comple-
ment the base color. The
muiticolored chips pro-
vide greater design
flexibility by allowing
designers and specifiers to
g coordinate the tile with many
> different elements of the interior
decor. Selections carries a Commercial
Five-Year Limited Warranty against manu-
facturing defects and discoloration.
Circle No. 208

>
Folia HPL Images are a custom laminate
product that gives interior designers as
well as display and exhibit builders the
flexibility to create their own designs or
images in a high pressure laminate.
Folia high pressure laminate images are
thermoset plastic surfacing materials that
consist of multiple layers of specially
processed papers impregnated with synthet-
ic resins. The image layer is encapsulated into
a solid sheet under the effect of high tempera-
ture and pressure. Folia HPL Images are imper-
vious to moisture, resistant to bacteria, ciga-
rette burns and scratching.

Circle No. 210

KnollTextiles introduces Honeycomb, a dimensional,
textured upholstery fabric by Jhane Bames.
Honeycomb has a finely-scaled grid that enhances
both geometric and curvilinear furniture forms. It is
available in 11 colorways, including bright primary
and secondary colors such as Lemon, Flame, and
Ultramarine and in subtly-colored neutrals such as
Wheat and Dove. Honeycomb is ideal for heavy duty
use in office seating, reception areas, auditoriums
and hospitality applications.

Circle No. 207

A CCN Intemational offers an endless array
of conference room solutions. Standard
table sizes range up to 20-f. in length or
10-ft. in diameter and may be equipped
with any of numerous wire management
fittings. Conference room credenzas,
whiteboards, audio visual cabinetry and
podiums are included as intrinsic parts of
the various designs offered. Pictured here
is a Tocotta Table and conference room
credenza in cherry with maple trim and
figured anigre tops.

Circle No. 209
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Forget
About This
Chaur.

Purpose Seating from Kimball.

Purpose supports in a passive way. So absolutely simple and comfortable
that you’ll forget your chair is even there. Simply set it and forget it.
This high performance ergonomic chair will continue to perform all day.
Created primarily for those of you who move about the office performing a
variety of tasks, Purpose is available in high-back, mid-back and guest models.

< KIMBALL
800.482.1818
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.
Commencement Coron from
Armstrong World Industries features
a non-directional, open-look granite
visual in 10 coordinating colors to
help create custom looks and add
design flexibility. Commencement's
neutral tones and deep accent col-
ors complement the natural looks
of today’s commercial interior
designs, coordinating with current
laminates and fabrics, as well as other
Armstrong products.

Circle No. 211

-
Macro Electronics
Corporation intro-
duces Skyhook
Retractable
Lighting
Support,
which pro-
vides a con-
venient and
aesthetic ceiling
mounting device
for any multipurpose
public space or room
that occasionally requires
spot and theatrical lights. The
Skyhook lighting support is built into
the ceiling via a flush 4 1/2-in. square cover plate
on the finished surface of the ceiling.

Circle No. 214

°

The landscape of Venice and its long tradition of decorative
diversity serves as the design springboard for the Venezia
Collection by Brunschwig & Fils. The nine fabrics, 29 coordinat-
ing wallcoverings and seven border
designs of the collection convey the
city's spirit of romance. The
imagery and motifs found on
the reversible cotton fab-
rics encompass a broad
range of references
from the city's art and
architecture. The hues
of the 70 colorways
range from pale
cream to brilliant yel-
low and gold, from a
deep crimson to a
vibrant sea blue.
Shown here are Abruzzi,
Portofino, Sardinia and
Persian Miniature.
Circle No. 215
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While Puzzles visually reads as a
chenille, it is actually a
cotton/polyester blend with
acrylic backing and
Scotchguard™ protection. The
multi-colored texture, offered by
Paul Brayton Designs, works to
conceal daily wear and tear.
Puzzles' subtie texture answers the
call for projects that demand a “solid
that's not a solid” and remains well
within most budgets. Available in 10 col-
ors, Puzzles is 66” cotton and 34% polyester.

Circle No. 212
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Architectural Metal Walls, from
Forms + Surfaces, allow specifiers
to create highly customized installa-
tions without recourse to expensive
detailing. For use on interior walls,
Architectural Metal is available as a
prefabricated panel system, com-
plete with optional preformed out-
side comer and base components.
For use on elevator doors or for
other vertical surface accents,
Architectural Metal is available in
sheet form. Readily available in a
wide variety of metal, finish and sur-
face enrichment options,
Architectural Metal Walls can be
specified in 40 standard embossed
patterns or custom patterns.

Circle No. 216

Kron usa has added lounge seating models to the Aranda collection of
office and conference seating, Aranda's back frames are made of a com-
bination of hardwood and plywood, webbed to provide extra bodily sup-
port. Steel lounge chair and sofa legs are available in either epoxy black
or chrome plated finishes. Each model is backed by Kron's five year
warranty and may be specified in a range of Kron European leathers,
Spinneybeck leathers, DesignTex fabrics, and COM/COL upholstery
choices.

Y Circle No. 213

JUNE 1996



IMAGINE.

LAN FURNITURE
THAT COMBINES
STYLE AND
SUBSTANCE.

NETCOM3.
THE TOTAL |
SOLUTION. |

NetCom3 LAN furniture. From the
award-winning line at Paralax.
With thousands of possible
configurations, NetCom3 provides
some very attractive possibilities.
These modular workstations offer
unmatched storage flexibility.
Superb cable management.

Easily adjustable shelves. And a
convenient rack mount option.

When you need to do it
all, it’s all the solution you need.

PARALAX.

NETCOMS IS A PRODUCT OF PARALAX
A DIVISION OF EDP, 2650 W. MIDWAY BOULEVARD




PRODUCT FOCUS

Wallcoverings
for Hospitality

How to cover walls with lively patterns that must
be subjected to considerable wear and tear would
seem to be a mission tailor-made for wallcoverings
designed for the hospitality industry. Although the
interiors of hotels, club houses and restaurants
deliberately transport their customers to a make-
believe world at least for the duration of a stay or
a meal, reality intrudes frequently in such all-too-
familiar assaults on the walls as stains, abrasion,
moisture and dirt. Shown here is how graciously

the job is done with today’s wallcoverings.

2 ¢ GONTRACT DESIGN

DESIGNTEX

DesignTex Inc. introduces Lexicon VIII, a
new vinyl wallcovering collection with nine
styles and 70 colorways. This collection
provides a wide range of design options
normally found in woven wallcoverings,
while offering the durability and ease of
maintenance associated with vinyl.
Lexicon VIII patterns are created using
three to four printing screens, which pro-
duce distinctive effects throughout the
surface based on the layering of color. The
collection is available in a variety of scales
and includes progressive wallcovering
options such as ochre, pumpkin and sage.

Circle No. 226

MDC WALLCOVERINGS

Traditional Effects, from MDC Wallcover-
ings, is a collection of fabric-backed vinyl
wallcoverings, 27-in. and 54-in. wide with
coordinate laser cut borders. The patterns
are traditional in design featuring
damasks, stripes, flamestitch, fleur-di-lis
and silk looks, all color coordinated.
Delicate crackle and faux textures give
added dimension. All items in the
Traditional Effects collection meet or
exceed the most stringent fire standards.

Circle No. 228

FLEXI-WALL SYSTEMS

Flexi-Wall Systems offers the 31- to 42-0z.
Plaster in a Roll™ wall covering to cover
problem wall surfaces such as concrete
block, tile, cracked plaster, elc. in a one-
step process. Plaster in a Roll has a Class
A fire rating, and is environmentally friend-
ly with no toxic waste. Rooms can be rent-
ed the same day this plaster wallcovering
is hung, so that revenue loss is kept to a
minimum. Also available are two weights
of plaster wall liners to use as a base for
painting or applying other wallcoverings.

Circle No. 227

CARNEGIE

Carnegie offers designers and specifiers
more possibilities for superior contract
textile use on walls, panels and furniture
with Xorel Two®. Xorel Two is remark-
ably resistant to fading, ensuring true
color for the duration of the project and
installs with virtually invisible seams. It is
sell healing so punctures made by tacks,
nails or even pens close by themselves
and without damage. Xorel Two is com-
prised of six new textural patterns in 122
standard colorways.

Circle No. 229

JUNE 1996




Custom Projects? We Invite Them.

At Forms + Surfaces, ideas are everything. And while our ideas for
Architectural Metal Surfaces take many forms, we want to see yours.
Consider our extensive palette of standard designs and materials a
starting point. Then unleash your imagination.

Let us know what form Architectural Metal should take on your next
project. Because design solutions should go beyond the ordinary.

FOrMS-+SUrFACces

800.451.0410 Fax 805.684 8620
Circle No. 18
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H & S SALES

H & S Sales presents Classic Walls, a col-
lection of 70 colored woven jacquards,
plain and warp design textile wallcover-
ings. Classic Walls is produced in mullet-
color tones of cotton, linen, silk, polyester
and rayon blends to enhance styling pos-
sibilities. All selections in the collection
are Class A flame rated and paper-backed
for ease of installation.

Circle No. 230

SEABROOK WALLCOVERINGS

Seabrook Wallcoverings has introduced
the Seabrook Designs Tucana Il collec-
tion, a commercial grade, Class A fire
rated wallcovering collection featuring
Type | sidewalls that coordinate with a
wide selection of screen-printed bor-
ders. Traditionally styled, Tucana III
offers designers custom production
opportunities in addition to the many
mix-and-match possibilities within the
collection book itself.

Circle No. 233
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EUROTEX

Concourse, a flatweave wallcovering from
Eurotex, brings a disciplined, architectur-
al look and the tactile aesthetics of wool
to hospitality interiors. The face yarn is an
80720 blend of wool and antistatic nylon
that meets FAA vertical burn standards
and meets or exceeds NBS smoke density
requirements. Concourse is Scotchgard®
protected and its surface texture conceals
marks from pushpins and tacks.

Circle No. 231

INNOVATIONS IN WALLCOVERINGS
Innovations in Wallcoverings introduces
the Iridium Series, a coordinated line of
four patterns consisting of Iridium, Iridium
Stripe, Iridium Twill and Iridium Braid. The
Iridium Series provides specifiers with a
durable and quality vinyl wallcovering that
resembles fine fabric with iridescent over-
tones. The Iridium Series is an affordable
choice for health care, contract, retail and
hospitality installations.

Circle No. 234

MAYA ROMANOFF

Maya Romanoff offers The Jewel
Collection, which features the award-win-
ning E-Z Clean™ wipeable matte, lacquer,
or metallic finishes. The Jewel Collection
is produced by stamping rayon-dipped
copper plates onto fine paper to create
the look of layered damask. The collection
is elegant and versatile and offers a Class
A flame spread rating. The collection is
installed with pre-mixed clear cellulose,
and custom colors are available.

Circle No. 232

J.M. LYNNE CO.

The Volterra Group of vinyl wallcoverings
was designed by Patty Madden for J.M.
Lynne Co. so that the texture effects keep
changing as one is moving through the
space. This is caused by the light hitting the
multi-layer metallics that are combined
with layers of colored ink. The stripe, dia-
mond and fleur de lis patterns that enhance
the textures are purposely played down in
their rank of importance.

Circle No. 235
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For information and catalog
contact Brown Jordan Contract
Sales Department

PHONE: 818/443-8971
FACSIMILE: 818/575-0126

BROWN JORDAN
9860 Gidley Street
El Monte, California 91731

] C

PITALL

Brown Jordan known for classic & contemporary outdoor furniture is now your
resource for restaurant dining, hotel room and lobl{y_furnisbings.

Select from our new contract catalog or let us make your design specification.

|
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MAHARAM

Maharam introduces Tek-Wall® Elite, the
latest addition to its line of polyolefin
wallcoverings. Tek-Wall Elite patterns use
fine yarns that create definitive, highly
refined designs comparable to fine natur-
al woven wallcoverings. Four of the pat-
terns in the collection present detailed
and refined designs with a silky look and
softer hand, while the other four offer a
slightly nubbier, textural look for applica-
tions requiring a heavier fabric. Patterns
include geometrics, plain weaves and
abstracts, as well as a rainforest design.

Circle No. 236

COLUMBUS COATED FABRICS
Satinesque® Contract  Wallcovering,
manufactured by Columbus Coated
Fabrics, has introduced a Core Binder
encompassing two volumes. The 54-in.
collection incorporates 30 designs, many
offered in three weights, totaling 963
sidewalls. The binder is arranged into five
themed sections: Elites, Essentials,
Strias, Naturals and Geologicals. All pat-
terns are fully scrubbable and strippable
and are Class A fire rated.

Circle No. 239
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ARC-COM

Powerwall is the newest line of fine wall-
coverings from Arc-Com  Fabrics.
Powerwall is a collection five distinct pat-
terns that combine softly spoken colors
and fabric in a graceful product that
makes a statement. The jacquard olefin
wallcoverings are not only appropriate for
hospitality, but for many other commer-
cial markets as well.

Circle No. 237

BLUMENTHAL

Blumenthal introduces Carnival, a 54-in.
wide contract vinyl wallcovering with the
look and texture of costly traditional
Japanese mulberry bark paper. Printed
with non-polluting, water-based inks,
Carnival is available in 20 colors with
opulent metallic wash overlays. It is
washable, durable and easily customized.

Circle No. 240

THE C/S GROUP

Acrovyn® vinyl/acrylic wallcovering from
The G/S Group absorbs impacts that
destroy common painted or fabric cov-
ered walls. Since Acrovyn’s integral color
and impervious surface resist most stains
and chemicals, routine cleaning keeps
walls looking new for years. Only water-
base primers and adhesives are used to
install the product, which results in a
clean, trouble-free installation and sub-
stantial savings. All Acrovyn products are
U.L. Classified, Class I fire rated.

Circle No. 238

ACROVYN
WALL & DOOR
COVERING

UNIKA VAEV USA

Unika Vaev's Resonance Collection of wall
and panel fabrics, designed by Dorothy
Cosonas, includes: Echoes, a jacquard
pattern featuring small circles that float
organically on the background; Mirage, a
textured solid dobby weave:; Passages, a
jacquard pattern based on a vintage
upholstery design, with columns of stripes
unbounded by geometrics; and Daydream,
a wavy jacquard image of a reverie, also
based on a vintage pattern. Each is avail-
able in five sophisticated colorways, and is
constructed of 100% polyester.

Circle No. 241
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Excitement gripped her entire

being as she anticipated what lay

the COvers. She girded herself, but

nothing could prepare her for the moment when

the architect flung open Vinyl Resource, revealing

the glories within. “Oh... Victor...” she gasped.

[ never knew vinyl could be like

( Great books don’t come along

every day. J.M.Lynne presents
the definitive collection of vinyl
wallcovering: the two volume
Vinyl Resource. If you don’t have
a copy, call 1.800.645.5044.

JM Lynne

The

Wallcovering

Circle 28 on reader service card




PRODUCT FOCUS

Not-So-
Fleeting
Impression

The Art Institute of
Chicago Collection from
F.S. Contract uses
historical inspirations to
bring a moderately
priced textile collection
back to the future

By Rita F. Catinella

The historic textiles that inspired F.S.
Contract's Art Institute of Chicago
Collection span time and space. Among
the patterns are Florentine Brocade
(above, lefd, based on an Malian fragment
from the 13th to 14th Centuries;
Mermimack Grid (above, middle), inspired
by an 1886-1890 detail depicting Children
At Play, and Kuba Diamond (above, right),
derived from a panel by the Kuba people
of Zaire, circa mid-19th Century.

37 CONTRACT DESIEN

verywhere you look today,
designers seem o be dig-

ging into the past for
design ideas. Just a brief glance
al the fashion runways, at whal
Prada, Todd Oldham and Anna
Sui are putting on the backs ol
trendy shoppers of the "90s, sug-
gests that if it's old, it's in. ES.
Contract’s Art Institute of Chicago
Collection, a grouping of 20 fabrics
inspired by 15 historic textiles of
the Institute’s Department of
Textiles, reinterprets historic
textiles as products for the
modern marketplace. As devel-
oped by design consultant
Kristie Strasen for ES. Contract,
the commercial division of ES.
Schumacher & Co., the moder-
ately priced collection is aimed pri-
marily at the corporate market.

A principal at Strasen/Frost
Associates in New York City,
Strasen worked with the Insti-
tute's textiles curator, Christa
Thurman, to select the art that
formed the basis of the collec-
tion. “It's a very prestigious
opportunity because the muse-
um is regularly approached by
companies that would like
access to the archives to create
collections,” explains Strasen,
“and they are very caulious
about it.” Indeed, Schumacher
and the Institute took two years
1o finalize an agreement.

“Everything was approved
by mysell and the Art Insti-
tute,” says Thurman, who has
nearly 28 years of curatorial
experience. “The guidelines are
relatively loose in regards to
scale and color, so the designer
has the freedom to interpret
them to the fullest. Bul the
basic characteristics that are
inherent to the original textiles
have to be there.” Michael
Sorrentino, vice president/gen-

eral manager ol ES. Contract,
adds that Schumacher, a 110-
year-old company with vast
archives and a great interest in
historic design, was “a natural
match” for the Institute, which
owns one of the world's finest
collections of historic textiles.

Strasen looked through
thousands of slides at the
Institute to select 50 to 60 his-
toric textiles from which a
duplicate set ol slides were
made. She then met with three
Chicago-based designers who
shared their different points of
view in person and at critical
moments in the collection's
development. After returning to
New York, she focused on mak-
ing FS. Contract's collection as
eclectic as the Art Institute’s
textiles, drawing on historic
samples from 13th and 14th
Century Italy, 17th Century
England and 18th Century
France, as well as more uncon-
ventional sources.

Renaissance Italy was the
inspiration for Florentine Brocade,
a 66% rayvon, 34% polyester blend,
which modifies the square grid
motif dominating the original
fabric by turning the squares
on axis, creating a diamond
pattern that is woven with fill-
ing varns. Another pattern,
Merrimack Grid, based on a
fragment entitled Children at
Play that was woven in Lowell,
Mass., around 1886-1890, sim-
plifies the original design while
retaining the overall foliage
motif with a weave in 100%
BASF nylon. A raffia textile
from the Kuba people of 19th
Century Zaire became the basis
for the Kuba Series of three
patterns, Kuba Weave, Kuba
Diamond and Kuba Patchwork.
Kuba Diamond features a sub-

stantial weight, a 62% cot-
ton/24% polyester/14% viscose
blend. and a coloration which
closely approximates the his-
torical sample.

To make convincing ensem-
bles of her designs, Strasen has
divided the Art Institute of
Chicago Collection into six mini-
groups of three to four fabrics
per group of similar construc-
tion thal can be processed in
the same mill, and used color to
unify the fabrics chromatically.
The collection’s price point like-
wise communicates a common
theme: affordability. “IL is so
easy to design beautiful things
at $80 and $90 a yard.” says
Sorrentino. “To do it at a com-
mercially viable selling price in
the contract market—that's
going to be my challenge. |
believe that good design should-
n't cost much more than bad
design.” Consequently, the col-
lection offers 140 SKUs in the
$29-59 range.

Following an encouraging
WestWeek '96 preview, ES. Con-
tract will formally introduce the
Art Institute of Chicago Collec-
tion during NeoCon '96 at the
Institute itself. ES. Contract is
already reordering patterns that
have run out in sampling, a
promising sign of future success.
A couple of years down the road,
Sorrentino suggests that a sec-
ond collection is possible that
may interpret designs in the
Schumacher archives for the
commercial market.

Amongst the bell bottoms and
platform shoes that are making a
comeback, it's a reliel that we can
experience some design deja vu
that won't leave us longing to race
back to the future. =&
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PRODUCT FOCUS

Gimme
Power

KI's PowerUp™ gives
power to the people
and their laptops

by bringing wire
management to virtually
any work surface in an
audible snap

By Holly L. Richmond
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ow can you get power? Kl
makes it simple: Just flip
and connect. Of course, the
country’s seventh-largest manu-
facturer of commercial and insti-
tutional furnishings is referring
lo technical prowess, not physi-
cal or financial might. Though
KI's newest product took longer
than an instant to develop—actu-
ally, more like eight months—
PowerlUp™ seems to be exactly
what KI's customers had in mind
Namely, a power/data module
designed to accommodale laptop
computer users in business and
educational environments.
Obtaining power is a hot
topic because people are as
likely to carry laptops as brief-
cases in today's high-tech
world. But while it's easy to
grab a calculator from a car-
ryall, it's not so easy to find a
place to plug in. Terry Bosch.
KI's vice president of market-
ing. says the development
process for PowerlUp™ began
when the company’s sales rep-
resentatives began hearing
from customers, especially in
education. “Our customers were
happy with the computer-com-
patible furniture we provided,
but they asked us to go beyond
this.” he recalls. “They wanted
access to power for their laptops
in places other than libraries and
computer labs, such as lounge
areas and classrooms.”
\dministrators at many ol
the county's leading colleges
and universities are consider-
ing making laptop computers
mandatory for enrollment in
certain courses. While this
requirement may be a few
vears off., most educational
institutions are seeking ways to
make classrooms, lecture halls,
residence halls and other pub-
lic spaces more accommodat-
ing for laptop users. Also, cor-
porations need training tables
which provide surface power

and data for laptops that can

be folded without
the wiring.

A\ group of 19 KI employees
including designers, engineers,
purchasing agents and commu-
nications specialists came lo-
gether to plan a solution
Unable to find existing prod-
ucts that could be adapted to
the new situations, they drew
up a wish list to create a total-
ly new product. “The list was
defined by our customers.”
explains Thomas Barchacky,
KI's work station product man-
ager and project manager for
PowerUp™. “We asked them to
outline their exact needs. and
then we did a lot of trial-and-
error experimentation, like how
many modules to place per
table, what the module’s power
capability would be, and the
mounting and configuration of
plugs and jacks.”

The team determined the
source of the new might would
be named, quite appropriately,
PowerUp™. Despite its potency,
the module is a mere 6-1/4 in.
long by 3 in. wide and 2-1/2 in.
high, and mounts flush with the
work surface with a flip-up
cover that locks in the upright
position. This both simplifies
connecting Lo power sources
and allows cords to be un-
plugged without the cover clos-
ing. The cover is easily un-
locked and returned to the
down position by pushing two
tabs. which creates a clear
work surface and enables a
table to be folded and stored
without removing the module.

3ecause Powerlp™ is tar-
geted primarily for educational
settings, Kl realized the mod-
ules would undergo consider-
able wear and tear. The under-
side of each unit is thus cov-
ered and protected to prevent
users from accidentally Kicking
it under the work surface.

disturbing

KI's PowerUp™ power/data
module accommodates laptop
computer users in educational
and corporate environments (far
left). The module mounts flush
with any work surface, and has a
flip-up cover that locks in the
upright position when in use (eft
but is free of obstructions when
snapped shut (below).

However, in case the unit's top
portion is over-rotated due to
abuse. it will disengage [rom
the module, to be snapped
back in place later without
damage occurring

Research showed KI's devel-
opment team that laptop users
typically require a 110-volt
receptacle and a single data
port. To provide the most effi-
cient use of work surface
space. however. PowerUp™
features one duplex receptacle
and dual data ports to fit AMP
brand connectors and a power
cord with a three-prong plug.
The unit can be retrofitted in
the field to fit most AMP and
Panduit brand connectors.

“The dual port design allows
one PowerlUp™ module to serve
two laptop users,” Barchacky
notes. “When you place it on
the work surface, everything is
ready and waiting. There's no
fishing around under a desk or
reaching across one another o
find a plug.”

An additional feature ol
PowerlUp™ that should appeal
Lo customers is the method by
which it distributes power and
data from the building to KI
work surfaces. PowerUp™ is
pre-wired on KI's University
seating and Seminar table
lines. Consequently, an electri-
cian only has to connect the
system Lo the building.

No matter what its success
will prove to be at home, where
its superior performance may
command a premium price,
laptop users in colleges. uni-
versities and corporate envi-
ronments who seek access to
the Internet and other informa-
tion systems now have a better
way to “power up” quickly. All it
takes is a PowerUp™ and a work
surface. Can a portable PowerUp ™
10 2o be far off? ~&
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DESIGN

L all happened in the same year:

Astronaut Neil Armstrong took “one

giant leap for mankind” and walked
on the moon, musician Jimi Hendrix turned
the Star Spangled Banner into an air-raid
drill before some 400,000 music lovers al
the Woodstock music festival near Bethel,
N.Y.. former Vice President Richard M.
Nixon returned to Washington, D.C. after
losing to John F Kennedy over eight years
earlier to be inaugurated as 37th President
of the United States, Modern architecture
pioneer and Bauhaus founder Walter
Gropius died after successfully transmitting
Modern architecture theory from Europe to
the United States and industrial designer
Hartmut Esslinger proclaimed “Form fol-
lows emotion!” in establishing Esslinger
Design in Mutlangen-Schwabisch Gmiind,
Germany. How distant 1969, a splendid

34 CONTRACT DESIGN

Kissed by a Frog

No one escapes the emotional experience of design at frogdesign, Sunnyvale, Calif.,
designed by Michael McDonough Architect

By Roger Yee

year for doing outrageous things, seems

from today. Yet Esslinger, whose declara-

tion of guerilla war on the icy formalism of

Modern design sounded so irreverenl a
quarter-century ago, seems no more com-
promising today. A look inside the new,
26.000-sq. ft. U.S. headquarters of his firm,
frogdesign. in Sunnyvale, Calif., designed by
Michael McDonough Architect, indicates
that “frogmut” still relishes upsetting apple
carts bearing the design community's pre-
conceived notions.

Of course, frogdesign—the firm Esslinger
renamed in 1982 in a gesture to his pet frog
Fridolin (“Little Fritz" modeled for frogde-
sien's logo) and the ancient German fairy tale
about the lovely maiden who frees inner
beauty from external ugliness with a kiss—
has changed considerably since 1969. What
was first an industrial design organization

Days and nights with frogdesign: By
stripping away the suspended ceiling,
dry wall and carpet in a Sunnyvale,
Calif., industrial building and adding
reusable partitions in a nonconforming
geometry, architect Michael
McDonough reveals the latest U.S.
headquarters of frogdesign, a leading
industrial design firm. The reception
area (left) is typical of the facility in
using daylight and views to make the
13,000-sq. ft. floors habitable. A con-
ference room (opposite) creates an
air of discovery with only humble
building materials.

that built its reputation on fresh, innovative
work for such clients as Wega (TV sets),
\pple, NeXT and Packard Bell (computers),
Polaroid (instant cameras), Villeroy & Boch
(bathroom ceramics), Seiko-Epson (comput-
er peripherals). Yamaha (motorcycle proto-
lypes), Matsushita (consumer electronics)
and Rosenthal (tableware), opened ils
American office in 1982 and broadened its
scope of services in 1992, Embracing
“Integrated Strategic Design” or ISD,
Esslinger and his colleagues in California,
Germany and Singapore now apply their dis-
tinctive, multi-disciplinary approach Lo
clients’ assignments in advertising, commu-
nication, graphic design, engineering, mar-
keting, modelmaking, photography and
research as well as industrial design.

The bold strategy is pure frogdesign.
Veterans of the industrial design communi-
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Workplaces to go: Although most
frogdesigners work in a completely
open “core area” (above, left) where
they cluster their mobile furnishings
around structural or non-structural
columns containing voice, data and
power connections in changing
groupings that vary with their pro-
jects, some personnel need more pri-
vacy and receive it. President and
CEOQ Harmut Esslinger received the
only private office with a door (above,
right) so he can play his Bosendorfer
piano~he is an accomplished pianist—
at high volume.

A frog with a past: Work for clients
past and present can be seen in the
frogdesign Museum (opposite, top)
on the first floor, the only overt sign
of frogdesign's well-earned reputation
for fresh, innovative design concepts.
Yet the sense of how people experi-
ence space is clearly visible in the
first floor plan (opposite, bottom), in
keeping with the firm's own philoso-
phy of design.

38 CONTRACT DESIGN

ty know that the firm has never been solely
concerned with the physical form of hard-
ware, but also such software issues as cul-
tural context, behavioral psychology, mar-
keting and communication, user friendli-
ness and customer service. “Our clients
find the paradigms are shifting in their
businesses and conclude that they need
more than a new look Lo package new tech-

nology.” notes Steven Holt, director of
strategic design for frogdesign and client
representative for the headquarters pro-
ject. “They want to rethink the meaning and
function of what they do, and come to us for
design with a point of view.”

Strong medicine, perhaps—but frogde-
sign willingly swallowed a spoonful itself.

An invitation to climb

Not only did the growing firm decide to
vacate its existing office park facility in
affluent Menlo Park for more square footage
at less rent in a two-story industrial build-
ing surrounded by defense contractors in
the heart of Silicon Valley. It also chose to
create a highly flexible and relatively
unstructured environment where employees
could work face-to-face in teams of varying
size and composition, an interesting option
in light of its long-established commitment
to flex-time scheduling, virtual officing and
other progressive management techniques.

Silicon Valley never walks when it can
run, however, so [rogdesign gave its archi-
tect just 15 weeks to complete the job. The
unforgiving timetable made recycling the
old interior as attractive as installing the
new one. As Michael McDonough, AlA,
principal of New York-based Michael
McDonough Architect, comments, “Our
basic concept was to reduce, simplify and

strengthen the existing building and the
new construction.”

That the accelerated project never
veered off course may have hinged to some
degree on Holt and McDonough being good
friends who once taught at New York's
Parsons School of Design and jointly wrote
a column for Metropolitan Homes maga-
zine. In any event, the two friends inter-

viewed Esslinger, president and CEO,
Patricia Roller, vice president for finance
and operations, and other managers and
staff, and drafted a program that deliber-
ately juxtaposed activities to break down
departmental boundaries. “We wanted to
strike a dynamic balance between the team
and the individual in which the team is like

nfrom

aron

into a bubbling ca

a bubbling caldron that keeps calling you
back.” recalls Holt. “Good ideas would then
be challenged and made better. enabling
the best to rise to the top.”

How would the physical environment
serve this decidedly ideological vision?
Most frogdesigners, who work on a half
dozen projects or so at a time, would occu-
py a totally open “core area” on the second
floor in ad hoc clusters defined by the pro-
jects and clients being served. Directors,
managers and vice presidents would have
dedicated spaces on the periphery of the
core area that would be at least partly
enclosed and lacking doors—with the
exception of Esslinger, who argued passion-
ately about the need to play his Bosendorfer
piano (he is an accomplished jazz pianist) at
high volume—along with a “"CAD cave™ and
“war rooms” where teams could assemble.
Others requiring special accommodations
would be housed on the first floor in a
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quasi-public setting that would include a
reception area. a frogdesign museum. a
conference room, a cafeteria, a day care
center, a painting shop and a model making
shop adjacent to a loading dock.

Given these circumstances, McDonough's
solution for frogdesign seems as unexpected-
lv exciting as it is unavoidably pragmatic.
“Among the goals we set were Lo keep utili-
ties exposed and accessible, to design for
disassembly, Lo give personnel options for
reconfiguration and to use environmentally
responsible materials,” McDonough de-
scribes. “But we also sought a humane place
to work where the plan remembers how peo-
ple actually inhabit space.”

Thus, exposed steel studs, sheet metal
screws with finish washers and panels of
recycled newspaper. formaldehyde-free
MDF and gypsum board, the humble kit of
parts used to assemble the “rafts™ or all-
purpose partitions that give three-dimen-
sional form to frogdesign's floor plans,
spring to life in McDonough's hands. The
architect has manipulated the rafts—open
or closed at the top and bottom, 8 ft. or 10
ft. high, 90° or skewed to the floor and ceil-
ing (the options are presented in a comput-
erized facility management “pull-down
menu” for frogdesigners to choose)—in
ways that suit the workers while opposing
the building's mundane grid. At the same
time, he has routed a forest of cables from
overhead cable trays into an array of non-
structural and structural columns as well as
various walls to provide connections to such
services as telephone, fax, TCP/IP. SLIP/
PPP and ISDN lines, CAD and CNC produc-
tion facilities. The result is a very usable
workplace that also happens to be original,
idiosyncratic and visually striking.

Ironically, the building of frogdesign began
the moment workmen started dismantling the
previous tenant’s space, exposing the structure
and building systems that would be proudly
displayed in the new scheme. To ensure that
construction crews could carry out the uncon-
ventional floor plans, McDonough invited con-
tractors to consider the challenges with him
over coffee. “They were very helpful when I
asked, ‘How can we do it best?"” he admits.
“We snapped the lines together.”

Now that frogdesign is ensconced in its new
home, Holt reports, “The office remains active
nearly 24 hours a day as individuals and teams
come and go on their own schedules.” Any sen-
sible person who finds this nonstop vision of
the future somewhat disconcerting will be
relieved to know that all frogdesigners still
pause for a formal, 15-minute coffee break
each day at 4:00 p.m., in which refreshments
are served. How scary can a future with regu-

lar coffee breaks possibly be? "o&

Project Summary: frogdesign

Location: Sunnyvale, CA. Total floor area: 26.000 sq.
ft. No. of floors: 2. Average floor size: 13,000 sq. ft.
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Total staff size: 75. Paint:
Livos. Dry wall: Homasote
(LDF), Medex (MDF),
Georgia Pacific (gypsum
hoard). Flooring: Ludowici
Stoneware (ceramic
tile), Forbo (vinyl tile).
Sisal carpet: Carpet In-
novations. Lighting: exisl-
ing fluorescent fixtures,
new task lighting at work
stations. Doors/door hard- ]
ware: reused Holzapsel [
Modular Systems. Work i
stations, files, Storage units: i
reused Holzapsel Modu- [ [
lar Systems. Work station

and general seating: Herman Miller.

Knoll, Vitra. Day care seating: Fco- [ L
STuff™ Client: frogdesign inc.; |

Steven Holt, executive in charge: Craig ‘i

Syverson. owner’s representative during

construction, Architect: Michael McDon-

ough Architect: Michael McDonough, principal
in charge: Charles Brainerd. presentation
drawings. Associate architect: Ehrlich-Rominger.
General contractor: South Bay Construction.
Photographers: Richard Barnes, Steven Moeder.
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Finally a Face

Sharon Hospital's 60,000-sq. ft.
addition by Perkins & Will creates
a holistic environment for healing
by extending into the rural
Connecticut landscape (left), and
providing vistas from the glass-
surrounded lobby and front
porch-like outpatient corridor
that acts as the main public cir-
culation path. The second floor
solarium with access to an out-
door patio (opposite) is the
favored place for patients and
visitors to relax and socialize.

With an addition and renovation by Perkins & Will, Sharon Hospital has become rural
Connecticut’s most striking answer to outpatient-focused, holistic health care

eing entrusted with a facility lacking

any kind of aesthetic distinction can be

a blessing in disguise for a designer.
Such was the case with Sharon Hospital, an
inpatient-focused, acute care rural hospital
in Sharon, Conn. When the New York office of
Perkins & Will got its creative hands on it,
everything changed for the better. Suddenly
the scenic New England landscape is
enhanced by a facility that interweaves
health care services with nature and archi-
tecture with serenity.

Like many other health care facilities,
Sharon Hospital was built in stages, and con-
sists of several white brick buildings dating
from the late 1940s to 1974. Typical of older
health care facilities, the Hospital's accom-
modations included an inadequate physical
plant. low floor-to-floor heights, randomly
dispersed departments and constrained
mechanicals. Recognizing these inefficien-
cies, as well as health care’s new orientation
toward outpatient care-focused flacilities, the
Hospital's administrators knew a season of
renewal was dawning. To usher in the new
era and recreate the facility, they asked
Perkins & Will (P&W) for a 60,000-sq. ft.
expansion and a 30.000-sq. L. renovation.
The facility was granted an Honorable
Mention in the Health Environment Awards

AQ CONTRACT DESIEN

By Holly L. Richmond

program by the Center for Health Design and
Contract Design lasl vear.

“Welcome to the alternative to the
Hamptons.” proclaims James Sok. president
of Sharon Hospital. in comparing the
Hospital's service area to Long Island’s chic
East End. Located in Sharon. a town of 3.000
residents some 90 miles north of New York
City. the hospital serves a |7-community
region in which 50% of its patients come
from the State of New York. “We're located in
a magnificent area of the country,” Sok pro-
claims. “There's the ocean nearby and an
incredibly beautiful change of seasons, so
we gel a substantial amount of city resi-
dents establishing weekend retreats here
instead of the Hamptons.”

Just as New Yorkers pursue more com-
fortable environs outside the metropolis.
Sharon Hospital sought a more accommodat-
ing, residentially-inspired design for its staff,
patients and visitors. The Hospital's bed
count has fallen from 92 to 82 even with the
additional space, because the new patient
rooms are larger and beller equipped than
the existing ones. In facl, nice as the new sur-
roundings are, patients won't be spending
much time in them. As the Hospital's pre-
renovation study indicates, inpatient visits
have been decreasing from 19.860 days in

1993 1o 16,845 days in 1994, with the aver-
age length of stay dropping from 5.7 to 5.0
days in the same time period.

P&W’s 16-person project team and a
group ol Hospital representatives jointly
developed a master plan that has allowed the
Hospital to build modules to house most
technical departments and reuse the existing
buildings for administrative functions.
Renovations in the existing space consolidate
ambulatory care functions and upgrade lood
services and materials management areas.
However, the crux of the project has been the
addition, including a two-story lobby/atrium,
areas for reception, waiting, diagnostic test-
ing, physical therapy, surgery, recovery, a 32-
bed nursing unit. solarium and courtyard.

Lisa Gould, associate principal and pro-
ject designer at P&W, notes that aesthetically
integrating the addition with the existing
structure was unexpectedly a breeze. “The
existing facility, in essence, had no distinct
identity,” she explains. “"But with the new
facade, atrium and canopy. it’s as if the build-
ing finally has a face.”

And what a face it is. The addition reach-
es oul Lo the Connecticut landscape and
employs a Modernist design vocabulary to
reinterprel traditional New England architec-
ture: porte-cochere becomes canopy, porch
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The use of color and the design of
the nurses stations provide wayfind-
ing elements throughout the inpa-
tient care units. The desk corners,
coordinated with corridor handrails
and signage, reinterpret the hori-
zontal building components featured
on the facility's exterior (above,
lefd). Patient rooms (above, right)
are spacious and contain built-in
service niches including a wardrobe
unit, shelves and a cork tack sur-
face for personal items.

The two-story lobby/atrium (oppo-
site) embraces the comforting
aspects of nature by bringing the
outdoors in through window seating
and furnishings that form a “living
room,” grouped in casual family-
sized arrangements.
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becomes outpatient corridor and parlor
becomes lobby. The interior hues follow sim-
ilar principles as natural ltones reprise the
outdoor connection.

In refocusing the Hospital to outpatient
care, the glass-sheathed, cube-like, light-
filled lobby and circulation paths act as key
elements, and architect and client agree that
separating inpatient and outpatient traffic
has been imperative. Once both user groups
arrive at the same entrance and are greeted
at the central reception area, unobtrusive
signage points the way to the various depart-
ments. “The signage is definitely useful. but
one thing we pride ourselves on is our friend-
ly staff,” states Philip Hathaway, the
Hospital's facility manager. “Visitors often
say they can't get far without someone asking
if they need assistance in finding their way.”

It's no accident that the lobby is furnishec
like a living room. This space sels the scene
for all corridors, which end with vistas of the
countryside. even as it sets the stage for
future expansion. Immediately adjacent 1o
the lobby are the admissions area, chapel,
coffee and gift shop, as well as the exten-
sively glazed main circulation corridor. which

evokes a New England front porch more than
a hospital hallway.

Besides the public use areas, the first
floor accommodates outpatient service
departments and surgical suites for both
inpatients and outpatients, These rooms also
rely on windows to provide the most holistic
healing environment possible. The lower

level is not neglected either, now that the
employee and visitor cafeteria. materials
management and mechanical systems areas
are extensively improved.

Patients requiring inpatient care find man)
reasons Lo make the second floor their tempo-
rary home. Thirty-two beds are efficiently vel
attractively arranged in a triangular formation
of single and double occupancy rooms around a
central nursing station. Each room welcomes
patients and their families and friends with
built-in  patient service niches that hold
wardrobe units, shelves, cork tack surfaces for
personal items, plus televisions.

While inpatient rooms help make patients’
stays pleasant, the second floor solarium is
where patients and visitors are likely to spend
much of their time. Surrounded by glass, the
room draws its strength from nature, and pro-
vides outdoors access in warm weather. “Our
goal was to create a facility that is not only con-
fident in its practical capabilities, but one that
also caters to patients’ and visitors’ emo-
tional needs.” Sok indicates. “The building
adds a holistic dimension to caring for people
because they don't feel they're cooped up in
a health care institution.”

Tama Dulffy, interior principal for P&W,
notes that the integration of exterior and
interior elements is quite significant
throughout the design. The idea, she main-
tains, goes bevond environmental conlext.
The exterior system of horizontal and ver-
tical elements is transformed indoors to
create a cohesive whole through detailing




expressed in Lthe reception desk. nurse sta-
tions, signage and wall protection.

“Essentially the same designs from the
exterior are repeated internally at a smaller
scale,” Duffy discloses. “For example, the hori-
zontal datums that wrap around the lobby
walls are translated into details that visitors
will notice throughout the facility.” The central
nurse station goes a step further by integrating
the horizontal and vertical details into corner
protection devices to prevent service carls or
other equipment from causing damage.

Though Sok and Hathaway are pleased
aboul community response to the Hospital,
the most gratifying reports they hear come
from patients. Despite all the changes at the
Hospital, people appreciate its carefully
groomed consistency, and their praise goes
hand-in-hand with the way the institution
views its ties to the New England environ-
ment. “We can’'t control the change of sea-
sons.” Sok concludes. "What we can control is
quality health care, and that is something our
patients can count on t0o.”

\s a maltter of fact, Sharon Hospital
cooperates with the seasons—by giving
patients fronl row seats to enjoy the spec-
tacle as they recover. o

Project Summary: Sharon Hospital

Location: Sharon, CT. Total floor area: 60,000 sq. f1.
expansion, 30,000 sq. ft. renovation. No. of floors:
3. No. of beds: 32 new, 82 total. Total staff sze: 338.
Wallcovering: Koroseal. Paint: Benjamin Moore,
Devoe, Zolatone. Laminate: Nevamar, Wilsonart,
Westinghouse Micarta. Laminart, Pionite. Dry
wall: Goldbond. Dietrich. Masonry: Westbrook
Concrete Co., K/F Co. Ceramic tile: American
Olean, Dal Tile. Vinyl flooring: Permetage,
A\rmstrong, Tarkett, Mercer. Carpet/carpet tile:
Karastan, Patrick. Carpet fiber: DuPont, Monsanto.
Ceiling: Armstrong, Chicago Melallic. Lighting:
Poulsen, Bega. Columbia, Prescolite, Roberts,
Hubbell, Lightolier. Artemide. Doors: Built Rite,
Steel Buck Corp., VT Industries. Door hardware:
Corbin, Russwin. Glass: Viracon. Aluminum panels:
Leed Himmel., Window frames/treatment: Wausau,
Levolor. MechoShade. Railings: laccarino & Sons,
Leed Himmel. Patient room seating: Kusch, ICE
Weiland. Patient room casegoods: Krug. Patient beds:
Hill-Rom. Lounge seating: Kusch. Geiger. ICE
Mueller. Cafeteria/dining seating: Mueller. Knoll,
Falcon. Other seating: Haworth, ICE Smith &
Hawken. Upholstery: Design'lex. HBE Mueller,
Deepa, Unika Vaev, Haworth, Naugahyde.
Conference/dining tables: Haworth, Knoll. Coffee/side
tables: Kusch, ICE Geiger. Files/shelving: Haworth,
Meridian. Architectural woodworking: laccarino &
Sons. Signage: Precision Engraving. Copiague. Clent:
Sharon Hospital. Architect/interior designer: Perkins &
Will.  Structural  engineer:  Selnick/Hardwood.
Mechanical/electrical engineer: van Zelm Heywood &
Shadford. General contractor: O+ G Industries, Civil
engineer: Rollett Engineering Assoc. Fumiture deal-
er: Meadows Office Furniture. Photographer:
Marco Lorenzetti/Korab Hedrich Blessing,
Jeffrey Goldberg/Esto.
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Look to the Nort

The soft, stuccoed massing of the
Pueblo Health Center's exterior (eft)
responds to the rich Taos Pueblo
architectural vocabulary and forms
in the surrounding area. Inside, the
reference to Pueblo tradition contin-
ues in the form of a circular recep-

tion area fashioned after a “kiva"
(opposite), a typically subterranean
sacred space where spiritual teach-
ings and rituals take place.

The Taos and Picuris Pueblo Indians have no reservations about turning to the health care services
of the new Taos/Picuris Pueblo Health Center of Taos, N.M., designed by Weller Architects

resided at the base of 12,282-ft. Taos

Mountain in New Mexico for centuries.
having never been forced to move to govern-
ment-designated reservations like so many
other tribes throughout the American West.
Their continuous existence there—predating
Marco Polo's 13th-century travels in China
and the arrival of the Spanish in America in
1540—Ilinks them to the prehistoric inhabi-
tants of the Taos Valley, and earned their Taos
Pueblo, America’s largest existing, multistory
pueblo structures, designation by the United
Nations as a World Herilage Site in 1993.
Today, some 200 of the 1,900 Taos Pueblo
Native Americans continue Lo live traditional
lives in the Pueblo. remarkably unaffected by
the passage of time with no telephones,
plumbing or electricity. The vast majority live
elsewhere on the tribe’s 95,000-acre reserva-
tion, the northernmost of 19 Pueblo Native
American settlements scattered throughout
the Rio Grande Valley, in modern homes boast-
ing all the present day conveniences.

Until recently, however, one modern conve-
nience the tribe couldn’t claim without making
either the 60-mile trip to Santa Fe or the 120-
mile trip to Albuguerque was adequate, up-to-

T he Taos Pueblo Native Americans have

A/ CONTRACT DESIGN

By Jennifer Thiele Busch

date health care services. So in the early
1990s, the Taos Pueblo teamed up with a
neighboring tribe, the 200-strong Picuris
Pueblo (the tribes have a historically coopera-
tive relationship that dates back to the sharing
of medicine people), o secure a healthier
future for their people in the form ol the
Taos/Picuris Pueblo Health Center, designed by
Weller Architects. Last year, the facility was
awarded an Honorable Mention in the Health
Environment Awards program by the Center
for Health Design and Contract Design.

“The existing health care center wasn't al
all adequate,” explains Tony Reyna. a former
governor of the Taos Pueblo reservation who
was in office in 1992 when plans for the new
facility were approved. “We were short on
space and conditions were not up to par”
Before the new, federally-funded, 20.600-sq.
ft. center was built near the southern border
of the Taos Pueblo reservation, the only local
health care for Taos and Picuris tribe mem-
bers was based in a 1930s facility whose size
and technology had long been outdated.

“A new health center had been talked about
for a long time due to population growth,” adds
Gerald Nailor, governor of the Pueblo of
Picuris. “The other [acility was too small and

required much upgrading. We decided that the
only way to accommodate all of the needs of
both tribes was to build a new building.”

Weller Architects. the Albuquerque design
firm of Louis L. Weller, AIA that has designed
health care facilities for Native American pop-
ulations nationwide, was handed a building
program drawn up by the Office of Engineering
Service, an arm of the federal Public Health
Service, and the regional office of the Indian
Health Service (IHS). “The program and space
requirements were developed according to ITHS
standards based on the population served and
the number of projected visits,” says Weller.
The facility would house state-of-the-art den-
tal. outpatient medical, eyecare, x-ray. commu-
nity health, pharmacy and laboratory services,
plus a small emergency room for immediate
care, administrative and supporl services.
“TI'he client left it up to us to make the spatial
arrangements,” adds Weller.

The Center is organized around a main cor-
ridor that branches off from reception to the
south and east and makes a complete, contin-
uous loop through the interior, widening 1o
accommodale sub-waiting areas that help
process patients through the facility. Weller
sensibly arranged the continuum of spaces
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along this double-
loaded corridor to cor-
respond with a logical
flow of services. For
example, patients be-
gin by seeing oulpa-
tient and dental ser-
vices, and encounter
the pharmacy before
leaving the Center.
Administrative ser-
vices are furthest from
reception and reached
by a secondary en-
trance for staff mem-

Though traditional on first appear-
ance, the Pueblo Health Center is a
modern, technologically up-to-date
health care facility that includes
everything from dental and outpatient
services to its own diagnostic labora-
tory (above, lefd. In keeping with the
Pueblo Health Center's New Mexican
context, earth-toned interior colors
and finishes throughout public spaces
and patient rooms (above, right) were
borrowed from the surrounding
Southwestern landscape.

A¢ CONTRACT DESIGN

bers on the south side
of the building, which
also houses the com-
munity health section
of the facility incorpo-
rating family counsel-
ing programs, aid for
drug and alcohol addiction and other public
health services. A third entrance at the north-
east cormer is dedicated to a small emergency
room. Weller also planned for eventual expan-
sion of the facility, which may someday include
a small inpatient hospital or skilled, continuing
care for the elderly.

Of course, the Taos and Picuris tribes had
definite ideas about how the facility should
look, even if they relied heavily on the architect
10 determine how it should function. “We asked
that the design conform Lo the other architec-
ture in the area.” says Reyna. The Center's
panoramic site on the Taos Pueblo reservation
and the cultural heritage ol the Pueblo people
helped inspire Weller 1o develop a design that
was far from institutional. “The site had
tremendous views,” he recalls, “and we wanted
to tie the architecture with the context of the
region—to make it an identifiably Pueblo struc-
ture.” Positioned so the main public space of-
fers panoramic views of sacred Taos Mountain,
the stuccoed massing of the building responds
to Taos Pueblo vocabulary and forms.

The Center's most dramatic feature is its
large, circular waiting area, fashioned after a
Pueblo ceremonial space known as a “Kiva.”
“In Pueblo culture. the kiva is a sacred space

where spiritual and religious teachings and rit-
uals take place,” explains Weller. whose wife is
a Taos Pueblo Native American. Though access
to an actual Kiva is restricted to only certain
members of a tribe, this Kiva reference at the
Pueblo Health Center has had a familiar, wel-
coming effect. “Everyone, from the design
review committee to the patients, has related
Lo it very well,” says Weller.

“We have always had access to health
care, but we needed something better that
was dedicated to our Native American com-
munities,” says Nailor. “This Health Center
has definitely improved the quality of health
care for our people. The facility is bigger. it is
conveniently located. the equipment is mod-
ern and the service people are high quality.”
Think of it as one important step towards
ensuring that the Pueblo Native Americans
will still be healthy and inhabiting the Taos
Valley hundreds of vears hence. =

Project Summary: Taos/Picuris Pueblo Health Center

Location: Taos, NM. Total floor area: 20,600 sq. ft. No.
of floors: 1. Total staff size: 36. Paint: Benjamin Moore.
Laminate: Wilsonart. Dry wall: U.S. Gypsum. Vinyl
flooring: Mannington, Armstrong. Ceramic tile floor-
ing: Crossville Ceramics, American Olean. Carpet:
Harbinger. Carpet fiber: Antron. Ceiling: USG
Interiors. Wood ceiling: ConWed. Lighting: Williams,
Indy. Prescolite, Nulite. Kim. Alkco, Kamro,
General Electric, Peerless, Moldcast. Doors:
Western Oregon. Door hardware: Hager. Von
Duprin, Yale. Glass: Capitol Glass Door. Window
frames: Elco Metal Products. Window treatments:
Levolor. Railings: Acrovyn. Patient room casegoods:
Universal Wood Productions. Dental seating: A-
DEC. Woodworking and cabinetmaking: Universal
Wood Productions. Signage: Division Ten Signage
Corp. HVAC: McQuay. Fire safety: Central Sprinkler
Corp. Underfloor duct: Miller Metal. Plumbing fitures:
American Standard. Client: Taos Pueblo and
Picuris Pueblo. Architect: Weller Architects. Interior
designer: Connie Burton Interiors. Structural engineer:
Bacchus Consulting Engineering. Mechanical/elec-
trical engineer: P2RS Group. General contractor: Flintco
General Contractor. Lighting designer: P2RS Group.
Photographer: Michael Barley Studio.
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DESIGN

We're Still No.1

Orlando ablaze: Even in the
evening hours, travelers
arriving at Hertz's operations
serving Orlando International
Airport see a brightly illumi-
nated, man-made forest of
fiberglass canopies (oppo-
site) welcoming them to
central Florida at the new
facility designed by Richard
Dattner Architect. To pick up
their documents and keys,
drivers enter an airy struc-
ture (eft) of metal and glass
that restates the canopies’
wave-like form in wood
tracery and perforated metal
canopies against the orthog-
onal architecture.

Staying ahead of the car rental pack is the deliberate goal of the new Hertz Orlando Airport Facility,

ickey who rom Orlando? For nearly a
M century, the fruit of Orlando’s econo-
= my was largely citrus, reflecting the
role played by this central Florida city as the
commercial center of a vast. fruit-growing
region since the arrival of the railroad in
1881. But life in the citrus groves has not
been the same since Walt Disney World
opened its gates in 1971, 15 miles southwest
of the city, followed by EPCOT Center and
MGM in the succeeding two decades. Today,
the fruit of Orlando’s labor includes some 30
million visitors who come each year to the
combined theme parks. This human wave
osenerates considerable demand for car
rentals that a new Hertz Orlando Airport
Facility, designed by Richard Dattner
Architect, PC.. will help satisfy.

\s the nation’s largest car rental company
and a wholly owned subsidiary of Ford, Hertz
is currently engrossed in a campaign o
increase market share in the fast-growing
Sunshine State. Determined to capture the
lead in Orlando, it reached an intriguing
crossroads last fall with the expiration of its
lease al Orlando International Airport.
Whether to stay on-airport or go off-airport
was critical to its long-lerm strategy.

A8 CONTRACT DESIGN

designed by Richard Dattner Architect

By Roger Yee

To remain an on-airport operator with an
airport counter near the baggage area and
parking facilities close to the terminal would
have preserved Hertz's public visibility. but
would also have kept ils operations split
among five separate lots, which customers
reached by walking. In addition, as an airport
lessee, Herlz would have continued to submit
to the strict contractual agreements that
every airport demands, including the obliga-
tion to rent what the airport made available.
“Airports expand by taking space wherever
they need it,” comments Kenneth A. Field, Jr.,
director of design for Hertz. “The space they
give you is nol necessarily your ideal.”

Leaving the airport likewise had its pros
and cons. Among the disadvantages were
losing the airport counter as a source of
walk-up business and the lots close to the
terminal, thereby creating the need for
advertising, directional signage and a fleet of
buses to take customers to their cars.
\dvantages included consolidating opera-
tions on a single site and freeing the compa-
ny from airport jurisdiction.

Hertz elected to  go off-airporl in
Orlando—with a difference. "We wanted to
introduce new concepls for processing cus-

tomers and cars,” Field recalls, “so we
sought an architect who could provide more
than run-of-the-mill ideas.” The company
had heard of Richard Dattner Architect's
high-technology industrial work for Estée
Lauder, and decided the firm would be well
suited to handling the Orlando operations.

\ttractive as Dattner’s design for Hertz
would be—a modular construction of lush,
flower-like outdoor canopies in [fiberglass
clustered around a crisp, orthogonal building
of metal and glass—the architect never
underestimated the importance of Hertz's
operations. Rental car companies compete
fiercely with rivals using late model cars,
attractive customer facilities, aggressive
pricing, flexible terms and efficient work
flows. Every aspect of their operations, from
the moment a car is leased to the customer
to the time it is returned, inspected, cleaned.
refueled and parked, becomes part of a
seamless process in which the smallest glitch
can cost dearly in time and money. “Hertz
knew exactly what it needed,” observes
Richard Dattner, FAIA, principal of the firm
that bears his name. "Ken Field and his staff
educated us in Hertz's programming, plan-
ning and design standards.”
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Making a brand name 3-D: The archi-
tecture (above) and such interior
details as the counters (below, right)
for Hertz in Orlando combine efficien-
cy, economy and aesthetics to build
brand name loyalty in this vital market,
drawing 30 million visitors a year to
Walt Disney World, EPCOT Center and
MGM. The facility's ground fioor
(below, lefd) has counters on four sides
to handle peak crowds. Regional
administrative offices are upstairs.

A number of planning concepts were thus
incorporated in the Orlando site to streamline
its operations. A large, outdoor bus drop-off
lets travelers regroup as drivers go o the
indoor counters to pick up documents and keys,
while a generous car loading area permils par-
ties Lo transfer their baggage from the buses to
the cars. Fach car entering a separale return-
ing car drop-off is called up by an attendant on
a handheld computer, has its license or con-
tract number entered and receives an instant
report that swiftly returns the customer (o the
airport and the car to the servicing area.
“People and machinery work together closely in
the design of a car rental facility,” Field says.
“It's not unlike process engineering. You deal
wilh such issues as productivity, safety, quality
control, security and environmental impact.”

Vital as these concerns were for Hertz,
Dattner and his colleagues also confronted the
need to design a brand-name image at bill-
board scale for a facility that can be viewed
from the highway and the air. “Tourists arriving
in Orlando expect to see a tropical setting. so
we've developed the outdoor and indoor areas

as a single expression that evokes a forest of

palm trees,” Dattner explains. “The building
and grounds do more than protect people from
sun and rain as they complete their transac-
tions. Since many arrive at night, it is also
meant as an oasis of comfort and safety.”

L 1.5 1

In fact, the interior of the “glass box™ hous-
ing the four-sided counters and four lounge
areas, is as airy and inviting as the canopies
outdoors. Dattner has turned the ceiling into a
reprise of the canopy using wood tracery at the
column capitals to restate the wave-like sec-
tion. Outlining the wave once again in perfo-
rated metal screens that form awnings over
the counters, he then contrasts everything else
in straight lines and right angles. A nearby ser-
vice building for cars and personnel is based
on the same basic scheme,

Up to 2,500 cars a day now pass through
the new facility, which took less than a year to
develop. The pace is brisk. “Peak activity peri-
ods are late in the morning, early in the after-
noon and early in the evening,” Field says. “The
site handles some 300,000 to 400,000 cars in
a year, and the design makes the experience
fairly transparent and enjoyable. | truly believe
Hertz has the best operations in the business,
and Orlando is proof of that.”

If the wondrous expression on the faces of
many lravelers as they enter Hertz's “forest”
means anything, it could be that Mickey isn't the
only source of magic in Orlando. &

Project Summary: Hertz Orlando Airport Facility

Location: Orlando, F1.. Total floor area: 28,000 sq. 1.
No. of floors; 2. Total staff size: 20-25. Paint: Zolatone,
Sherwin Williams. Laminate: Formica. Flooring:
Trans Ceramic Lid., Graniti Fiandre. Carpet/campet
tile: Shaw. Ceiling: Armstrong. Rulon Ceilings.
Lighting: G.E. Supply. Doors: Kawneer. Wall
system/windows: Kawneer. Fiberglass canopy: design
by Richard Dattner Architect PC., made by
Mardan Fabricators. Client: Hertz Corporation;
Marc B. Sweig, vp facilities & construction;
Ramsey Dabby, dir. of construction; Kenneth A.
Field, Jr., dir. of design. Architect: Richard Dattner
Architect PC. Consulting architect: Schenkel-Shultz.
Structural engineer: Ysrael A, Seinuk. Mechanical/elec-
trical engineer: Peninsula Engineering. Civil/site engi-
neer: Ivey, Harris & Walls. General contractor: B.C.
Stevens Construction Co. Lighting designer:
Domingo Gonzalez Design. Photographer: Peter
Mauss/Esto Photographics, Richard Dattner.
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Are We Having Fun?

As the value of entertainment to the American consumer continues to expand, so do opportunities for
designers to serve this still-fledgling industry where anything goes

merica’s love affair with entertain-
ment isn't new by any means. but it
is evolving. For years, American
consumers have lined up at movie the-
aters to see Hollywood's latest films,
dined out with family or friends in search
of culinary pleasures, shopped for need-
ed items and personal satisfactions, and
attended sporting events to cheer their
favorite teams. Today, however, the
experts suggest that our motivations for
pursuing leisure activities have as much
or more to do with “experience enhance-
ment” as the pursuit of the core activities.
Americans generally have less dis-
cretionary time and money Lo spend on
leisure, so they want as many options
as possible. By adding entertainment
value to recreational and commercial
activities, real estate developers, pur-
veyors of leisure activities and even
entire municipalities are pursuing an
increasingly popular competitive strat-
egy to capture their customers’ limited
resources. Simultaneously, more tradi-
tional entertainment distributors are
recognizing the sizable opportunities
and profits to be made by moving into
the commercial realm. The result has
been a merging of once distinctly differ-
ent economic activities in venues where cre-
ative architecture and interior design are
more visible and important than ever before,
Entertainment is a growing industry in the
United States. According to the U.S. Depart-
ment of Commerce, American consumers
spent $341 billion on recreation and entertain-
ment in 1993. In 1995, New York investment
banking firm Veronis, Suhler & Associates, spe-
cializing in media and communications, esti-
mated that consumer expenditures on enter-
tainment would reach $400 billion—or 8% of
total expenditures—by the end of that year. “As
of 1994." reports Veronis, Suhler managing
director Robert Broadwater, “it was the ninth
largest industry in the U.S. in dollars spent, and
the third fastest growing.” Accordingly. jobs
generated by the entertainment business have
continued to increase, based on data compiled
by the Bureau of Labor Statistics and Business
Week. from around 1.5 million in 1988 to an
estimated 2.4 million in 1995.
Entertainment will also figure more and
more significantly as a major U.S. export. “The
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By Jennifer Thiele Busch

appeal of American popular culture continues to
be universal, and the quality of our entertain-
ment has yet to be duplicated consistently any-

R

where else,” says Broadwater. But only recently
have overseas markets exhibited the economic,
political and social climates that make its export
a viable pursuil. Forbes magazine reported in
December 1994 that investment in entertain-
ment in Asia alone should reach $5 billion by the
vear 2000, up from $1 billion in 1994. As
Broadwater observes, “A global trend towards
deregulation of communication is resulting in an
explosion of entertainment and media options
everywhere in the world.”

To congregate or cocoon:
Where do you want your entertainment?

Where all this growth is happening is a mat-
ter of keen observation within the entertain-
ment industry, according to Michael Lawry,
vice president of Philadelphia-based MRA
International, an entertainment industry con-
sulting firm. MRA divides entertainment and

Americans spend billions of dollars
annually on leisure activities both
inside and outside the home (left),
challenging entertainment providers
to balance these two important
markets for their services.

recreation into two main categories:
“cocooning” activities that take place in
the home, which accounted for $142 bil-
lion in consumer expenditures in 1993,
and “congregaling” aclivities that take
place outside the home, which account-
ed for $131 billion in expenditures in
1993, "As it becomes easier Lo access
entertainment within the home,” says
Lawry, “providers of congregating lei-
sure activities will have to come up with
new ways 1o lure consumers. That is a
real competitive tension that exists
today among entertainment providers.”

(It also raises questions within orga-
nizations such as motion picture studios
about where profits are most likely to be
derived. Statistics from Veronis, Suhler
suggest that while consumer spending
on films will continue to rise through the
end of the century, videotape rentals will
provide a significantly higher share of
total revenue than box office receipts.)

Besides the industry’'s expansion, the next
most obvious trend is that what constitutes
entertainment or an entertainment venue is
also evolving. as the industry spreads its val-
ues to other commercial activities such as
retailing, hospitality and food service. “There
is an interest on the part of traditional distrib-
utors like movie cineplexes to create a new
and enhanced product,” explains Lawry. “By
adding things such as food and beverages,
these operators hope to increase the average
patron’s length of stay and expenditures.”

Recent years have also witnessed more
entertainment companies such as Disney and
Warner Bros. entering the commercial mar-
ketplace via dedicated retail stores. “These
companies have an enormous amount of intel-
lectual property to market,” points out Charles
P Reay, a group vice president at Hellmuth,
Obata & Kassabaum in St. Louis. “They are
aware that these things are highly salable.”
Disney has long been a premier hotel operator.,
as well, with its theme park properties.
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Valuable synergies created by clustering leisure
activities as entertainment complexes with
cohesive design themes have given rise to
places like the Entertainment Center at Irvine
Spectrum in Irvine, Calif. (right), for which RTKL
served as master planner and architect. The
Center draws visitors from the Los Angeles
metropolitan area to its 67,000 sq. ft. of retail
space, food court, restaurants and 21-theater
cineplex. Photograph by Bryan Mar.

Traditional entertainment giants like Sony
Theatres know the value of design in differenti-
ating themselves from the competition. The
Sony 84th Street Theatre on Manhattan's Upper
West Side was recently renovated in dramatic
fashion (far right) by Rockwell Architecture,
Planning and Design, reflecting a trend in enter-
tainment design towards total immersion in an
environment. Photograph by Paul Warchol.

Adding entertainment to the mix:
To shop, to entertain or both?

Combining entertainment with other eco-
nomic activities is nol exclusive to entertain-
ment companies looking for additional ways Lo
market and profit from their creative con-
cepts, however. “Entertainment is infusing all
business,” says Reay. “Time spent in pursuit of
pleasure is decreasing, so consumers are
looking for added value in what they do.”

Consequently, retailers, restaurateurs and
other commercial operators anxious to create
a competitive advantage are leveraging their
core assets by including entertainment in their
mix of offerings. “Entertainment offers a new
way to deliver services and products,” explains
Paul Jacob, a vice president at RTKL and man-
aging director of the firm'’s recently formed [D8
entertainment design division located in Los
Angeles. “It adds value by creating an experi-
ence that overlays the core service.” Sleve
McGowan, desiegn director al FRCH Design
Worldwide in Cincinnati, notes that desire for
added value has to do with the pursuit of more
tactile experiences. “This results from a com-
bination of both people’s needs and the oppor-
tunities technology has afforded,” he says.

David Rockwell, principal of Rockwell
Architecture, Planning and Design in New
York, points out how integral entertainment
is becoming to other economic activities.
“Often in a retail environment,” he indicates,
“consumers are looking for entertainment as
much as they are looking to buy something.”
Jacob agrees, declaring, “We can enhance an
environment in such a way that it will draw in
a person more than the core activity.”

In fact, savvy real estate developers and
even entire municipalities are routinely boost-
ing the appeal of their properties by creating
new clusters of leisure activities that thrive on
synergies created between entertainment and
other core economic activities. The urban
entertainment center (UEC) is perhaps the
most interesting ol these animals, though
experts disagree over a firm definition of this
trend. “UECs are still in an evolutionary stage,”
says Lawry. “Many cities are looking Lo enter-
tainment activities to replace lost manufactur-
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ing bases as a way of reinvigorating their
economies. But there is a question as 1o
whether the UEC really exists at this point.”

Eye candy or total environment:
What is entertainment design, anyway?

Whether or not the clustering of uses will
continue on such a grand scale, or on a small-
er one such as a shopping mall or an individ-
val restaurant, will largely depend on what
local demographics can support, according Lo
Jacob. In any case. the new focus on enler-
tainment mixed with other economic activities
places certain demands on the facilities that
house them. and on the architects and design-
ers who design them. “The most important
thing,” stresses Reay, “is knowing your audi-
ence. Il it’s a broad one, then the designer
needs to provide a very rich broth.”

Reflecting on the features that characterize
successful entertainment facilities, Jacob
points Lo the high level of detail that must be
included to carry off a certain presence in an
entertainment environment. “The more total
you can make the environment, from acces-
sories and lighting to sights, sounds and
smells, the better.” he says. Rockwell defines
entertainment design as “creating a seductive
environment,” and “a total immersion in the
space.” MeGowan talks about “eye candy.” or a
strategy ol overwhelming the senses. “It's all
about emotion and hype and taking the con-
sumer through a story,” he maintains.

The latter comment speaks to many a
designer’'s observation that entertainment
design tends to take on the design qualities and
pace of the creative client. “In entertainment
design we deal with concepts, storyboards, art
directors and thematic reinforcement above
and bevond the operational and functional
issues of space,” says Jacob. The positive col-
laborative relationship between the client and
designer is essential to success. “Architects
and designers may take the organizational
lead.” notes McGowan. “Bul our designs are
definitely based on their creatives.”

Rockwell points out that nobody designs
lacilities to be temporary. Yel some change
must take place within entertainment venues Lo

keep them fresh—especially educational facili-
ties like science museums and those that rely
on local populations as opposed to tourist traf-
fic. Updating using technology is an obvious and
popular route, with the attending caveat that
technology should always remain secondary to
the content of the space. “Technology is becom-

ing invisible,” says Rockwell. Reay concurs,
“Entertainment venues should be a celebration
ol experience, nol technology.”

Programming in the '90s: Must design entertain us?

For critics who fear that over-entertaining
the American mind will have serious intellectu-
al drawbacks, it should be noted that these
same design principles are being successfully
applied across the board to educational and
cultural venues as well as ones that exist pure-
Iv for entertainment. Jacob, for example, sees
the reinvented bookstore as one of the most
important and popular facility types today.
Fven music retailers are routinely courting
classical music listeners with design strategies
as much as hard core rockers.

"More people are seeking enrichment
rather than just diversion.” observes Lawry.
“In many cases. the educational component of
a venue will differentiate it from its compeli-
lors.” Much of Reay’s work has focused on the
creation of educational entertainment venues
such as zoos and science museums. “Enter-
tainment creates a landing platform in the
mind,” he reflects. “Learmning is more effective
il people are having fun doing it. With technol-
ogy, we can give them simulated experiences
that take them outside the realm of the venue.”

True, the success of any commercial activi-
ty will ultimately depend on the provider’s abil-
ity to deliver the core service or product to the
consumer. On the other hand, businesspeople.
are increasingly adding entertainment to their
strategies to create competitive advantage.
Just as this trend is forcing relailers, hotel
operators, restaurateurs, museum operators,
professional sports organizations and the like
1o learn a new aspecl of business, so are
designers compelled to learn a new and more
creative aspect of their own trade. The good
part is, they'll generally have fun doing it. oe
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Nickelodeon's unconventional
New York headquarters,
designed by Fernau &
Hartman, is defined by monu-
ments, neighborhoods (right)
and “connectedness.” A
glass-enclosed central stair-
well (opposite) provides a
physical link between three of
the four floors, as well as
interior views that help
staffers understand the
designers' concept of the
space as a whole-connected
by structures like The Crate
that rise through the slab.
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There Goes the Neighborhood

In a city famed for its variety of neighborhoods, design imitates reality in Nickelodeon's
Manhattan headquarters, designed by Fernau & Hartman Architects

Rob and Laura Petrie are alive and well

and living happily in Times Square,
alongside a newer group on the block thal
includes Ren and Stimpy, Rocko. Clarissa
Darling, Alex Mack and some Real Monsters
and Rugrats. Yet these fictional television
characters—separated by several genera-
tions of the medium's evolution—are about
as varied and diverse as the needs of their pro-
duction staffs at Nickelodeon, the cable televi-
sion channel devoted to family and education-
al programming that has grown by leaps and
bounds (some 20% per year) since it first hit
the airwaves in 1979. So when parent compa-
ny MTV Networks called in the Berkeley, Calif -
based design firm Fernau & Hartman to create
new New York headquarters offices for Nick's
expanding activities, everyone expected
results that were appropriately varied, ener-
getic and full of wholesome fun.

The legacy of the driving force behind the
design, past president Geraldine Laybourne,
lives on in the unconventional realm of neigh-
borhoods, monuments, views and a sense of

L ucy and Ricky, Samantha, Jeannie and
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By Jennifer Thiele Busch

“connectedness” that characterizes floors 37.
38, 39 and 41 in Viacom's high-rise office
tower al Broadway and 44th Street, where the
communications giant and its MTV Networks
properties, including MTV, Nickelodeon, VH1
and Comedy Central, are headquartered. As
Fernau & Hartman Architects summarized in a
memorandum drafted at the start of the
design phase in mid-1993, "Connectedness
addresses the core concern about how 1o keep
Nick fresh and at the top of its game. For Nick
people, connectedness with each other and
with Nick means anything but a corporate uni-
formity; by allowing individuals and depart-
ments to express themselves and their func-
tions, and by interacting more with each other,
they hope Lo nurture creativity.”

Creativity has never been a problem of
architecture and interior design at any of the
MTV Networks facilities, thanks to Ellen
Albert, AIA, the company's open-minded
director of planning and design, and her care-
ful selection of design firms whose talents can
bring a fresh perspective to MTV Networks.
But Nickelodeon goes quite beyond anything

that Albert, her staff and her hires produced
before—and frankly. probably beyond any-
thing they will ever produce again.

“In the end Nickelodeon has been a tremen-
dous project, and one that we've learned a lot
from,” reflects Albert. “Its flexibility has been
challenged by its rapidly changing business
needs. Yet it has a wonderful character of
handcraftedness, fosters a sense of interaction
and synergy between workers, features an
exquisite variety and use of materials and
doesn’t feel at all like a typical office.”

And why should it? Given Nickelodeon's
purpose, the designer made a deliberate
effort to create an appropriate environment.
“We approached the programming and
design with qualitative goals more than
quantitative ones,” explains Richard Fernau
of Fernau & Hartman. “We asked the staff
philosophical questions like ‘Who are you?,'
‘What's your attitude towards kids?," ‘What's
your attitude towards work and play?™”

From those discussions emerged the need
for open communication and the employees’
fear of being pancaked into a traditional,
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hierarchical space like the one they were
leaving behind, which was overcrowded with
little meeting or support space. These inter-
related goals complemented each other. “We
dove into the communication idea.” recalls

stairs anchor a Piazza Publico on every floor,
featuring a Kkitchenette and informal
lounge/eating area. “The space was to be
more open, more conducive to meeting other
people within Nickelodeon,” explains

Taking connectedness to new three-story heights—literally

One of the most important issues in program-
ming discussions at Nick, the need to pro-
mote communication and interaction, was
addressed with wildly different meeting
spaces. The Crate (above, left) houses one
major conference room per floor, but there
are plenty of others. Each of the three top
executives, thrust into open plan work sta-
tions, enjoys the luxury of a private confer-
ence room. The Oval Office (above, right) is
for Nickelodeon's president.

The designers took advantage of employees’
tendencies to gather for chats outside the
restrooms to create informal meeting spaces,
each complete with a History Comer and
giant chalkboard that invites comments
(opposite, top). Elsewhere at Nick, work
space is defined by the “raw” edge of the
company's fun and funkiness, combined with
the “cooked” impression of Nick as proficient
global communications and entertainment
company (opposite, middle).

Femau & Hartman used this axonometric draw-

ing (opposite, bottom) to illustrate the concept
of Nickelodeon as a three-dimensional whole.

5¢ GONTRACT DESIGN

Fernau. “We looked at what was being commu-
nicated and when, and explored different con-
ferencing possibilities like town meetings, troop
catherings and informal interactions. The idea
was to have a variety of conferencing spaces,
and to make them all wildly different.”

The concept has resulted in just that. The
array of meeting spaces that define many of
Nickelodeon's monuments and neighbor-
hoods include The Crate, a tapering, plywood
stack of conference rooms that encompasses
Nick's town hall-type meeting room: a metal-
clad meeting space called the Refrigerator
Tower: a blue stack of conference and
screening rooms known as the TV Tower:
Laybourne's personal, semi-circular confer-
ence room called the Oval Office; a living
room for the staff of Nick at Nite; corner
lounge/meeting areas on the 41st floor; and
the Mediaplatz, a series of informal gathering
spaces outside the bathrooms on each floor,
where chalkboards and billboards are avail-
able for stafl comments.

\lso focal to the idea of “connecledness”
and communication is a glass-enclosed,
three-story, internal stairwell that connects
floors 37-39. Not only a hub of vertical trans-
portation that creates a physical link
between various staffs of Nickelodeon, the

Marjorie Kim, project manager at MT\
Networks. “We wanted Lo encourage people Lo
gel away from the standard office mentality.”

In what Fernau refers to as a tradeoll
between public good and private good, the
typical hierarchical structure ol a corporate
office was also inverted at Laybourne’s insis-
tence. Managers, including Nickelodeon's
three top executives, were pulled out of pri-
vate offices and thrust into open plan work
stations—albeit generously sized ones with
nice views and private conference rooms.
Elsewhere on floors 37-39. a mix of private
perimeter offices, private interior offices and
open plan work stations at windows or
across corridors follows no apparent pattern
or size standards because space planning
was so closely linked to the needs of individ-
ual departments or “neighborhoods™—a
design strategy that Albert and Kim now
admit has not been the most efficient or
functional. “Each department head had a say
in how his or her space was designed,” com-
ments Kim, “and each department ended up
being too customized.”

None of this would have been so clearly
revealed had it not been for the happy cir-
cumstance that Nickelodeon continues to this
day to expand. “Being too specific in design
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doesn't work well when business needs
change so much,” observes Albert. But dis-
advantage was quickly turned into advantage
on floor 41, the project’s second phase,
where client and designers switched to a
much more standardized space plan—with-
out any loss of creativity.

To diffuse whatever complications might
arise from a California firm’s unfamiliarity with
building codes and landlord relations in a tough
market like New York City, MTV also hired Kohn
Pedersen Fox (KPF) to assist with program-
ming, space planning and design execution.
KPF associale and project architect John
Rodman, who has since joined Gerner, Kronick
& Valcarcel, agrees that the project was atypi-
cal. "A couple of people looked at the floor plan
and said, ‘What's going on here?' he recalls.
“But it does feel good, and there's a logic to it
that is fairly straightforward.”

Nevertheless, parts of the design were so
conceptual that Fernau had to explain the more
subtle intricacies to Nickelodeon's staff. “The
designers viewed the space as three-dimen-
sional, rather than floor by floor,” says Kim.
“Consequently, shapes rise through the slab
and continue on the next floor.” For example,
the tapering structure known as The Crate
actually rises through three of Nickelodeon's
30,000-sq. ft. floors, enclosing on each one a
conference room of smaller dimensions than
the one directly below. The concept is best
viewed from the middle stairwell landing. or by
axonometric drawing.

Il the staff had trouble understanding, this
was probably nothing compared to the chal-
lenge facing the contractors. “It took a lot of
effort to get them out of the frame of mind of a
highly finished. New York corporate space,”
says Rodman, who was largely responsible
for coordinating and guiding the contrac-
tors. “Bul it turns out to be sort of a relief,
because it opens your mind to the possibil-
ity that everything doesn't always have to
be perfect to be good.”

Perfect or merely good. this is one corpo-
rate office space that probably must be seen to
be truly believed. ~&

Project Summary: Nickelodeon Headquarters

Location: New York, NY. Total fioor area: 120,000
8q. [1. No of floors: 4. Average fioor size: 30,000 sq.
ft. Total staff size: 400. Paint: WH Kemp,
Hammertone, Benjamin  Moore.  Flooring:
Dodge-Regupol, Jason, Armstrong, Kentile.
Carpet: Patcrafl. Ceiling: Sonex, Armstrong. Door
hardware: Richards-Wilcox, Ives. Glass: Ford.
Window frames: Kawneer, Custom. Window treat-
ments: Levolor. Railings: Custom. Work stations:
Custom. Lounge seating: Custom. Conference tables:
Custom, CID, Hamilton. Upright. Other tables:
Custom, RA.G.E., USE. Client: MTV Networks.
Architect: Fernau & Hartman Architects. Interior
designer: Kohn Pedersen Fox. Structural engineer:
Leichtman and Lincer. MEP and lighting designer:
Flack & Kuartz. Acoustician: Shen Milsom Wilke.
Photographer: Jefl Goldberg, Scott Frances/Esto.
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Fire and Ice

DESIGN

The Club at Kiel Center draws sports fans in St. Louis who like good food and drink to a gathering spot
designed by Interior Space Inc. that packs almost as much action as the games

The constantly rotating “sphere
of sports” suspended above
the elliptical bar sets the stage
for an action-packed good
time at The Club at Kiel
Center, though the games area
at the rear will really keep
guests moving (opposite). For
frue sport devotees, the Puck
Bar with its view of the arena
and numerous TV monitors
provides the best seat in the
house (ahove).

By Holly L. Richmond

here is so much energy in The Club
T al Kiel Center thalt the ferocious
high-sticking of dueling hockey play-
ers or the relentless frenzy of a hard-
fought basketball game goes almost unno-
ticed. Only Kkidding? The design firm ol
Interior Space Inc. knew what St. Louis
fans wanted when it assumed the colossal
job of crealing a restaurant and club with-
in Kiel Center, the city’'s arena, for holders
of club seats and luxury suites for the
National Hockey League's St. Louis Blues.
In fact, Interior Space met the challenge
slam-dunk style, “sweeping™ the 1995 St.
Louis AIA Design Awards
lhe Club at Kiel Center, a 17,000-sq. Mt
addition to the city’s opera house from the
1920s. was recently completed along with a
20.000-seat arena. This enhanced venue for
entertainment events is ideally located in the
heart of St. Louis at 14th and Market Streets.
six blocks from Busch Stadium, home of the St.
Louis Cardinals. It was the goal of community
planners to keep these facilities within walking
distance of each other and Union Station, which
underwent a major revitalization in 1983

In addition to hosting professional hockey
games, the arena accommodates St. Louis
University's basketball team, a range of con-
certs and dramatic performances, and even
the circus. Al Kerth, a senior vice president
and partner at Fleishman-Hillard Inc. who
acted as the representative for the Kiel
Center Partnership Inc., explains that his
client’s primary objective was to convey to
the community that the new Club is not a sin-
gle-use facility geared only toward athletics.
“It is true that sports is the major theme at
the club, but is not the only one,” he points
oul. "Everyone is welcome here, and hope-
fully they will have a lot of fun and partake in
the concession offerings.”

Of course, Kerth and the 20 CEOs he rep-
resents in the Partnership are not ashamed
Lo ask people to spend money. Most sports
fans and concertgoers are more than happy
Lo supporl local teams and entertainment
venues to bring revenue to their communities
by feeding their appetites, quenching their
thirst and collecting a few mementos. The
Club at Kiel Center provides a suitable and
exciting environment for it all.
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For Interior Space’s design team. the goal
was to create “the place to be”™ belore and
after an event by integrating the action ol
sports, entertainment of concerts and ser-
vice of a premier restaurant. Not just anyone
can be at “the place to be™ all the time, to be
sure. The Club is reserved for the holders of
its 1,600 club seats and members holding
tickets for the 85 suiles that accommodate
10-15 people each during hockey games, and
is open to the public before and after con-
certs or other performances

Pat Whitaker, president of Interior
Space, notes that once the Club’s opera-
tional roles were established, her firm
tackled—whoops, wrong sport—skated
full-force into the challenge of devising a
way to move people through the facility
and seat and serve customers in an effi-
cient manner. “"Everyone arrives at the
same time and wants to eat and drink in

the same two hours,” she says. "We creal-
ed a circulation system and distinct areas
that separate people depending on their
agenda, whether it's to sit down for a meal,
stand at the bar or shoot hoops in the
games area.” (Yes, there is a wood playing
floor and legitimate height basketball hoop

The running track (left), a corridor
that bisects the Club, is made of
authentic track rubber and directs
guests to different areas using neon
signage—"chalk talk"~in the shape
of arrows and dashes that a coach
would use. Guests are greeted in
the primary entryway by the Hall of
Fame (opposite), which features
photos of athletes and fans.

and free-throw line where a group ol
guests can partake in a game of PlG.)

Circulation is a critical factor indeed.
Visitors who arrive at the arena’s east side
enter the Club through the Hall of Fame, a cor-
ridor that portrays famous personalities on
one wall and group photographs of athletes
and fans on the other that could be mistaken
for a memorabilia sports club except that
Kerth and the Partnership have specifically
ruled that out. (*The addition of the Club marks
a new chapter in the Blues organization, so the
image is fresh.” explains Ron Johnson, project
designer for Interior Space. “We didn't bring
anything over from the previous space.”) A
running track of authentic track rubber at the
wesl side entrance bisects the Club, directing
cross circulation at the suite level and separat-
ing a 400-seat restaurant into two zones lor
different event seating requirements. Guests
can head from the running track towards the
Elliptical Bar, the name given the main cocktail
area seating 47 people. or to the Puck Bar, a
smaller. obviously round bar for 15 people.

To guide traffic, the ceilings of these cor-
ridors use neon lighting and signage that
Interior Space calls “chalk talk.” As Johnson
explains. “The neon lights are in the shape ol
arrows, dashes and curves, and deliver visu-
al direction clues as to where to go. 1t’s a lot
like what a coach would do as he maps out a
play for his team.”




Though several dining areas are
arranged throughout the Club, guests can
only actually see the ice or court from a few
rows of tables in front of the Puck Bar. Bul
this is not a problem, since the club is
equipped with 54 TV monitors that con-
stantly display the game, giving everyone a
good seal. On the other hand, if guests are
more intrigued by creative design than by
the day's sporting event, their eves will
mosl likely focus on the “sphere of sports.”
This giant, constantly rotating ball spins
around a neon-lit glass tube thal mimics
the rim of a basketball hoop

\ host of other rotating forms help the
“sphere of sports™ to reinforce the sensation
of constant motion, while the colors. consist-
ing mainly of blues, reds and magentas. con-
vey a fire-and-ice image that bolsters the
Club’s energy level. With all of the energy and
movement going on it's surprising that
guests would actually sit down and relax, bul
apparently they do. The restaurant’'s Italian
fare is said to be outstanding, and the cafe-
style tables and bar-height counters with
drink rails set an ideal scene lor socializing.

However, there were special considera-
tions for choosing the interior materials and
furnishings. Christine George. project de-
signer for Interior Space, comments with a
chuckle, “We knew the materials would have
to withstand the hockey fan personality, so
the bar stools have reinforced legs. metal
frames and washable upholstery.”

S0 guests should come to The Club at Kiel
Genter prepared to let loose and enjoy them-
selves. Neither the client nor the architect
encourage rough housing with the furniture,
however. In the 1990s. il's still only a
game—>but a lot more is riding on it =&

Project Summary: Kiel Center

Location: St. Louis, M(). Total floor area;: 17.000
8q. I't. No. of floors: 1. Dining capacity: 400. Max-
imum occupancy: 2,000. Wallcovering: Koroseal
Paint: Brod Dugan, Zolatone. Laminate:
Nevamar, Formica. Carpet/carpet tile: J &
Industries. Carpet fiber: Monsanto. Ceiling:
\rmstrong. Beck Steel Fabricators. Lighting:
Lighting Service, Louis Poulsen, Kurt
Versen, Lightolier. Railings: Beck Steel
Fabricators. Lounge/cocktail seating: Images
Banquette seating: Falcon. Dining chairs: Fixtures.,
Upholstery: Pallas. Knoll. Dining tables: Johnson.
Ice floor/running track: Missouri Terrazzo, Dex ()
Tex. Neon signage: Star Signs. Solid surfacing:
DuPont. Ceramic tile: Florida Tile, Dal Tile,
Terrazzo: Missouri Terrazzo. Client: The Kiel
Center Partnership Inc. Architect/interior design-
er: Interior Space Inc. Structural engineer:
Ellerbe Becket. Mechanical/electrical engineer:
Kennedy Associates, William Tao &
\ssociales. General contractor: J.S. Alberici
Construction. Construction manager: Pete Gass
Lighting consultant: Imero Fiorentino Associates
Food consultant: Cini-Litlle International
Photographer: Hedrich Blessing/Jon Miller

FLOOR PLAN

B4AT MO CAPACITY

80w, 508
wan
oneres

sTRRET 108
wan

KIEL CENTER ARENA

CONTRACT DESIGN 61




DESIGN

Hail to His Master’s Voice

Cranberries? Smashing Pumpkins?
This isn't a garden—it's a window dis-
play just a few steps from the entrance
to HMV (eft), the latest in music retail-
ing selling the Top 10 sounds. Once
customers come inside, what better
marketing strategy is there than to play
good music while people browse, giv-
ing customers a not-so-subtle message
to buy what they're hearing? In
Elkus/Manfredi's design, the HMV at
Herald Square in New York sports its
own D.J. booth (opposite) that floats
above the browsers.

Sorry, no tea and scones—only music at HMV stores across America designed by Elkus/Manfredi

hen the economy is singing the blues,
W the music industry isn't listening.

Music retailers know that the rate al
which product leaves the store depends nol
on Wall Street but on how hot the new releas-
es are. Though inflation may soar in the
direction of a soprano’s upper register, music
is a small luxury even the poorest of listeners
will allow. In such a diversified and aggres-
sively competitive market as music merchan-
dising, mild immunity from the recession is a
marvel. In the United States alone there are
25,000 music outlets, with 6,000 considered
music specialists and 9,000 located in sec-
tions of department Increasingly.
Americans are recognizing the pink neon
glow of HMV as synonymous with music. not
quite going the way of Q-tip or Kleenex, but
distinguishable branding nonetheless. With
worldwide expansion of this music retailer—
which originally opened in 1921 in London

stores.

&7 CONTRACT DESIGN

By Linda Burnett

selling 78s alongside electrical appliances—
HMV commissioned architects Elkus/Manfredi
to design a prototype flexible enough to allow
for cultural differences and variations in loca-
tion, and determined enough to provide a
vocabulary of design elements from which HMV
stores around the world could cull.

A $1.5 billion division of $11-billion EMI
that operates 13 stores in the United States
alone, HMV ventured to create a destination
store prototype that would reflect the retail-
er’s core sense of value, music authority and
historical presence while keeping its cus-
tomers browsing. “In music retailing, the
goal is to gel the customer to spend as much
time as possible in the store,” says Jim
Donio, vice president of the National
Association of Recording Merchandisers
which awarded HMV Merchandiser of the
Year in 1995 and 1996. "A music retailer
competes not only in its own sphere but also

for general entertainment dollars—compet-
ine with movies, video and book stores and
stores like Warner Bros. and Sony.”

Luring people into its aisles hasn’t been a
problem for HMV, whose first U.S. stores
opened in 1990 in Manhattan followed by ones
in Boston's Harvard Square (Cambridge,
Mass.), Hartford, Conn., Washington, DC. and
Atlanta. However widespread HMV's presence
is today, few Americans are aware of HMV's
history in the United Kingdom. Look no further
than the American popular culture icon of
RCA's dog and phonograph logo, which was
originally a symbol for EMI Gramophone
Co. Originating in the late 1880s the signa-
ture was licensed to RCA America and
Victor Co. in Japan in a rash prediction that
the music retailer would never operate in
these countries. A mistake for sure. The
animal and his instrument still accompany
HMV in other countries
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You won't find HMV in the corner ol your
mall or small town. HMV does not intend to
expand in the thousands. To succeed, the
retailer has learned a few key lessons in
retailing. Of course, location, location, loca-
tion, of both the store itself and the products
within the store is where HMV begins, mak-

ing its home in high profile spots and region-
al shopping centers. “We wanted the store to
fit in next to Banana Republic and Eddie
Bauer,” says Bob Williams, vice president for
business development at HMV. “We didn't

want to miss out on the impulse purchase.
Over 50% of sales come from customers who
didn't plan on buying.”

Staying on top of the psychological foun-
dations of buying habits meant tuning the
store to lifestyles rather than incomes and
ages. Williams points out two psychographic

sectors that HMV closely tracks: 1) the pas-
sionate music addict who can’t wait to buy
the newest release, and 2) the fashion con-
scious for whom the association with the
product is a fashion statement.

In a business where the product is uni-
form and identical from store Lo store, a
music retailer cannot use the product itself
as a qualifier. So where does HMV gain the
edge? “The profit is made in the details,”
says Williams. “Il's a low margin business,
needing sufficient volume, a good rent struc-
ture and a controlled payroll.” More impor-
tant to HMV is letting the store managers
make the product buying decisions. “Decen-
tralization allows each store 1o be more
focused,” says Williams. "We are able to
quickly respond to competitors’ sales
because the store managers don’t have to
wail for the go ahead from the main office.”

Thinking of itself as a retailer rather
than a player in the music business, HM\
asked Elkus/Manfredi, a firm experienced
in designing for the Disney Stores and The
Limited. to treat the product as a crown
jewel, using the store Lo enhance its impor-
tance. There would be no tricks to the visu-
al merchandising strategy. The selling of
HMV would rely on coherent signage, prod-
uct accessibility, comfort, a friendly envi-
ronment and visibility.

Consequently, Elkus/Manfredi designed a
prototype and wrote a design manual to be
used like a desien bible for future HMVs
around the world. The prototype accounts for
85% of the store design while the remainder
reflects cultural and locational particularities.
Flkus/Manfredi's manual would accommo-
date everything from a vertical mall in Tokyo
to a building with an important storefront
such as one in New York's Herald Square.
Yet localized shopping habits would be
recognized as well. “In the U.S. we shop
richt to left,” notes David Manfredi, a
principal in FElkus/Manfredi. “In many
other countries it's left to right.”

The firm incorporated HMVs core val-
ues into the plan. The expansive inventory,
for example, needed to be relayed at the
blink of an eye. “Selling is about how much
of the product is visible,” says Manfredi,
“how much customers can browse, and
how we can make the place a destination.”

How do you keep people browsing?
Make it as easy and enjoyable as possible.
The designers spent considerable time
designing the store fixture or “browser” so
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that CDs could be read easily, curving it so
the CDs on the bottom can face out while
those on the top remain vertical. Listening
booths are mounted at the end of the brows-
er, juxtaposing the horizontal and vertical
proportions and breaking the monotony of
the music display. As Manfredi comments.,
“Big scale elements contradict the small
scale 5 1/2-in. x 5 1/2-in. product.”

Smarl selling is also knowing that
what's most visible gets bought quicker.
The big volume of sales is in the Rock and
Pop categories, so these litles are placed
closest to the door along with the Top 10
chart releases. “Nothing from the library of
older music is ever placed in the first 20 ft.
of the store.” says Manfredi. “We worked
out a plan to arrange the music according
Lo temperature rom hot to cool.”

Another value is streetwise credibility.
The design would reflect HMV's ability to
anticipate the market and be the first to
have the product. Movable totems and per-
forated metal panels are built alongside
heavy graphic statements and changing
lighting to keep HMV looking fresh and cur-
rent. The graphics, which change on a bi-
weekly basis. are handled in two categories.,
those that are pulled from the music itself,
such as album cover blow-ups, and the in-
store promotions, such as seasonal sales or
events. The firm has stipulated guidelines

9906

m

for the graphics, leaving the rest to HMV's
in-house staff to produce with record labels
in arranging timely displays.

Like any good retailer, HMV identi-
fies service as ils pride and joy.
“Iven in the 50,000-sq. ft. HMV,"
Williams insists, “you can find any
music title within three minutes after
entering the store.” Easy-read labels
delining each music section serve as
wayfinding tools.

To reflect the tangible value of the
purchase, Elkus/Manfredi used plain
materials in clever ways, preferring
perforated metal, wood, dry wall and
basic color, steering clear of a rich
palette. The designers took a different
approach than the normal brightly col-
ored music store. “Fundamental to our
thinking was to create a palette derived
from conflict.” Manfredi indicates. “We
used black and white with color coming
from the CDs and graphic displays.”
The white ceilings reflect light while the
CD holders serve as black frames that
showcase the product.

The idea of conflicl was introduced
through textures as well. Rough plays
against smooth, such as the warm
wood in the classical section used in
opposition with the cool metal railings.
This technique helps delineate space

You said Rachmaninoff-or R.E.M.?
Elkus/Manfredi has created a palette
of contrasts for HMV's departments,
so that the classical area (opposite)
sports wood and soft light and con-
tradicts the stark tones of the Rock,
Pop and Hip Hop sections (left). Once
you know what you want, easy label-
ing helps you to find your music in
less than three minutes. The displays
(below), however discreet, showcase
the product, framing the 5 1/2-in. x §
1/2-in. discs and allowing the color
of the covers to dominate.

CONTRACT DESIGN 4 5




within space, a particularly useful ability in
mall stores, where HMV often overcomes the
lack of sufficient area for walls by playing
warm against cold and black against white to
break up a space.

HMV's deep roots in 20th-century
music history has been used to the retail-
er's advantage in relaying its presence Lo
customers for the past 75 years. A popu-
lar HMV story dates from 1962, when
Beatles manager Brian Epstein entered
HMV in London to cut some disks in
HMV's recording studio. The HMV manag-
er heard the music, organized a meeting

with George Martin, head of A&R for
Parlophone Records, and started the

Beatles' recording career. Archive photos
and videos displaying in-store perfor-
mances at HMVs worldwide tell it like it
was and like it continues to be.

The three letters that stand for “His
Master's Voice” tell customers that this
store only sells music—no food, books or

HMV made the Hall of Fame—of
Rock and Roll, that is.
Cleveland's HMV (above, lefd) is
the one exception to the rule in
that it sells more than music,
serving museum visitors with
souvenirs. However, a customer
on the floor any of HMV can lis-
ten to the music before buying it.
Each kiosk (above, right) high-
lights five songs from one CD,
giving even the music an easy
read. The floorplan for the
Philadelphia store demonstrates
the typical organizational struc-
ture of HMV (right).

& ¢ CONTRACT DESIGN

No older music at the doorway, pl

clothing. The only exception is the HMV in
Cleveland's Rock and Roll Hall of Fame,
where the retailer assumes the responsi-
bility of being the museum shop and sells a
variety of souvenirs.

Tower and Virgin, HMV's major competi-
tors, may not care about the retailer’s stand
on selling music and only music as they pur-
sue their own destinies. Nor could these
giant superstores be expected to graciously
surrender the throne of the music business
to HMV. However, given what HMV and
Elkus/Manfredi have achieved, they must
give at least a courteous kneel. &

ed
Project Summary: HMV

Location: Boston, Cleveland, New York. Total floor
area: varies; 20,000 sq. ft., New York. No. of fioors:
varies; 1-2. Wallcovering: Johnsonite. Paint: Martin
Senour, Benjamin Moore, Sheffield Bronze Paint
Corp., Tiger Drylac USA. Protech. Laminate:
Pionite, Environ Biocomposites. Dry wall: U.S.
Gypsum. Masonry: Ryowa Granite. Vinyl flooring:

NN
SRR

Armstrong. Rubber flooring: Pirelli. Carpet file:
Networx. Campet: Harbinger, Clodan, Mats. Lighting:
Times Square, Capri, Neo-Ray, Miroflector,
PowerLite, Nulco, LSI, Lithonia, Day Brite.
Upholstery for seating and walls: Liz Jordan Hill/
Architex. Fixtures: Hochberg Assoc. Prototype graph-
ics/signage: Carbone Smolan. Clent HMV USA.
Architect: Elkus/Manfredi Architects Lid.; David P
Manfredi, principal in charge: Marcus Gley-
steen, project manager; Scott Allen, Alan Bruce,
Greg Burchard, Elizabeth Lowrey Clapp, Evan
Cross, Dana Dilworth, Harry Flamm, Tom
Greene, Emil Hoogendoorn, Paul Karnath,
Claudette Lavoie, Oscar Mertz, Whitney Perkins,

S

Randall Stone, Sumio Suzuki, project team.
Structural engineer: Weidlinger Assoc., McNamara/
Salvia, Robert Rosenwasser. Mechanical/electrical/
plumbing engineer: Cosentini Assoc., Shooshanian
Engineering. Data consultant: Datatec. Security consul-
tant: Sensormatic, ADT. General contractor: Shawmul
(Boston). Lighting designer: [lluminart. Audio/visual:
[5C1. Photographer: Warren Jagger (Boston), Chun Y,
Lai (New York), Dan Cunningham (Cleveland).
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BUSINESS

Buy Smartep

Can purchasing be a legitimate and rewarding service for design firms?

s there anything more straightforward

than purchasing? Somebody issues pur-

chase orders based on a designer's
specifications, tracks the order and audits the
invoice. Unfortunately. since most designers
and their clients care intensely aboul saving
time and money, purchasing in the 1990s is
not a simple process. Bringing a professional
purchasing agent on board may be one way to
get more products faster and for less money.

Typically, design industry purchasing has
worked like this: First, the designer and the
client work together to design a space. Then,
design specifications are handed to the
owner's purchasing agent, who processes the
orders through delivery. In finding ways (o
make their businesses more competitive,
however, many clients have recently reduced
or even eliminated facilities management and
purchasing functions, forcing clients to look
elsewhere for purchasing assistance.

A logical place to look is a design firm. To
maintain project continuity, designers are
bringing the purchasing function in house, hir-
ing someone to handle the complex ordering
process. The key to adding purchasing as a de-
sign service is to position it as a prolessional
service rather than an administrative function.

The difference is in value to the client.
Hiring or training an administrative clerk to
expedite orders may be cheaper initially for
the designer and the client. But with a pro-
fessionally trained, design industry purchas-
ing agent on hand, opportunities to avoid
mistakes, mitigate problems and improve
solutions are there for the taking.

In fact, since today’s clients operate at a
rapid pace, offering them a turnkey package
can save time, money and frustration. In 1991,
the author's organization became the first
company in the Pacific Northwest to provide
commercial clients with comprehensive
expertise. Affiliated with an architecture firm,
this organization recommends an integrated
approach to purchasing whereby the agent
becomes a key member of the design team.
Value comes with broad technical expertise,
deep product knowledge and useful industry
insight at key points in the design process.

Yes, there is potential for conflict. Design-
ers, defending the integrity of their vision, may
take a dim view of bringing the practical mind-
ed purchasing agent on board early in the

68 CONTRACT DESIGN

By Josephine Wong

design process. However, advocating a team
approach that focuses on the client’s goal while
respecting evervone's expertise and limitations
can safeguard the client's welfare. The pur-
chasing agent’s job is to make sure that the
design concept can be realized in a cost-effec-
live way for the client, assuming the roles of an
advisor in design development, a buyer in con-
tract documentation and a project coordinator
in scheduling, delivery and installation.

et D
The key to

purchasing as a
design service is
positioning it as a
professional service,
not an administrative

function

As an advisor during design development,
the purchasing professional brings knowledge
of products and codes to the selection process
that can also help in budgeting. He or she then
reviews suppliers and the technical quality of
specified products in such terms as appropri-
ateness of use, cost-effective alternatives and
the role of a named source in the distribution

channel. The key to the greatest efficiency and
accuracy lies in pre-planning—which doesn't
happen as often as you might think.

AL the buying stage, the purchasing profes-
sional scrutinizes orders for accuracy and nego-
liates discounts. Cost savings to clients can
come in the form of standardization packages,
negotiating anticipated annual purchasing vol-
ume and purchasing at different quantity
breaks. This is a painstaking part of the process,
where attention to detail is paramount.

Tight coordination with the client and con-
tractors characterizes the delivery and
installation process. The purchasing agent
develops projected installation schedules
that outline how and what needs to be done,
and takes a walk-through at the site to help
assess Lhe situation and spot potential road-
blocks. Every installation has its own set of
challenges. and the purchasing agent’s role
here is as trouble-shooter. In the end, the
purchasing agent takes a walk-through with
the client to draft a final punchlist.

Fees for purchasing services can be han-
dled as an acting agent working on behalf of
the client, or a set price established for each
item, meaning cost of goods plus mark-up.
Both methods have pros and cons. For the
agent, he or she holds the ultimate financial
responsibility. All manufacturers’ invoices are
disclosed, and all rebates and incentives revert
1o the client if this is included in the contract
lerms, along with details about cost overruns.
The downside comes if the project is over bud-
get, in which case the client is responsible. A
set fee to the client reduces the risk, so finan-
cial responsibility for payment is between
manufacturer and purchasing company.

Purchasing may never be made simple,
especially when it results in a unique facility
designed for a specific client, place and time.
While there are many paths to purchasing,
assigning the task to a design firm has a
powerful logic. After all, who knows the client
and the facility better? &

Josephine Wong is director of purchasing of
TCP Resources, an affiliate of Seattle-based
Callison Architecture, an international consul-
tant that provides strategic planning and
design services for clients in retail, corporate,
health care and hospitality sectors.
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TECHNOLOGY

Imagining Perfect

DesignTex and architect William McDonough had to start from square one in creating a

completely environmentally safe line of upholstery textiles

“As an architect, desiener and educator in the
modern era, | have been working with the
products and processes ol The First Industrial
Revolution. | have come to realize that often
the very stuff with which we make things and
the systems we mobilize for their delivery
cause us to destroy more than we create. Our
pattern of designing, taking, making, and
wasting is clearly beginning to cause terminal

stresses in humanity and nature. I wonder if

it must always be so....”

~William McDonough, Dean of Architecture, University
of Virginia

magine creating a textile so eco-

logically responsible that even the

wool used in ils construction is
collected during the natural shedding
process so the donating sheep do not
risk being nicked or cut by shearing
scissors. This was the challenge under-
taken by DesignTex and architect
William McDonough, dean of the School
of Architecture at University ol Virginia,
Charlottesville, plus a group of dedicat-
ed participants including world re-
nowned environmental chemist Dr.
Michael Braungart, Swiss chemical
giant Ciba-Geigy and a tiny Swiss textile
mill, in creating the William McDonough
Collection. Ultimately, the monumental
effort that these partners embarked
upon turned into a complex but reward-
ing journey that has yielded an uphol-
stery collection labeled by McDonough
as “the first true product of the Second
Industrial Revolution.”

What started out as an invitation by
DesignTex to McDonough to create a
“green” line of textiles for the Portfolio
Collection of fabrics designed by
renowned architects became an eye-opening
experience for Susan Lyons, vice president of
design for DesignTex. “When we started out
we didn't really know what ‘green’ meant,”
reflects Lyons. “What was astonishing about
William McDonough's world view was that it
was so comprehensive and organic. He was
the first person | have spoken to whose ideas
on the subject were fully formed in such a
large and expansive way."

7 () CONTRACT DESIGN

By Jennifer Thiele Busch

The project also represented a cherished
opportunity for McDonough, who had long
been thinking about the way things are cur-
rently made and how Lo improve on these
processes. I told them I would be happy to
design what the textile line would look like,
but I would also have to design what it would
be,” explains McDonough. “DesignTex want-
ed to create something that went beyond

The William McDonough Collection of uphol-
stery fabrics (above) combines important
established qualities for contract textiles with
ecological features derived from its unique
development, which placed concern for the
environment as the top priority.

appearance, and expand the concept of
design quality to include concern for the
making, so it was an offer | couldn't refuse.”

Of course, the collection also had to meel
established contract textile standards and
expectations. “It was not enough to make an
environmentally safe product,” he concedes.
“It had to be aesthetically appealing, produced
on a commercial scale, conform to applicable
industry standards, and be priced competi-
tively.” Based on fractal relationships at differ-
ent scales, the five upholstery patterns of the
McDonough Collection—Bark. Fog Lines,
Golden Mean, Grass Roof and White
Ash—are constructed of the natural
fibers wool and ramie, use a patented
process called Climatex® Lifecycle™ to
wick moisture away from the sitter, are
sold at prices comparable to other high-
end wool fabrics and meet or exceed all
ACT performance standards.

For many contract textiles, a similar
list of desirable features may be where
the product development story normally
ends. With the William McDonough
Collection, it is only the beginning.
Expanding on the contract textile indus-
try’'s typical definition of quality.
McDonough and DesignTex added “eco-
logically intelligent” and “just™ to the
mix of important characteristics this
upholstery collection would assume,.
This thinking was taken to such an
extent that even the use of a natural
fiber like cotton was rejected early on as
meeting neither of the latter criteria.
“Cotton is not a benign thing,” points
out McDonough. “It is responsible for a
large amount of pesticide use and has a
very spotty social history.”

As a result of this Kind of compre-
hensive thinking, however, the William
McDonough collection uses a completely
redesigned manufacturing process, creates
no pollutants during manufacture, and is
compostable after use, leaving behind no
carcinogens, persistent toxic chemicals,
heavy metals or other toxic substances. In
addition, all waste scraps and selvages are
recycled to become “food™ for other organ-
isms, and dyes and raw materials are certi-
fied to be environmentally safe by the
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Environmental Protection Encouragement
Agency (EPEA) in Germany.

According to McDonough and Braungart's
theories on product design, it was
decided early on that the new textile
collection uncompromisingly qualify
as an “organic nutrient”—a product
that when eaten, used or thrown
away literally turns back into dirt,
and therefore food for other living
organisms. (McDonough and Braun-
gart's attending theory about “tech-
nical nutrients™ refers to service
products that continue beyond their
initial product life, which are owned
by their manufacturers and de-
signed for disassembly, remanufac-
ture and continuous reuse.)

“Uncompromisingly™ meant that
every step of the development
process would be based on adher-
ence to three principles.

* Waste equals food: McDon-
ough coined the phrase “cradle to
cradle™ to describe a life cycle that
eliminates the concept of wasle as
we understand it. Everything is
cycled constantly with all waste equaling food
for other living organisms.

* Use current solar income: The one thing
allowing nature to continually cycle itself
through life is energy that comes from outside
the system in the form of perpetual solar
income. This complex and efficient system for
creating and cycling nutrients should be mim-
icked by current manufacturing processes.

» Respect diversity: What prevents living
systems from running down and veering into
chaos is biodiversity, an intricate and symbi-
otic relationship between millions of organ-
isms. no two of which are alike.

“Once these principles were explained to
us, we truly understood what these textiles
would need to do and what the
process to create them would
need to be,” explains Lyons.
“When you look at nature as the
model for the design process, it all
becomes so elegantly clear.” Adds
McDonough, “The most interesting
part of the project was that we had
to make it up as we went along.
Working from these three funda-
mental principles was the power
of the process. We had to ask our-
selves how each step related.”

Clear and simple as the guiding
principles may have been, however.
the challenge still remained to turn
them into reality—an effort that
required total dedication and sig-
nificant amounts of research and
development by all the partici-
pants. “The most difficult part was
getting all the participants to sign
onto the concept,” observes Lyons. “We had
to ask everyone from executives to people
working on the manufacturing line to rethink
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Susan Lyons, vice president of design for
DesignTex, presided over the development of
the William McDonough Collection (above)
as part of a team including architect William
McDonough, environmental chemist Dr.
Michael Braungart, Ciba-Geigy and the
Swiss mill where the fabrics are woven.

McDonough's “cradle to cradle” philoso-
phy of product development was strictly
applied to the upholstery collection that
bears his name. Gardening and compost-
ing trials with Climatex™ Lifecycle™ felt
(below) proved the fabric, the scraps and
the selvage are compostable after use,
decomposing into ordinary soil.

the way they operate. It was like a huge
domino effect. If any one part of the chain
dropped the ball, it would have effectively
negated the whole effort.”

Developing dyestuffs free of
mutagens, carcinogens, bioaccu-
mulative and persistent toxins,
heavy metals and endocrine dis-
rupters was the biggest obstacle to
success because of the sheer diffi-
culty of a relatively small company
like DesignTex convincing an inter-
national chemical supplier to sub-
ject its dye formulas to scrutiny
and reformulation. With the helpful
influence of Dr. Braungart, howev-
er. executives of Ciba-Geigy were
persuaded to throw the weight of
the company's expertise behind the
project, virtually assuring a suc-
cessful outcome.

Much of the credit for the devel-
opment of the William McDonough
collection also belongs to the direc-
tor of the Swiss mill where the fabric
is woven, which virtually reevaluated
all its materials handling processes,
such as twisting and spinning of yarns. “Much
of modern textile production involves the addi-
tion of auxiliary chemicals—for instance anti-
slatic coatings—lo an existing manufacturing
process Lo achieve greater efficiencies, where-
by the mill can realize its profits,” Lyons indi-
cates. “We couldn't get those auxiliaries
approved as environmentally safe, so the mill
had to find ways to achieve the same results
without using the chemicals.”

“I was never doing anything other than
planning for success,” says McDonough. “But
when you're trying to start the next industrial
revolution, you have to expect a bit of a
thrash. It is also great testament to DesignTex
and the other participants that they never
wavered in their commitment to
this project. The team was the rea-
son for its success.”

The William McDonough Col-
lection admittedly represents just
one small but significant step
towards a philosophy that Design-
Tex. McDonough and the others
believe to be essential to the sur-
vival of our world. “We are not
going to solve problems by making
slightly better engines every year.,
or by reducing the number of tox-
ins in a product,” says Mc-
Donough. “The only way we're
going to get there is to redesign
our products completely. And the
DesignTex projecl proves it can be
done at every step of manufactur-
ing, at a very high level, in every
matter of concern.”

In fact, one of the virtues of the
William McDonough Collection is thal some
designers may mistake it for just another fine
group of textiles from DesignTex. e
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Do I Have a
Central Core?

Philip Johnson: Recent Work, by Jeffrey Kipnis,
1996, London: Academy Editions, 128 pp., $38
paper

Trying to pin down distinguished architect
Philip Johnson by challenging him to identify
his “central core” of philosophical and aes-
thetic beliefs is no easy feat, as a student of
Harvard's Graduate School of Design discov-
ered a few years ago. Johnson replied, “I
don’t know. Do I have a central core?”

As Jeffrey Kipnis, associate professor of
architectural theory and design at the
Knowlton School of Architecture, Ohio
State University, and co-director of the
graduate design program at the Architec-
tural Association in London, cooly points
out, Johnson's reply symbolizes his
extreme interpretation of the Modern archi-
tect’s dilemma. Being a Modern individual
demands a repudiation of the “arch-princi-
ple capable of grounding decisive arbitra-
tion.” Being an architect calls for giving of
material form to any deserving—if ulti-
mately doomed—"arch-principle.” Thus,

BOOKSHELF

The Gate House seen

in elevation (right) i
from Philip Johnson: \ 53
Recent Work. \‘\
\
n / \\

being a Modern architect for Johnson
reduces itself to exploring form as con-
tlent—a conveyer rather than an embodi-
ment of theoretical meaning.

In Philip Johnson: Recent Work, Kipnis
presents a late “De-Con” work, the power-
ful Puerta de Europa in Madrid, Spain, a
pair of leaning skyscrapers that frame the
Jaseo de la Castellana, the city's great
north-south artery, in addition to much
newer projects that reflect the architect's
current preoccupation with Expressionism
of the 1920s and 1930s. Among the latter
compositions are the stunning Gate House
in New Canaan, Conn., the Berlin
Alternative, an office building complex pro-
posed in place of the orthogonal structure
Johnson has already completed on the
Friedrichstrasse in Berlin, and the enigmat-

ic National Museum of Korea in Seoul,
Korea. The architecture that is lavishly
illustrated in Philip Johnson: Recent Work is
seductive, fascinating—and far removed
from the International Style that first estab-
lished Johnson as a major practitioner.
Respectful as he is of Johnson's brilliant
intellect, Kipnis is not so mesmerized by
Johnson's achievements that he cannot
proclaim: “For four decades he has con-
quered new architectures by turning them
into formulae, a formidable legacy. but one
that belongs less to an artist than to an
intellectual.” Though a similar comment
was once ventured about Monet ("He's
nothing but an eye—but what an eye!"),
Johnson is no Monet. What he is in 1996,
his 90th year, only he may know. And he

surely isn't telling, *-&
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A productive workplace is
the goal of many different professions.

Only one event brings them all together...

WOI'ld workpl ’ 96 Architecture
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Engineering

Facility Management
Interior Design

Real Estate

OF TODAY ... AND TOMORROW.

Lake City, Utah, USA

A World of Education...
Choose from 90 educational
sessions and 18 round table
discussions covering issues
such as: new technologies,
environmental concerns,
building techniques, health
and safety standards, financial
strategies, productivity and
communication tactics.

More Than an Exposition...
Expand on the information you
receive during the educational
sessions in World Workplace’s
Learning Center, where hun-
dreds of companies and their
representatives are on-hand to
answer your specific questions.

An Intense Exchange

of Ideas...

Network with your peers from
across the globe as you prepare
to better plan, develop and
manage your workplace.




CLASSIFIEDS

POSITIONS AVAILABLE

NATIONAL SALES MANAGER |

Architects of the New Worid

The new world of healthcare is changing...fast. At the forefront is Columbia/HCA
Healthcare Corporation, the largest healthcare network in the country. We're redesigning
the structure of the healthcare industry, and seck bold, aggressive

individuals for these Nashville-based corporate positions

DIRECTOR OF INTERIOR DESIGN

Your comprehensive background which reflects institutional, hospital or hotel design
experience is key for managing interior planning and architectural compliance for our
facilities nationally. Ref. DID696CD.

DIRECTOR OF PROJECT PLANNING

Utilize your extensive healthcare architectural planning experience in this highly visible
position. Strong healthcare conceptual design skills are essential. Ref. DPP696CD.

DIRECTOR OF BULK PURCHASING

You'll manage the acquisition of building materials and fixtures utilizing just-in-time deliv
ery methods for our expanding network of healthcare facilities. Top negotiating and
sourcing skills are required. Ref. DBP696CD.

Columbia offers competitive salaries, a generous benefits package and the opportunity to
advance with one of America's fastest-growing companies. To apply, please indicate posi-
tion of interest and reference number, and send your resume via fax: 615-320-2830, or
mail to: Executive Recruitment, Columbia/HCA Healthcare Corporation, One Park
Plaza, Nashville, TN 37203. All correspondence must indicate reference number. EOE

<© COLUMBIA/HCA

Corporation

ISTERN PROFESSIONAL SEARCHW

#1 National Executive Search Firm
Specializing in the Contract Furnishings and Interior Design Industry
| Tele: 312-587-7777

Fax: 312-587-8907

~ Chicago, IL

Partnering with
manufacturers and
dealers for over
eleven years to
recruit salespeople,
independent reps,
product manager and CEO’s for the
furniture and textile industries.

The Viscusi Group, Inc. ‘
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. n

From Classified

Advertising Get

A “Thumbs Up”

Contact Laurie Today
About Your Classified

executive
search"

_ Advertising 212-595-3811 Fax 212-595-9103
\ ’ P.0. Box 261 * New York, NY 10023 ‘
=\ 800-688-7318 -
; ext. 7893 { Advertise Your Employment Opportunities ‘

In The Classifieds of Contract Design ‘
() 800-688-7318, x7893 (£

Chicago-based company converting
decorative textiles exclusively for the
healthcare market seeks national sales
manager with distribution experience in
this area.

{ Please fax resume to: 312-561-5469

HELP WANTED

Serving The Contract Furnishing
Industry In Executive Search
Since 1983, we have been the industry leader
n pru\‘ldmu executive search/recruitment
services, confidential advertising and
candidate screening, reference verifications,
and compensation surveys nationwide. As part
of our personalized executive search services,
we also conduct on-site interviews with our
clients at their corporate headquarters or at
any of their regional offices
If you will be at NEOCON and would like to
learn more about our services, please contact
us 80 we can arrange an appointment. During
the week of NEOCON we may be reached at
the Sheraton Chicago Hotel & Towers at
312/464-1000. For position descriptions and
locations of domestic and international
searches currently in progress, please refer
back to Contract’s NEOCON (May ‘96) issue,
page 127,

Kristan Associates
Corporate Headquarters

12 Greenway Plaza

Suite 1100

Houston, TX 77046

713/961-3040

Fax 713/961-3626

™
AutoCAD Rel. 12/13
EEEEEEEEEEEEEEN
ARCHITECTURE + INTERIOR DESIGN « ENGINEERING
PC TRAINING, INC. - A/E/C CADD WORKSHOPS
Four Week Hands-On Professional Training
Corporate - Small Group Evenings Classes
So. Fla. 800-625-7375 or 305-374- 6844

LIGHTOLIER
| We are Lightolier's largest stocking
distributor. Track, recessed, decorative,
fluorescent, bulbs. Call for prices and

inventory on all your lighting needs.
LIGHTING BY GREGORY
Ph: 212-226-1276 or 800-796-1965

L

A

SERVICES TO THE TRADE

TRACK & RECESS LIGHTING

As seen in Design With Light

For Advertising Rates & Information: 800-688-7318, ext. 7893 or Fax Your Ad to: 214-419-7900
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REPRESENTATIVE WANTED
Expanding Nationwide windowcovering
manufacturer, supplying draperies, cubicle
curtains, bedspreads, etc., for Healthcare,
Hospitality, Government & Commercial projects,
is seeking aggressive, independent, multiple line
sales agents with experience and initiative,
Please contact: Mare Stewart of Contract
Decor, Inc. at 1-800-631-7013.

PRIME TERRITORIES

Campbell Contract, a leading mfr. of seating
and occasional tables, is seeking established
independent reps in key markets. All of our
products are available in 2-4 weeks. Please fax
your company profile and a listing of your
current lines to: Director of Sales, Campbell
Contract, Fax 214.951.0095, Ph. 214.631.4242

CLASSIFIEDS

REPS WANTED

mode OFFICE PARTITIONS and

SYSTEMS FURNITURE
Highly adaptable panel systems

v Floor-to-ceiling panels

v Stackable panels

v Multi-level raceways

¢ In-house design service

¢ Rapid order turn-around

v Excellent commission structure
Needed: experienced, aggressive reps

= Florida — New England

— Midwest — West Coast
Contact: Mr. Stevens 800/733-6633

PRODUCTS FOR SALE

F AU X

FISH

By KING SAILFISH MOUNTS
FISH REPRODUCTIONS

Now offering a Myriad of Faux Finishes:
* MARBLE * PATINA * STONE *
* WOOD * STUCCO* & More!
(800) 809-0009

P.0. Box 2962, POMPANO BEACH, FL 33072

The Directory of
Independent Representatives

for the

Interior Furnishings Industry

1996-1997

For Manufacturers who want to...

Hire the Best Rep Groups

The Industry’s only reference book of
Independent Manufacturers Representatives.

Indexed by:

1. Territory

2. Types of Products Represented
3. Manufacturers

Published Annually

To order, send check or
money order for $295.00 to:
V-Group Inc.

P.0.Box 261

New York, NY 10023

*Residents of New York State must include
applicable Sales Tax,

Also available on diskette

For a Free Brochure call
212.595.3811 or Fax 212.595.9103

TABLE
TOPS \NE=

Designers' Source e
for Custom Restaurant —
Tables & Bases.

Any Material,

Shape or Size a)
thr:'t:erg Direct wg oﬁg%gm $
WORKING
800 273 0037  MANCHESTER, MA

WANTED

Office furniture, panel systems & phone
systems anywhere in the U.S. & Canada.
ash buyer-quick/removal-references
Goldstein Office Furniture & Systems
800-966-DESK or 617-787-4433
Fax 617-789-5893
* Abe Goldstein ® John Jemison
http://www.gof.com

Advertise in Contract Design

You’ll Get Great Results! |

Per COLUMN INCH

D o i vt o o b

CONTRACT DESIGN *

C(_)NTRACT DESIG; e 1996 CLASSIFIED RATES

Production Options

,,,,, $ 105 Special Border
... $100 gold ......
o 90 everse . .. ...
g 85 LOgO ......
& ok PhOfO .....

.............. $ 10
.............. $ 10
.............. $ 15
.............. $ 20 |
.............. $ 25

.0. Box 801470 * Dauas, TX 75380

800-688-7318, x7893 or Fax 214-419-7900
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Advertiser

Artistic Coating (Chroma-Spec)
BioFit Engineered Seating
Brown Jordan

Commercial Design Network Web Site
Contract Design Source Guide
Dal-Tile

Davis Furniture Industries
DuPont Antron

Durkan Patterned Carpet
Electri-Cable Assy. Inc.

Forms + Surfaces

Harpers

Harter

IPC Unstitutional Products Corp.)
InterPlan

Invincible Office Furniture
Keilhauer Industries

Kimball Office Furniture Co.

Reader
Service No.

10
29

19

AD INDEX

16

Cover 3

20-21
9
23

Reader
Advertiser Service No. Page
Lonseal 9 14
J.M. Lynne Co. Inc. 28 31
Mannington Mills Inc. 12 16A-16L
Momentum Textiles 1 Cover 2-1
Monsanto Co. 22 35
The Center for Health Design 75
Paralax 27 25
PermaGrain Products Inc. 3 1
Shaw Industries 4 5
USG Interiors Inc. 34 Cover 4
United Chair 7 10-11
Versteel 14 19
Westin-Nielsen 25 47
Woodtronics 17 51
World Workplace ‘96 32 76
This index 1o advertiser page location is published for reader convenience.
Every effort is made to list page numbers correctly. This listing is not part of

the advertising contract, and the publisher is not liable for errors or omissions.

PRODUCT

Manufacturer Page
Altura Architectural Products 18
Arc-Com 30
Armstrong World Industries 24
Blumenthal 30
Brunschwig & Fils 24
Camegie 26
CCN International 22
Columbus Coated Fabrics 30
Congoleum Corporation 22
The C/S Group 30
DesignTex 26, 70
Eurotex 28
Flexi-Wall Systems 26
Folia HPL Images 22
Forms + Surfaces 24
F.S. Contract 32
Giati Designs 22
Harter 18
H & S Sales 28

JUNE 1996

Manufacturer Page
Innovations In Wallcoverings 737
Integra 18
J.M. Lynne Co. 28
K 34
KnollTextiles 22
Kron usa 24
Macro Electronics Corporation 24
Maharam 30
Marvel 18
Maya Romanoff 28
MDC Wallcoverings 26
The October Company 18
Paul Brayton Designs 24
Seabrook Wallcoverings 28
Textus 18
Unika Vaev USA 30

This editorial index gives the page number where information about a
product manufactured by the company listed appears.
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Powell

Learning curve

Deborah Powell

Born in Korea in 1955, interior
designer Deborah Powell was
adopted at age four by American
parents and has spent most of her
life in and near Atlanta. She thinks
coming from meager conditions in
her native country to the comfort
of American middle class life may
have sparked her awareness ol
design. “In Korea, | lived in a one-
room hut with an open-air Kitch-
en,” she recalls. “When | moved
to the U.S.. | became very inter-
ested in my surroundings. | built
furniture for my Barbie dolls out
of old lipstick tubes, containers
and matchboxes.”

That interest led her to an
associate of arts degree at
Bauder College in Atlanta
and a career in interior
desien. “I intended to con-
tinue my education,” she
says. “but I started working
right away and never wenlt
back.” Yet Powell’s jobs, as a
space planner at Coca-Cola
and a designer at RDA Inter-
national and Turner Associ-
ates, have taught her much
about the design industry. She
also spent two years informally
studying design in Furope.

Her most enlightening en-
deavor, however, was joining
two partners to form Studio
Epic 5 Inc.. her first attempl at
going into business. Though the
partnership was shortlived,
Powell continues Lo wrap up
contracts begun under the firm,
and works on her own as
Deborah P. Powell Interior
Design. Being self-employed has
been quite revealing. “I'm not
too pushy with marketing.” she
admits, “but | have become
more aggressive. When you
develop good relationships,
clients trust you and call you for
repeat business.” Just one of
many interesting lessons in the
epic of Debbie Powell’s career.

Bruder

PERSONALITIES

Phoenix rising

Will Bruder

A\ child's sandbox, a memo-
rable grade school teacher and a
series of school design competi-
tions sparked Will Bruder’'s
curiosity and lifelong interest in
architecture. “Curiosily is reward-
ing.” Bruder declares. Indeed, his
curiosity helped him to become a
much-admired architect, visiting
professor at M.LT., recent DuPont
Benedictus Award winner and
more. In his Phoenix, Ariz. studio,
he has satisfied his inquisitive
nature by contemplating a desert
environment that has inspired
him for over 20 years.

Bruder didn’t start there, how-
ever. The son of a fireman and a
dime store clerk, he grew up in
the Midwest and graduated from
U. of Wisconsin in 1969 with a
BFA in sculpture to apprentice
with Paolo Soleri in Scottsdale,
Ariz.. and to work for Gunnar
Birkerts in Birmingham. Mich. Bul
seeing the desert as a place of
“adventure and untold optimism,”
he moved back to Phoenix in
1974 1o

open
a studio from which he
directs projects as far flung as
\ustralia, Canada, Boston and
California. He lives and works at a
14-acre home and studio with his
wile, a noted archeologist, two
dogs and seven cats, and takes
time off to relax with reading, hik-
ing or a “beach with good books.”

Despite public acclaim for his
new Phoenix Central Library,
Bruder claims he's still very
much the “artist architect™ in an
age of faxes, modems and the
Internet. He continues to believe
that “Architecture is about creat-
ing beauty and fantasy.” Like the
mythical creature that is his
city's namesake, Bruder is rising
higher and higher on the strength
of those timeless qualities.

Favorite frustration

Douglas Prickett

With his constant smile
and light-hearted spirit, it’s
clear Douglas Prickett enjoys his
work as vice president of markel-
ing and design for DarRan
Furniture Industries in High
Point, N.C. However, Pricketl
does concede having one regrel.
“I think I am really a frustrated
architect, and if 1 had my druth-
ers | would go to architecture
school,” he says wistfully.

Though his love of buildings
remains a passion that inspires
his furniture designs, he entered
the industry in a roundaboul
way. “1 worked as a carpenter Lo
put myself through college.” he
explains, "and as 1 got better my
jobs included expensive,
detailed homes. That's when |
realized my love of design, par-
ticularly woodworking.”

Farning a master’s in fine art
and industrial design from
Rochester Institute of Technology
in upstate N.Y.. Prickett found his
first “real” job as a furniture
designer for Gunlocke, where he
became director of design. Bul
Ltoo many gray days and long
winters sent him 20 miles west

of High Point to Clemnons, N.C.,
where he lives with his wife and
two-year-old daughter.

DarRan keeps Prickett bus)
designing such products as
Sierra, the company's first
maple casegoods line, be-

tween other duties. While he
spends 60% of his time mar-
keting, he knows the design
process is something he’ll never
give up. “Good furniture pieces,
like respected buildings, span
time and geography,” he declares.
Speaking of time, Douglas, it's
never too late to end your frustra-
tion and study to be an archi-
tect—or hire one at least.

Born to design

Herbert McLaughlin
When the suburban Chicago
kindergarten teacher collected
the class's drawings ol houses,
she found a precise rendering
of a Wrightian structure
among the saltboxes. Turning
to a very young Herbert P.
McLaughlin, AIA she asked,
“How did you pick this
strange house”” The incident

MeLaughjjn

Prickett

still brings a smile to McLaughlin.
a principal of the noted San
Francisco firm of Kaplan Mc-
Laughlin Diaz. “It was actually a
design by Paul Schweikher,” he
admits. “My father always want-
ed to be an architect, and |
shared his interest.”

McLaughlin never wavered
once he attended the lectures of
legendary art historian Vincent
Scully at Yale (“That was it!")
and graduated from the School
of Architecture. After serving in
the Air Force. he worked briefly
for SOM in San Francisco before
starting on his own in 1963 with
Ellis Kaplan. KMD quickly built a
reputation in health care and
desien research, starting with a
study of mental health centers.

\s part of a practice ol over
160 people serving institutional
and commercial clients with
such projects as Marin General
Hospital, Greenbrae, Calif., U.C.
San Diego Student Union and
Two Rodeo Drive, Beverly Hills,
McLaughlin continues to enjoy
design and research even as he
voices concern over the prob-
lemalic role of today's architect.
Luckily he doesn't focus on his
clients or his profession all the
time. He also watches his three-
year-old daughter solve puzzles.
“Give her a 100-piece puzzle
and she’ll assemble it in no
time,” McLaughlin marvels. How
about a Wrightian structure

next, Dad?
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Name

Company

Address

cy .

Phone =

1 2 3 4 5 6 7 8 9 10
31 2 3B M 3B ¥ 37 B W 40
61 62 63 64 65 66 67 68 69 70
91 92 93 94 95 96 97 98 99 100
121 12 123 124 125 126 127 128 129 130
151 152 153 154 155 156 157 158 150 160
181 182 183 184 185 186 187 188 189 190
211 212 213 214 215 216 217 218 219 220
241 242 243 244 245 246 247 248 249 250
271 272 273 274 275 276 277 278 279 280
Questions below must be answered

in order for cards to be processed.

1. Please indicate the category that best
describes your title:(check one only)

d Q4 Architect

e Q5 |Interior Designer/Associate Designer
f Q6 Facilities Planner/Facilities Manager
g J8 Project Manager/Project Coordinator
h Q9 Draftsman

j Q10 Buyer/Purchasing Executive
v Q11 Industrial Designer

x 12 Real Estate Manager

p {13 Manufacturer's Rep (factory)

r 14 Manufacturer's Rep (independent)
s 15 Consultant

t 018 Other (please specify)

Q
Q

2. Which best describes your firm?

(check one only)

¢ Q17 Architecture Firm designing commercial
interiors

Interior Design Firm designing commercial
interiors

Contract Fumisher/Office Fumiture Dealer
Industrial Corporation (including corp
headquarters, hi-tech firms)

Banking, Finance or Insurance Firm
Transportation/Communication
Hotel/Motel

Entertainment/Recreation Facility
Restaurant/R 1t Chain headquarters

W

b Q18

a Q19
t Q20

mQ21
Q2
Q23
Q2
Q2

5 x -3

UN 99 IooUE-EXF . \/ 0, 1996
Title
State Zip
Fax
N 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 0
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 50 60
71 T2 73 74 75 76 77 78 79 80 61 82 83 84 85 86 87 88 89 90
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120
131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 146 147 148 149 150
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180
191 182 193 194 195 196 197 198 199 200 201 202 203 204 205 206 207 208 209 210
221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240
251 252 253 254 255 256 257 258 259 260 261 262 263 264 265 266 267 268 269 270
281 282 283 284 285 286 287 288 289 200 291 202 293 204 205 206 297 298 299 300
p Q26 Shopping center/Retail Management Firm
z Q27 Real Estate Mangement Firm SPEED SUBSCRIPTION JdYes JNo
g Q28 Educational Institute /Library  Please start/renew my subscription
h Q29 Government Agency
| Q30 HospitalNursing Home/ECF
e Q31 Manufacturer i — ———
y Q33 Construction Signature Date
d Q34 Designbuild Firm
u Q32 Other End Users (please specify)

PROJECT LEAD SERVICE

3. Reason for inquiry
33 Current project
34 Furture project
Q335 General info

4.If project related, indicate estimated time
frame for specifying or purchasing furniture/
furnishings

D36 Immediate

Q37 3-6 months

(38 6months to 1 year

5. Number of employees to be effected by
project

Q39 199

40 100-499

Q41 500999

Q42 Over 1,000

6. What s the approximate budget for this project?
Q43 Under $250,000

44 $250,0000-$499,999

Q45 $500,000-51 million

2 46 Over $1 million

7. Please send additional information on:
900 Carpetflooring

Q901 Ceiling/wall systems

3902 Exacutive fumiture

Q903 Fabric/wall coverings

Q904 Seating

Q905 Systems fumiture

Q906 Lighting

Q907 Security

2908 CAD/CAFM

BCD96
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PLEASE PRINT

Name
Company
Address

City

Phone

1 2 % 4 §& & 7 @ 9
31 3 33 34 3B 36 I B
61 62 63 64 65 66 67 68
91 92 93 94 95 96 97 %
121 122 123 124 125 126 127 128
151 152 153 154 155 156 157 158
181 182 183 184 185 186 187 188
211 212 213 214 215 216 217 218
241 242 243 244 245 246 247 248
2N 272 273 274 215 276 277 2718

Questions below must be answered
in order for cards to be processed.

1. Please indicate the category that best
describes your title:(check one only)

d Q4 Architect

e 5 Interior Designer/Associate Designer
f Q6 Faciities Planner/Facilities Manager
g Q8 Project Manager/Project Coordinator
h Q9 Draftsman
|

v

X

]

r

s

t

10
39 4
69 70
9% 100
129 130
159 160
189 190
219
249
279

250
280

Ja NDT

Casa™-

{10 Buyer/Purchasing Executive
Q11 Industrial Designer

0 12 Real Estate Manager

Q13 Manufacturer's Rep (factory)
314 Manufacturer's Rep (independent)
Q15 Consultant

Q 16 Other (please specify)

2. Which best describes your firm?

(check one only)

¢ Q17 Architecture Firm designing commercial
interiors

Interior Design Firm designing commercial
interiors

Contract Fumisher/Office Fumiture Dealer
Industrial Corporation (including corp.
headquarters, hi-tech firms)

Banking, Finance or Insurance Firm
Transportation/Communication
Hotel/Motel

Entertainment/Recreation Facility

b Q1B

a Q19
t Q20

mQ21
w Q22
f Q23
x Q24

Title
State Zip
Fax =
" 12 B8 % 8 3 17 18 19 20 21 22 23 24 25 26 27 28 29 30
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 50 60
7MW 72 73 74 75 76 77 78 79 80 81 82 83 84 85 86 87 88 89 90
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120
131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 146 147 148 149 150
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180
191 182 193 194 195 196 197 198 199 200 201 202 203 204 205 206 207 208 209 210
21 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240
251 252 253 254 255 256 257 258 269 260 261 262 263 264 265 266 267 268 269 270
281 282 283 284 285 286 287 288 289 200 201 202 293 294 295 296 297 298 299 300
026 Shopping center/Retail Management Firm
Q27 Real Estate Mangement Firm SPEED SUBSCRIPTION O Yes QNo
Q28 Educational Institute /Library U Please start/renew my subscription
029 Government Agency
Q30 HospitalNursing Home/ECF
Q31 Manufacturer - — —_—
033 Construction Signature Date
Q34 Designbuild Firm
Q32 Other End Users (please specify)
PROJECT LEAD SERVICE 6. What is the approximate budget for this project?
Q43 Under $250,000
3. Reason for inquiry Q44 $250,0000-$499,999
Q33 Curent project 245 $500,000-1 million
Q34 Furture project 46 Over $1 million
235 General info.
4.If project related, indicate estimated time 7. Please send additional information on:
frame for specifying or purchasing furniture/ Q900 Carpetfiooring
furnishings Q901 Ceiling/wall systems
Q36 Immediate Q1902 Executive fumiture
Q37 3-6 months Q1903 Fabric/wall coverings
Q38 6months to 1 year Q0904 Seating
5. Number of employees to be effected by ,j ggg E‘yshthems fumiture
project ighting
Q39 199 Q1907 Security
040 100-499 3908 CAD/CAFM
J 41 500-999
Q42 Over 1,000
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Setting our sights on the 21 century,
IPC proudly announces
ANTERA Wallcovering.

This is a rugged,
commercial grade
wallcovering with
designer colors and
patterns. Select Antéra to
enhance IPC door and wall
protection products, or
compliment surrounding
decor and furnishings.
For complete

information

about Antéra
Wallcovering,

call today.

The call is free.

ANTERA

WALLCOVERING

CALL NATIONWIDE TOLL FREE IPC Door and Wall
Architectural Division: 800-543-1729 Protection Systems
Facilities Division: 800-222-5556

Circle 33 on reader service card
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Caore™ and Quapra™ ceiling panels provide accessibility to everything above with no aesthetic .“ W :
compromise. Panels which recreate the elegance of handcrafted ornamental plaster. Or the rich T
detail of woodgrain. Made of fire-resistant, o_mum-a_aoaa gypsum in a variety of designs, colors
“and finishes, so they're a natural complement t al or contemporary interiors. For more

 information, call (800) 950-3839. And see just : ? beauty i_q s
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