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This is leather with a difference. It looks untreated, but is. It feels untreated,
but is. Native by Lackawanna has the soft, supple personality of leather
unprotected from the elements, and it will fool you. As a true innovation in
leather, Native resists soiling, staining and fading. There has been
nothing like this...before Native.
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Please send mz information [] Please have a representative contact me [

The Lackawanna Leather Company / 2700 Signal Parkway, Signal Hill, Ca 90806, (213) 426-6178
| PO. Box 1008, Conover, N.C. 28613, (704) 322-2015
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CreenOnes
Unigue construction
CXQUISTie desion

ScreenOne. It's the most advanced screen on the
market today.

Sewn polyester and nylon velvet fabrics are avail-
able in 40 colors and ten Schemetric™ patterns.

13 different sizes, straight and curved. Three popular
heights. Six trim options. And an NRC of .90, and STC
of 24, plus a Class A fire rating.

Specify the ultimate in design flexibility. Specify
ScreenOne. Write Vogel-Peterson, Elmhurst, IL 60126.
Telephone (312) 279-7123. See ScreenOne at the
Merchandise Mart, Chicago, or at leading office
furniture dealers.
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BORIS KROLL FABRICS

TOTAL QUALITY CONTROL FROM FIBER TO FINISHED FABRIC

TESTING  RESEARCH LABORATORIES
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WEAVE ROOM L SHUTTLELESS JACQUARD LOOM SHUTTLELESS WEAVING

PRINT AGING

PIECE DYEING  INSPECTION TYPICAL SHOWROOM FOR THE INTERIOR DESIGMER

DESIGNERS « JACQUARD WEAVERS « DYERS « HANDSCREEN PRINTERS « MANUFACTURING CENTER PATERSON N J

FABMCS AVAILABLE WITH
National Headquarters and Showroom ¢ D&D Building . 979 Third Avenue New York New York [h. M
Atlanta * Boston * Chicago * Clevelaond + Dallos * Denver * Detroit * Houston * Los Angeles - .
Miami * NewYork + Philadelphia + Portland + SanFrancisco + Seattle + Toronto TEP I_I)N
soil & stain repeller




Cover: Emilio Ambasz and Giancarlo
Piretti transform an ornate 19th century
Milan building into a dramatic 20th cen-
tury working facility for the Banque
Lambert (page 62), Photography by
Paolo Golli.
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® Knoll
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Diffrient Seating

Introducing the Diffrient collec-
tlon Three compelling benefits
make these chairs the next step
in the evolution of more produc-
tive office seating.

More comfort. 30 years of medical
and engineering research define
contours so precise they actually
engage your body, distribute its
weight and properly support it, in
any position, to fight fatigue.




More conveni
Dittrient s rational scale ot value:
embraces the discoveries of a
career devoted to elimimating
Slress 1N aircratt ana neavy
equipment seating, e.q. . one touch
of a convenient hingertip control
instantly agjusts you and your
chair up or down
More affordable Thanks to dur-
able steel shells, etficiently and
precisely die-stamped, they cost
less toacquire. The patented one-
piece upholstery system, which
can be replaced in minutes, by
anyone, without tools, will keep
them cost efficient and produc-
tive for as long as you own them
Engineering innovation plus
efticient mass production plus
traditional Knoll quality add up to
marvels of seating value

Qbviously, evolglion rewards
patience. 1t also exaclts a penaity
as of now, every chair in your
office i1s obsolete. The remedy we
propose 1S simple. Make your
othice more productive through a
process of natural selection. It 1S
as easy as taxking the next step

KNoll International
The Knoll Builldina
655 Madison Avenue
NY.. NY 10021

Circle No.83 On Reader Service Card
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a great chairis not why, but Howe.

Jens Risom's use of the suspension seating concept in
Howe's new Tempri line achieves a level of comfort often
missing in chairs designed for working and listening
situations.

The upholstered seat and back unit, common to both styles,
provides the contour and firmness needed to properly
support the back—but without the “bottoming out”
problem associated with rigid shells.

They are soundly designed chairs that function and blend
well with today's comfortable open-space interiors.

The secret of a great chair... Jens Risom...and Howe.

The Tempri Group by Howe

For details on the complete line, write:

Howe Fumniture Corporation

Executive Offices/Showroom: 155 East 56th Si., New York, NY 10022
Or call collect: (212) 826-0280

Showroom: 1158 Merchandise Mart, Chicago, IL 60654 (312) 321-1502

BIFMA Member
circle 5 on reader service card
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Interiors insights

INTERIORS ENERGY DESIGN
SEMINAR VI

Report by Maeve Slavin

A "last day of school" festive
atmosphere permeated the final
session in the current seminar
series, held in April at New
York's Decorative Arts Center.
"Students" congratulated one
another on successful comple-
tion of what had turned out to
be a mind-stretching intensive
course 1in energy-conscious de-
sign. Class President,archi-
tect Peter Stamberg, on behalf
of the grateful student body,
presented Dean of Students
Beverly Russell with a scroll,
devised by calligrapher Tim
Girvin, commemorating her con-
tribution to the design com-
munity as the originator and
director of the programs.
Interiors Associate Publisher
Dennis Cahill announced that
the series would be on-going,
with final plans for next year
already in the works. Five
speakers gave their views

of the directions energy ef-
ficient design is taking. And
finally, with wine and cheese
to sustain them, participants
enjoyed discussion of the
evening's themes and ideas,

in the deluxe comfort of Dux
hospitality.

Energy conscious design is no
longer a matter of choice,
Beverly Russell reaffirmed in
her introduction of the 5 panel-
ists and the evening's topic
"Sun Kings: The latest word on
solar". Noting recent news of
worldwide concern about OPEC
oil prices and their effect on
the international economy, the
closing of three Ford Motor
Company plants, President

R. Michael Brown| James Lambeth

Russell and Stamberg

Carter's continuation of ther-
mostat controls, and a Steel-
case-Louls Harris poll which
concluded that only buildings
designed for energy efficiency
bring acceptable productivity
rates, she urged designers and
architects to accept the reality
of the law of supply and demand
as the way to avoid "the Chrys-
ler syndrome." This is how she
characterized the growing con-
sumer resistance to objects and
services that are not enerqgy ef-
ficient. Panelist Ron Eichorn
observed that in New England ac~-
tive high~tech solar systems are
not receiving buyer support in
the residential sector because
of skepticism of their perform-
ance. Design for energy effi-
ciency must go much farther than
installing roof-top collectors
or complicated mechanical sys-
tems, several panelists noted.
Clearly--as was reiterated in
every one of the six seminars--
ingenuity, imagination, and
professional expertise are on
the line, if our dependence on
imported o0il is to be reduced
and eventually removed alto-
gether.

Many creative solutions were
proposed by the evening's speak-
ers, and included:

-Architect James Lambeth's
(from Fayetteville, Arkansas)use

Claes Ljung

Dux President Joel Berman

Photography by Tom Sahagian

—

Ron Eichorn

Gershon Meckler

of glass prisms filled with min-
eral oil as interior solar col~-
lectors. Not only do they store
heat, but they produce decora-
tive rainbows under the sun's
rays and reflections. Lambeth
also uses mirror reflectors on
exterior facades to capture so-
lar energy, and velvet drapes
as highly efficient night-time
window insulation.

-Washington D.C. based engi-
neer Gershon Meckler (making a
welcome return visit) described
his active solar systems for
high-rise urban building, which
utilize the sun to regenerate
dehumidifiers used to cool ven-
tilation air from outside, thus
displacing fuel energized air
conditioning. Meckler believes
that it is entirely feasible
to devise engineering systems
compatible with the aesthetics
of architecture and the tech-
nology available today, "Solar
18 a very practical and very
real key element in the design
process. "

-New York City Landmark
Commissioner interior design-
er Michael Brown advocated
adaptive re-use of existing
buildings, backed up with stud-
ies by the President's Advisory
Council on Historic Preserva-
tion. Replacement of every
building in the United States
would take two hundred quaaril-
lion BTUs, or one year's total

world fuel supply. The embod-
ied energy of one new five-ton
steel girder adds up to 270~
million BTUs, or the energy
equivalent of two thousand gal-
lons of gascline. Rehabilita-
tion of existing building stock
can be a major factor in energy
conservation. Calculations show
that the renovation of a town-
house in Washington D.C., can
save a thousand million BTUs,

Continued

JUN BO INTERIORS




Interiors insights

Ideas and references galore are
available at the country's
first centralized Contract
Design Center, at the Chicago
Merchandise Mart. Designed to
provide product samples and

Chicago's Contract Design Center

Formica Exhibit at new Center

publications to look at and
buy, the Center has been es~-
tablished by Manfred Steinfeld,
founder and Chairman of the
Board of Shelby Williams
Industries. The Center was
designed by Ken White, and
includes a product gallery
that covers one~third of the
area and a reference area.

Ken White utilized theatre
bulbs, reflectors and mirrored
wall areas to dramatize the

Center's beige and white color
scheme which has brass accents.

The product gallery covers
major segments of the industry
including office furniture,
food service and lodging, med-
ical facilities, school fur-
niture, auditorium, theater
and public assembly places and
the college dormitory market.
Located next to the Shelby

e

|

Williams Showroom on the llth
floor of the Mart, the Center
is designed with browsing in
mind. "The object of the
Center is resource availa-
bility and service,"Steinfeld
said. It will be open vyear
round to all professionals
and includes domestic as well
as European design books,.

circle 270

GROWTH PREDICTED IN CONTRACT
SALES

Open plan and office furniture
accounted for more than 37 per-
cent of the total sales in last
year's contract furnishings mar-
ket, and projections indicate
that by 1984 the furniture will
comprise almost 45 percent of
the total market sales.

The study, prepared by Smith,
Stanley & Company is good news
to the contract design industry
whose $10.9 billion market is
expected to grow over the next
five years, with every sector
examined experiencing a signifi-
cant increase in sales. Total
revenues expected in 1984 will
be $16.5 billion.

The southern part of the country
experienced the largest amount

of contract sales last year, as
states that comprise the Sunbelt
accounted for 31.6 percent or
$3.4 billion in total contract
sales. The Mid-West accounted
for 24.8 percent of the market;
the West, 23 percent and the
Northeast, 20 percent.

The company's survey of sales
found that nationwide, furniture
and open plan systems accounted
for $4.1 billion in total con-
tract sales, floor products,
$1.7 bhillion; wall products,
$1.6 billion,
$1.1 billion; with the rest of
the sales split among window
treatments, lighting, ceilings
and partitions, totaling $2.3
billion.

The study revealed not sur-
prisingly that most of the pur-
chases in the contract market

- ..

doors and hardware,

were for commercial buildings.
In fact, those office-oriented
sales comprised 60 percent of
all sales. Hotels and motels,
14 percent, schools, 1l percent
and public and medical buildings
together, 15 percent.

All sectors of the contract mar-
ket will experience significant
growth in the next five years,
Smith Stanley projected. The
demand for furniture and open
systems will grow by 74 percent,
floor products by 49 percent,
wall products by 22 percent,
doors and hardware, 34 percent,
window coverings 41 percent,
lighting fixtures, 53 percent,
ceiling material 50 percent and
partitions, 34 percent.
Available from Smith Stanley &
Co.,72 01ld Kings Highway North,
Darien, Conn.

circle 271

Ener Seminar
continued

over new construction. Reno-
vating the 1899 Grand Central
Arcade in Seattle saved 92
billion BTUs or the equivalent
of 730,000 gallons of gasoline.

-Window management product
designer and manufacturer Joel
Berman demonstrated the effec-
tiveness of dynamic (compared
with static) design as an
energy saving factor. Program-

med exterior window shades and
louvers, which automatically
rise and fall in response to
light-heat intensity, permit
the Miesian glass-walled box

to function with maximum energy
efficiency.

of light-shade contrasts in in-
teriors showed the beneficial
energy saving effects of care-
ful color and material choice
for walls, ceilings, furniture
and accessories.

-Architect Ron Eichorn's study

The question of whether energy
efficient design makes sense
was answered in a resounding
affirmative in the INTERIORS
seminars. Solar energy in high-
tech, low-tech, and tech-tech
forms is a highly practical
design strategy. That so many
architects and designers are
working effectively on this vi-
tal issue is, perhaps, the most
heartening news to come from
this magazine's endeavor to
focus on the current state of
design in America.

10 INTERIORS JUN 80
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carpeting
of Antron’lii
resists dirt
better,stays
new-looking
longer.

The secret: Unique
hollow-filament fibers.

Antron™ Il nylon is the only carpet fiber
with a rounded hollow-filament structure.
So it resists dirt better than other nylon
fibers. The smooth exterior shape of

/ Antron® [1| minimizes dirt entrapment,
and the hollow-filament structure scatters
light to make dirt less apparent. So the
carpet stays new-looking longer than
ordinary nylon
carpeting.
Antron® Il is
durable. Pile of
Antron® 11|

resists crushing

and abrasion

even in heavy- i
traffic areas

Kee DS ttS f{’esh, Magnification 250X of Antron® 11}

nylon showing hollow hilaments

ﬂew Imk and round_ anti-static hilament

Antron® 11l controls static shock. Gives
you protection that won't wear out or
shampoo out—because it’s built right into
the fiber.

R That's why Memorial Hospital of Phoenix
used carpeting of Antron® 11l nylon to
cover over 58,000 sq. ft. in its new build-

_ b e Ing in Phoenix, Arizona. And why your

: i next contract carpet should be Antron® ||}
The leadingcontract carpetfiber brand. nylon.

Write for Specifiers’ Information Kit:
Du Pont Company

Room 37230F

Wilmington, Delaware 19898

. - - - L. S - -
e Sy iy T M_i' - ——
I -
Installation: Memonal Hospital of Phoenix
| . = Architect: Varney, Sexton, Sydnor Associates, Phoenix, Anzona
| Intenior Designer: Don Beams, A.S.1.D., B. Erc Bron & Associates
Phoenix Arizona
b - — = - ‘-—- -y - L. . | — ' . . - :
| - AL ~—— — b e e Flooring Contractor: Bruce Floors, Phoenix, Arizon;
] *Du Pont registered trademark for nylon fiber. Du Pont make:
1 d libers, nol carpets
b — i —
i, = "o WK ~— > s "
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Traditional seating . . . acoustical, colorful paneils . ..
attractive Danish seating . . . new configurations in
workstations . . . snappy couch design . . . lively linens

|. Impeccably Crafted: Lee/Jofa’s camel-
backed sofa is part of the Bel Air Collection,
with traditional, upholstered pieces that are a
tribute to the Post-Modern look.  circle 205

2. Panel Artistry: Polychromic Design has
recently introduced a new line of decorative
acoustical panels that adds quiet, color and
versatility to the office environment.

circle 200

3. Seat Yourself: Danish professor and archi-
tect Poul Kjaerholm recently designed this
chair for use in concert halls and theaters.
The seat lifts for easy passage. Developed by
PP Furniture, Denmark. circle 201

4. On Line: A new trapezoidal work surface

for companies who use CRT keyboards comes
from GF Office Furniture Systems this year.
The workstation provides for independent
work surfaces for viewing screen and key-
board. The workstation is shown with the 570
Series Chair. circle 202

5. Winged Comfort: Brayton International
has a touch of restful intimacy in Viva. The
armrests’ slightly winged vertical edges are
softly rounded, and accented by solid walnut.

circle 203

6. New textures: Belgian linen and blends for
wallcoverings, draperies and upholstery are
now available from Scalamandré. The pat-
terns are in natural colors, textures, stripes,
herringbones and weaves. circle 204
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LouverDrape Verticals, 300 choices in texture & color

Only LouverDrape Vertical Blinds offer 300 louver choices. No other window blind, verfical or hordzontal comes close 1o the varety of color and
texture shown here and in our sample books. The LouverDrape line now includes our new Fabric Portfolio containing 150 new verical blind
fabrics. Each of our 300 louver choices are manufactured under stict LouverDrape quality confrol and designed o become partners with
LouverDrape Vertical Blind hardware. When you choose 100% LouverDrape Quality, you don't get a hodgepodge of products.

Not all vertical blinds are constructed of “100% LouverDrape Quality”” Only those that are,

ALWAYS SS9
bear the hallmark shown at right and are guaranteed for three years INSISTON iowvedag Ouver

circle 9 on reader service card

SEND FOR OUR COMPUNMENTARY 36 PAGE VERTICAL IMAGINATION BROCHURE LOUVERDRAPE INC.. 00 COLORADO AVENUE DEPTAE SANTA MONICA. CA 90404




Darien

One of the versatile patterns from Volume |l of Warner’s
Little Prints Charming collection. Shown here it is
sophisticated and elegant—in other colors it can be
country—and primitive. In any setting it's beautiful. See the
whole collection of 26 designs in 3 to 6 colorways, many
with coordinated fabrics. It's pre-pasted, pre-trimmed and
vinyl-acrylic coated. The New Little Prints Charming,
Volume |l books are available now, at $24.95 for a set, one
full size and one swatch size. The Warmer Company,

108 S. Desplaines St. Chicago, lllinois 60606

circle 4 on reader service card
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@Backtalk Backtalk

Hans Krieks predicts the demise of the open plan office (Feb-
ruary INTERIORS). I fully agree that many open plan offices
don’t work well, but don’t arrange for a bunal yet; the patient
hasn’t been given a fair chance to mature.

Don’t . . . invest in more design development in open plan
furniture wslems " Do pay attention to the major point drawn
from Steelcase’s Louis Harrs survey:

The # 1 problem in most open plan offices is the inability of
people “to concentrate without noise and other distractions.™

Lack of acoustical privacy is not, however, inherent in open
office design. Our experience as acoustical consultants indi-
cates that a higher degree of acoustical privacy can be achieved
in an open plan arrangement than that which is found between
many existing enclosed-plan offices! After all, the factors that
determine acoustical privacy are much the same, whether one
is dealing with enclosed or open plan offices. The final results
are equally predictable, yes, even during the early planning
stage.

Furniture manufacturers and space planners focus far too
much attention on furniture systems and the appearance of the
setting in which these elements are to be used. The manufac-
turers boast of the magical sound absorptive characteristics of
their open plan screens. Yet they fail to admit—or to under-
stand?—that the furniture is only one of three absolutely criti-
cal factors that must be considered:

* The setting within which the furniture system 1s used—the
acoustical value of the ceiling, perimeter wall finishes and floor
maternials;

* The level of the background noise,;

* The design and layout of the furniture system.

Because of this basic lack of understanding, offices are often
designed with surrounding finish materials that are sound re-
flective. In addition, with no understanding of the importance
of the level of the background sound, the furniture often sits
there, “surrounded by silence”—and then they hope that
plants, placed here and there, will solve the problem!

Open planning is not the answer for every use or for every
client. Because of its many advantages, however, it will surely
flourish, particularly as designers learn to rely more on avail-
able technology to solve their acoustics problems.

Today, we at BBN, use simple computer modelling tech-
niques to predict, with speed and accuracy, the acoustical im-
plications of each design decision. This design tool, OPLAN,
gives planners the freedom and confidence needed to examine
unlimited combinations of design options and allows them to
evaluate cost trade-offs. Awareness of the reliability of this
technology is growing. In fact, since we printed “Taking the
Guesswork Out of Office Acoustics™ in October 1979, we have
had requests for close to 7000 copies.

S0, Hans Krieks, we predict that successful open planning 1s
not dying; it is just beginning to grow up!

Jack Curtis, Acoustical Consultant
Bolt Beranek and Newman Inc.
Cambridge, Massachusetts

@®Correction

The name of “Modu Plus,” an office accessory component sys-
tem marketed by Smokador was incorrectly spelled in INTERI-
ORS March 1ssue.

®Speak Out

Write 10 INTERIORS, 1515 Broadway, New York, NY 10036
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LouverDrape Verticals, 300 choices in texture & color

The LouverDrape Verlicals shown above in the Amalfi fabric set a new standard for verfical blind louvers with 60 exciting colors such as Plum
Bright Red. Earth Tones and the sofiness of Beiges. dll in a superior fabric of 100% polyester with a luxurdous feel and a stiking translucency, and
o fop it off LouverDrape has chosen Scotchgard Brand Fabric Protector for easy living. Amalfi is one of LouverDrape’s Fabrics for today
Not all vertical blinds are constructed of “100% LouverDrape Quality”” Only those that are,

AWAYS 53
pear the halimark shown at right and are guaranteed for three years. INSISTON | Louvedds Ouver

circle 10 on reader service card i

SEND FOR OUR COMPUIMENTARY 36 PAGE VERTICAL MAGINATION BROCHURE. LOUVERDRAPE. INC . 1100 COLORADO AVENUE. DEPTSS. SANTA MONICA. CA 90401
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Sculptured wood laminations give this new,
moderately priced seating system a
warmth to blend with any office. And you
get such a range of choices! High back or
medium back executive, secretarial, leg
base or sled base side chairs. Plus, of
course, the Harter Comfort Curve™ pro-
viding proper posture support throughout
the working day. You can see — and feel
— the result of 50 years' experience in this
innovative new series by Lou Mark, Harter
design staff.

THE NEW HARTER
MARK | CHAIR SERIES

¢ Sectional cushions with controlied
density support

* 5leg base of solid oak bonded to steel
Is standard

¢ New slim silhouette tilt control, always
smooth and quiet

¢ Choice of leg base or sled base side
chairs

HARTERCORPORATION, so2 Prairie Avenue, Sturgis, Michigan 49091 * 616/651-3201

circle 35 on reader service card

18 INTERIORS JUN 80
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LouverDrape Verticals-300 choicesin lkexture &color
23 of these choices are in our exclusive Print Collection. For this collection we have chosen 100% polyester fabric protected by “Scoich-

gard” brand soil protector. These fabrics range from the subfle background effect of Berber Fan fo the exciting splash of color offer-
ed by Mandarin, shown above

P

Not all verical blinds are constructed of "00% LouverDrape Quality” Only those produced ALWAYS

by LouverDrape bear the halimark shown at right and are guaranteed for three years INSISTON
circle 11 on reader service card

WIITE FOR OUR FREE 18 PAGE “VERTICAL MAGINATION BROCHURE LOUVERDRAPE INC

MO0 COLORADO AVENLE. DEFTBO SANTA MOMNIC A, CALIFORMNLA 90400



KDl  Kasparians

Kasparians, Inc. Los Angeles
815 South Fremont Avenue San Francisco
Alhambra, California 91803 Seattle
/ 213 289-7895 Hawaii
Denver

Dallas

The Janice Chair — a modular group consisting of chairs,
corner elements and ottomans.

circle 12 on reader service card

20 INTERIORS JUN 80
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LouverDrape Verticals, 300 choices in texture & color

Spoleto, shown above, is one of LouverDrape s 150 vertical blind fabrics. Spolefo brings the cross-dyed casement look fo Verical Blinds. Offered

in @ carefully chosen multi-colors, each with its own stiking franslucency. Spoletfo is one more of LouverDrape’s Vedical Blind fabnics for today

Not all vertical blinds are constructed of "100% LouverDrape Quality.” Only those that are, LWAYS -
| L er

bear the hallmark shown at right and are guaranteed for three years

circle 13 on reader service card

SEND FOR OUR COMPUMENTARY 34 PAGE VERTICAL IMAGINATION BR
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by giving
you more
design options.

Panel Concepts manufactures every-
thing you need to create a highly produc-
tive and efficient business environment.
Select from three panel lines. System
One.5 and System Two.0 panels feature
durable extruded aluminum frames in

a choice of finishes. System Two.0 offers
optional slotting to accommodate Panel

Concepts hang-on furniture components.

System Three.O offers the choice of
3" oak or walnut hardwood frames com-
bined with deluxe fabrics for elegant
executive environments.

To give you more options, Panel
Concepts supplies acoustically efficient,

tackable panels in a wealth of standard
sizes and surface treatments. With inte-
grated electrical systems. Plus exclusive
connector systems for fast installation
and simple reconfiguration.

With Panel Concepts, there's even
more than one kind of fast delivery pro-
gram. Our normal streamlined delivery
is 50% faster than the industry average.
With superfast Turnaround 5, our most
popular panels can be shipped within 5
working days.

Everything you need from just one
source—Panel Concepts makes space
planning simple!

See our complete product line at NEOCON 12, Space 1046.
For more detailed information, call or write:

Panel Concepts, Inc,,
A subsidiary of Standard-Pacific Corp.

3001 South Yale Street,
Santa Ana, California 92704

(714) 979-3680. Outside of California call toll-free (800) 854-6919

Name

Firm

Position

Address

City

circle 14 on reader service card




Designers carve ou! _
a new look with
i e G ptu PEC] A

new idea in window treatment
for contract designers.

=2
Unlike ordinary drapes that d Pa EPIES
serve as window trim, Gardisette m resistance.

sculptured draperies provide an
environment of controlled, rhythmic softness that har-
monizes with—and enhances—the style of any hotel
or office. As well as studios, schools, reception areas
and other contract spaces.

Gardisette draperies give the impression of soft,
columnar sculpture. |

Our unique, custom-made pleats* are perfectly
spaced, using an exclusive computer procedure. Our
patented Combiflex hem forms and maintains every
fold in a mathematically precise series of curves. And
no seams interrupt the smooth, overall flow

For three decades in Europe, precision has been

dimensionally stable, easy to
care for and have passed
the NFPA 701 Test for flame

Gardisette draperies are
pre-hungat the factory to certify that they re free from
flaw. They are constructed to hold their shape, color
and value. And Gardisette guarantees delivery dates.

For a swatch book andinformation on our
services, call Gardisette's contract department, toll
free, at 800-845-8759.

Find out today why sculptured draperies are
the look of tomorrow. "US Paten

Gardisette
Thg Sculptured Draperigs. |

e Ccarg







Weave aroom
around

Naugahyde:

It's the perfect beginning, when you
want a happy ending. Because it's versatile.
Adaptable. Elegant.

And always surprising.

One look at this Shelby Williams
group tells you that. In fact, it makes you
wonder why it took so long for wicker
and Naugahyde® vinyl fabric to get
together. (We see now they were meant
for each other.)

Yes, that’s our Spirit of /6 over there.
Lending daring new character. With
an adventuresome spirit that lies deep In
its colors. Like Sun Yellow. Pimento.
Sagebrush and Claret. Plus —are you
ready? —six dozen more. Bold to sophisti-
cated, each and every one is a stunning
complement for Shelby Williams' best. Or,
an easy start for any room.

What about softness” You can see
it from here. In those luxurious ripples.
The gentle tucks. And the smooth-as-silk
hand. Proof-positive that Spirit of "76
holds as much soft comfort, as much
coziness, as you could ask for.

Of course, the famous Naugahyde
durability is here, too. With superior resist-
ance to abrasions, tears, and soil. Plus,
Spirit of "76 is carefully manufactured to
meet the most stringent fire codes across
the United States. That’s a comforting
thought in itself.

So if you're thinking about weaving
together a special room, Spirit of "76 could
be your starting point.

Ask your Uniroyal Representative for
details. Just call. Or, write Uniroyal Coated
Fabrics, Mishawaka, Indiana 46544,

We help you do it with style.

Naugahyde Brand Fabric

circle 16 on reader service card




VIP furniture

ARCHITECTURAL
SEATING

1,2,3,6, Marden has taken a new and innova-
tive approach to contract seating with their
new K/D Seating Series. The seating may be
grouped in many configurations from single
seats, to tandem seats with an armrest, to five
or six seats to handle large numbers of
people. The frames are constructed from oak
and walnut. The seat cushions have interior
wood construction with dowel connections,
spring support and dacron and foam pad-
ding, and are triple-stitched for durability.
The same KD construction is available in a
line of tables. Corner tables, coffee tables,
and end tables are designed to coordinate
with the seating, and are done in wood or
plastic laminate. The entire system is de-
signed by Dick Tremulis and s easily assem-
bled and disassembled for moving. circle 220

4. Gunlocke has a guest chair designed by
John Duffy to fill design needs calling for
comfortable office seating, The chair is part of
the “Phoenix™ Collection. circle 221

5. Curtis offers a light touch to the office with
their newly-designed “Cosmos™ oval tube

chairs. The chairs are light and compact and
are available in a variety of colors. circle 222

7. ICF puts pizazz in seating with the “Spa-
ghetti Chair” designed by GianDomenico
Belotti. Available in red, white, black and
clear pvc winding. circle 223

8. Stow/Davis Continuum Chair, designed
by Warren H. Snodgrass features a unique
rhomboid leg cross-section and a radiused
arm-leg joint that makes stacking easy. The
chair’s open-armed look gives it a subtle look.

circle 224

9. Hille takes a new approa.h to mass seating
with the Ibex, a range of hard-wearing, low-
cost, comfortable stacking chairs for dining
and restaurant use. The chair is designed by
Robin Day. circle 225

10. Modern Mode has Norman Cherner’s
stacking guest chair to fit in with the com-
pany’s line of management furniture. The
light-weight chairs stack four high, and have
a wood and fabric finish. circle 226

28 INTERIORS JUN 80

continued on page 30
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210 Pacific Design Center, Los Angeles

Wayland, New York 14572 (716) 728-
(213) 657-8922

A Sperry and Hutchinson Compan

Showrooms:
11-114 Merchandise Mart, Chicago

THE ART OF SCULPTURAL DESIGN.
(312) 642-1138

THE ART OF GUNLOCKE.

The Phoenix
Splendid solid steambent wood.

Form and function merge in
9009 Chancellor Row, Dallas

919 Third Avenue, New York
(214) 631-5207

(212) 832-2202

chamfered arm of guest chair.
Phenomenal formula

for working, dining

.THE GUNLOCKE COMPANY

or conference.
A soaring seating series.

Conceived by John Duffy.
Created by Gunlocke.
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by John Duffy.
Wing-flared arms.




When you compare Systems,
American Seating stands alone.

Panels:

* Heavy gauge steel frames with
snap-in inserts.

* Mix or match—steel, fabric or wood veneer—
both sides the same or different.

* Curved panels—glass, fabric, steel or
wood veneer.

* Split panels, i.e., lower section steel, upper
section fabric, wood veneer, glass or open—
and available with electrical outlets at
desk height.

e Certified acoustical test results for NRC,
STC and NIC.

* All panels are Class-A fire-rated.

* Open raceway with dual circuit system of
electrification—space for telephone wiring or
use raceway for lay-in or hard wiring—
four heights, six widths.

» A First—floor-to-ceiling application
with doors.

‘Beat the System—

Compare!

Qe S




Cabinetry:

* All steel with flipper doors in fabric,
wood veneer or painted.
¢ All non-combustible.
o Cabinets and shelves lock automatically
to panel slots, assuring security and safety.
* All cabinet interiors divided in one-inch
increments both horizontally and vertically.
* All cabinets accept lateral files,
pull-out shelves, pull-out writing surfaces
plus a large variety of cabinet interior
dividing components.

¢ Ambient lighting on top of cabinet available.

* Revolutionary, new mass-storage
system,

Work Surfaces, Tables
and Task Lighting:

* Cantilevered, panel-supported and free-
standing work surfaces and desks.
* A variety of tables for use in offices and

other work areas, including conference rooms.

* Task lighting for even illumination of
work areas.

circle 18 on reader service card

The Bio Chair:

The exciting and beautiful new Bio Chair,
with the principles of ergonomics in action,
provides health{ul user comfort through
long, tiring workdays.

Contact your American Seatjng
representative for a fully detailed comparison.

American Seating Company
901 Broadway, N.W,

Grand Rapids, Michigan 49504
616 456.0395

American
Seating




VIP furniture

EXECUTIVE
GLITTER

e

-
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l. Pace answers seating needs with comfort
and style with the 850-856 Seating Series. De-
signed for contract use, the series features a
polyurethane back and seat, with an acrylic
and chrome frame. circle 230

2. Pace puts a little glitter in the office with
their hexagonal table. It's designed by Irving
M. Rosen with stainless steel vertical side
panels with black leather inserts.  circle 231

3. Shelby Williams combines chrome and
wicker for a different touch to the executive
office. The chair is of a contemporary design,
and has four-inch thick foam padding that is
button-tufted. circle 232

4. John Mascheroni combines industrial ma-
terials for the Hi-Tech Dining Table. Part of
the John Mascheroni Signature Collection,
the table is a stringent architectural approach
to furniture design. circle 233

5. Metropolitan Furniture has an award-win-
ner in Jules Heumann’s resin table grouping,
which received a Roscoe Award. The 9000

Series is available with round or square tops
on pedestal bases. circle 234

6. John Mascheroni teams glass and steel for
an etagere from the new “Angles” Series.
John Mascheroni has designed it with an
angled frame, so it looks like a picture frame
head on. circle 235

7. Cumberland provides an interesting design
accent with their cylinder table group. The
marble-topped tables with radius edges come
in a variety of sizes. circle 236

8. Gia Internationale Designs has a new cabi-
net series called Ovale, designed by Edward
Axel Roffman. The design, composed of exo-
tic veneers and stainless steel utilizes unusu-
ally shaped stainless steel framing. circle 237

9. Bernhardt Industries combines comfort
and a new design for “The Bernhardt Chair,”
available in four shades of leather and 2
bright chrome base. The chair is one of the
company’s three new lines of seating, all with
European styling. circle 238

|
.l:

9

continved on page 42




BURDINE'S Department Store, Broward Mall, Plantation, Florida. Ceiling and wall installation by Acousti Engineering Co., Ft. Lauderdale
Award winning design by the Walker Group, Inc., N.Y.C. 10017

Expand your creativity in the 6th dimension-
the ceiling!

Your clients will love your creative use of
the Willard linear metal Ceiling and Soffit
Systemn from Nichols-Homeshield, Inc.
They'll appreciate the dollar savings over
more expensive systems even more. ..
also tne fast installation and easy, wipe-
clean maintenance. You'll love the design
flexibility which allows use on walls as
well as ceilings, even on cove radii and
serpentine walls.

The attractive linear appearance of this
non-combustible aluminum system can
be used straight, on a diagonal or chev-
roned. The round or square edge shapes
can be mitred to form “T's” and “Ls’,
squares and diamonds, or whatever you
fancy in an almost unlimited range of
possibilities.

The Willard System comes in a wide
range of the most popular matte colors
and mirror finishes. Interior panels can be
continued under exterior soffit overhangs
for design integrity and to extend your
ceiling “look” through glass walls for that
“open” feeling.

The Willard Ceiling and Soffit System
from Nichols-Homeshield can be installed
as a suspended ceiling, too. Used without
closure strips between the panels, it will
reduce the visual height of a room and
hide irregular ceilings and mechanical
services without affecting air distribution.
Backed with fiberglass batts the Willard
System improves insulation and acoustical
properties. Used with closure strips, or insu-
lation, the Willard System can save energy

by reducing the cubic footage of a room
for savings on heating and air conditioning
in new construction or remodeling. See us
in Sweet's 13.5/Ni or write or call:

Nichols-Homeshield, Inc.
1000 Harvester Road
West Chicago, IL 60185
(312) 231-5600

An ﬂ Company

circle 19 on reader service card
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Tilt forward

The first chair to react
automatically to

your seating
requirements. . .for
healthful support, for
more comfort, for
greater productivity

Vertebra. . . undisputed leader in the new
generation of ergonomically designed
seating. It reacts automatically to
your changing seating needs, providing
complete freedom of movement

Simply velax ...and the seat slides
forward while the backrest tilts
backward,; or sit up ... and the chair
automatically adopts a more
comfortable upright position; lean
forward . . . and the seat and backrest
tilt downward 6°; activate a release
andtitbackward 12° . it permits
you to stretch and relax

Veriebra Executive and Manageral Seating
Bangue Bruselles Lambert {Mdano Branch)
Architects t£miho Ambasz and Guancario Pirett

Tilt backward

Vertebra i1s the first seating system to
deal scientifically and aesthetically
with the special requirements of the
seated worker. Its simple. ingenious
mechanisms require virtually no
attention. They are covered by
protective bellows which serve as
armrests on some models

Since no two anatomies are alike, these
mechanisms react independently to
provide optimal weight distribution and
continuous lumbar support for the
comfort and efficiency ot the widest
variety of workers

Test these unique operating principles
at your dealer. They are available on
stacking Institutional chairs, pedestal
base Operational, Managerial and
Executive models for the office, plus
Tandem versions for lounge and
waiting areas

Designed by
Emiho Ambasz
Giancarlo Piretti
(The Center for
Design Research
and Development)

1‘ F e
OPENAFR

Patents Pending Worldwide
Copyright ‘© 1980 by OPEN AFK B\
U.S. Patents 3982785, 4046422
4084850, 4131260, D249404-07.
D249415-17, 4157203

Patented in Canada 1977, 1978
Other Patents Pending

Krueger i1s exclusive licensee of OPEN
ArK B.V for production and distribution
of its products in the United States
and Canada. For Vertebra hiterature
and the name of your nearest

dealer. contact

krleqer
PO. Box 8100
Green Bay, Wisconsin 54308

414/468-8100

Boston 617/893-2752
New York 212/371-9585
Philadelphia 215/666-9696
Atlanta 404/231-0913
Jackson, MS 601/362-8062
Indianapohs 317/788-4737
Chicago 312/467-6850

St. Louis 314/241-8431
Dallas 214/823-4183
Houston 713/222-1408
Denver 303/534-6060

Los Angeles 213/659-2133

circle 20 on reader service card
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Billboard’s International Disco Forum 8
July 14-17, 1980/Sheraton Centre, New York Ciry.

Return to:

Salpy Tchalekian/Nancy Falk
Billboard's International Disco Forum 8
9000 Sunset Boulevard

Los Angeles, California 90069

Name
Company
Street
Ciry/Stare/Zip
Phone

Please send the following information for (check):
(] Registrant (] Exhibitor

For Immediate Response Call:
Registrants((213) 273-7040 Salpy Tchalekian/Nancy Falk
Exhibitors/(203) 847-3857 |Fred Favata

Billboard.
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Insure project success.
ge éect ks yourself.

Choose t

If you don't choose the clocks,
someone eise will. And you may not
like the resulit.

Worse, their choice may be
attributed to you. Fortunately, itsa
chance you don't have 1o take

Our Howard Miller Contemporary
collection contains 237 possibilities
including the six wall clocks shown
here. (All six have accurate quartz
movements which gives you maxi
mum freedom in placing them and
the list prices begin at $24.95.)

The place to look is our full color
Contemporary catalogue

You'll even find chiming floor
clocks

S0, why risk having someone
choose the wrong clock for the wrong
place? Finish the job yourself

Write or phone today for our color
catalogue

Howard Miller

» Zeeland, Michigan 49464
816-772-9131

Be sure to visit us in space 1277
during NEOCON.

circle 22 on reader service card
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JM. Lynne Company

ppE e

TEXTILES COLLECTION

The J.M. Lynne Company
has recently released a 57-
page wallcovering catalog
featuring linen, cottons, jutes,
wools, silks and grasscloth.
The booklet is aimed at both
the residenuial and contract
markets. circle 299

OFFICE FURNISHINGS

Conwed Corporation has
eight new brochures detailing
the company’s range of office
furnishings. Four of the bro-
chures describe the com-
pany’s free-standing acousti-
cal screens, while the rest of
the literature is devoted to the
company'’s line of wooden
desks. circle 300

LAMINATE INFORMATION

Ralph Wilson Plastics Co.
has recently released its 1980
four-color booklet displaying
the Wilsonart Design Group
| Collection. The booklet in-
cludes designs, woodgrains,
solid colors, slates, marbles
and leathers. circle 301

SELECTION LAWS

The AIA has researched se-
lection laws for 17 states in a
publication entitled “Com-
pendium: Architect Selection
Laws™ that covers the specific
statutes regulating the selec-
tion of architects and engi-
neers for public construction
projects. The publication also
lists state agencies respon-
sible for implementing the
federal architect/engineer
procurement law, known as
the Brooks Bill.  circle 302

SUSPENDED SCULPTURE
Mimi McCann Kornaza, a
New York-based sculptor has

38 INTERIORS JUN B0

professional reading

a pamphlet describing her
mobiles available 1o speci-
fiers. circle 303

SCOTT PLASTICS

The 1980 First Edition Scott

Plastics Catalogues are now

available, free on request.

Detailed are the company’s

line of accessory lettering.
circle 304

SAVE SOME ENERGY

A new full-color brochure de-
scribing the Kalwall Energy
Saving Systems 1s now avail-
able from Kalwall Corp. In-
formation and details outline
the systems’ highly efficient
Sunwall.® circle 305

BLINDS INFORMATION

Hunter Douglas, manufac-
turer of Flexalum Vertical
Blinds, has a new product
manual designed for vertical
blinds specifiers who are
looking fori:aformation
about vertical blinds in wool,
acrylic, aluminum, and pcv
vanes. circle 306

COMPREHENSIVE LIGHTING

Laurel Lamp Manufacturing
Company has just released
their 1980, 36-page, full color
catalog describing their col-
lection of contemporary
lighting. Included are the
complete line of table, fioor,
desk, wall, swag, accent and
piano lamps. circle 307

LIGHTING TRENDS
The 230 Fifth Avenue Light-
ing Accessories Center Asso-
ciation has a special 24-page
manual for buyers entitled
“Forecast: Lighting Style-
trends of the 1980's.” Au-
thored by Phillip Rand
Smith, the booklet details
present and future trends
from classic to High Tech.
circle 308
CARPET DETAILS
Mohawk Carpets has recently
released three new contract
carpet books for architects,
designers, contract dealers,
specifiers and contractors.
For the first ime, the com-
pany’s complete line 1s
shown. Also included is a
specification chart that lists

every carpet grade from yarn
ply to acoustical rating.

circle 310
PRODUCT DIRECTORY
Uniroyal, Inc., an inter-
national developer and mar-
keter of chemical, rubber and
plastic products, has issued its
1980 Directory of Products
and Services, circle 309

CARPET CATALOG

“CarpetingTomorrow’s
Landmarks” 1s the theme of
Bowater Carpets Ltd. catalog
which displays their complete
line of colors and specifica-
tions. circle 311

MARKET ANALYSIS

If you are interested in what's
going to happen to the con-
struction market for this year.
and most of the decade, Ed-
ward S. Hall, a1 has recently
written a 47-page book en-
titled “Review of Market
Projections for 1980.” The re-
port maps out changes that
could occur in all sectors of
the economy. circle 312

INFORMATION FLOOD
Westinghouse recently pub-
lished a brochure describing
their MrF 1000 floodlight. The
fixture may be applied to a
general lighting area where a
wide beam spread is required.
and it accommodates 1000
watt high pressure sodium,
metal halide or mercury
lamps. Technical data and
photocontrol information are
included in the literature.
circle 313
BUDGET STRETCHER
The Sketch Book. designed
by professionals. examines
department store layout, and
suggests inexpensive ways to
display blinds to increase
sales. Available through
Hunter Douglas Window
Products Division, the book
includes cost estimates and
diagrams of parts. circle 314

INTERNATIONAL CARPETS

A full-color catalog, detailing
carpets from around the
world is available from
Hayim & Company. The com-
pany specializes in Dhurries,
flat weaves, and traditional

Aubusson and Peking de-
Signs. circle 316

COMPLETE LOOK

The Gusdorf Corporation has
designed a new catalog line of
electronics furniture. Speci-
fiers interested in audio,
video and microwave oven
charts may obtain each sec-
tion separately. circle 315

CLEAN IT UP

Metropolitian Ceramics has
developed a brochure listing
suggested methods for clean-
ing and maintaining their ce-
ramic tile pavers.  circle 317

LOW VOLTAGE
Lighting Services, Inc., has
just released brochures de-
scribing their Modular Ad-
justable Lighting System in
both low and standard volt-
age versions. The system
combines unobtrusive, un-
broken, architectural lines of
a concealed lighting layout.
circle 318
SMALL SCALE
The 1980 Mannington Cata-
log of resilient sheet flooring
patterns is now ready for dis-
tribution, company officials
say. Featured in the 128-page
catalog are small-scale motifs
with natural colorations.
Over 90 flooring designs are
included in all. The nine col-
lections in the catalog are
Architects Choice, Aristocon,
Classicon, Duracon, Lustre-
con, Marquis, Million Aur,
Vega and Vinyl-Ease “100.”
Installation and maintenance
are discussed. circle 319

Mannington
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DAVIS FURNITURE INDUSTRIES INCORPORATED

PO. Box 2065/High Point, NC 27261 Showrooms: High Point/
Chicago-MMSpace 11-116-A/Dallas-WTC Space 653/Phila./
Denver/Boston/Minn.-Licensed from DREIPUNKT/Germany
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VIP furniture

TRADITIONAL
STATEMENTS

1,2, Stendig makes a formal statement with
their Sigma Executive Series double pedestal
desk and matching credenza designed by Ir-
ving Lepselter. The desk has a flush back, or
is available with an overhang for service as a
conference table. Like the credenza, the desk
is mounted on a mirror-like stand that pro-
vides a contrast to the rich wood finishes
available, including Carpathian Elm Burl.
circle 240

3. Gunlocke has a low-backed posture swivel
chair designed by John Duffy. Part of the
“Phoenix™ Collection the company recently
introduced. circle 241

4. York County Furniture adds a touch of the
traditional look to the executive office with
their oak chest. Designed to complement the
company’s complete line of traditional furni-
ture, the chest has fourdrawers.  circle 242

5. John Widdicomb uses straight lines and the
elegance of olive ash swirl veneers to create
the classic contemporary look of their new
desks. The desks come in a range of finishes

and have an assortment of drawer space and
writing slides that pull out from the back.
circle 243

6. John Stuart heralds the Louis xv period
with the Bureau Plat, created from cherry-
wood. The drawers have individual mitered
brass inlays and a single piece ormolu mold-
ing as an edging along the top. circle 244

7. U.S. Fumniture Industries has a smaller-
scale executive chair designed for the woman
at the top. The traditional design has rolled
arms and tufted back and seat. The chair has
a swivel base. circle 245

8. Gunlocke offers a high back swivel chair,
designed by Jonathan Ginat. The chair, part
of the “Techtonic™ seating, features slender
curvilinear lines and tufted seating. circle 246

9. John Widdicomb updates the English Re-
gency look with an open-arm chair with brass
trim and leather upholstery. On the right, the
Sheraton-styled tub chair boasts similar fea-
tures. circle 247
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LINEAR SYSTEM

Designed by
Rodolfo Bonetto.

-
From The Elco collection.

A system of elements,
available in

different heights,

to be combined

for a variety of

uses.

Available in

White, Black and
Champagne lacquer or
Tanganyika Walnut.

BEYLERIAN LIMITED

305 East 63rd Street

New York, New York 10021
21277556300

BEYLERIAN-Chicago
1198 Merchandise Mart
Chicago, lllinols 60654
312/670-2220

other showrooms:
Boston

Los Angeles
San Francisco




VIP furniture

COMFORTABLE
IDEAS

3

|. Helikon's new structurally-oriented lounge
seating series is designed by Udstad/Dan-
dridge Associates. It features classically-
squared corners and large and small uphol-
stered pillows for a comfortable look. It is
constructed with a wood frame, rubber web-
bing and polyurethane. circle 250

2. Thayer Coggin Institutional, Inc. puts con-
tract seating in perspective with their wood-
framed arrangement. Available in sofas,
lounge chairs and love seats, the system has
cushioned upholstery. circle 251

3. Craig Furniture has a soft touch in seating
with the Compass Collection that includes
upholstered chairs, sofas, and crescent-
shaped ottomans. The swivel chair is avail-
able in imported cotton velvet. circle 252

4. Vecta Contract’s new modular seating
group, called Miko consists of five seating
units in straight and wedge pieces and a table.
The system is designed to fit in small spaces.
circle 253

5. Pace uses fine leather to accent chrome in
the Tucroma Chair, designed by G. Fales-
chini. The chair’s design permits the user to
adjust the back for individualized comfort.
Heavy leather straps support the back cush-
ion. circle 254

6. B&B America provides some deep-seated
comfort with the Dieses three-seat sofa de-
signed by Antonio Citterio and Paolo Nava.
The frame 1s a lean, die-cast structure while
the arms are covered in leather. Cushions are
filled with foam and down. circle 255

7. Brayton's new Studio seating satisfies every
requirement for comfortable seating. De-
signed by Jurgen Lange of the Walter Knol!
Collection, the sofa is fashioned in leather.
circle 256

8, 9 Scope Furniture, Ltd. has recently intro-
duced a new modular seating series, the Sa-
3000. The series is fashioned from kiln-dried
ash, and the frame is double-dowelled, glued
and has a spring support. circle 257
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the carpet
coordination puzzle...

Colonnade™ provides the missing pieces. You put them together.

Award, Counterpoint and Equinox. Select any combination for unlimited design
possibilities...perfect coordination from lobby to executive suite, Colonnade
assures color consistency because all three carpets are produced from

a stock-dyed yarn system: Badische’s Super Blend CR-4. 70% Zefran® acrylic,

30% Zeflon™ nylon. The aesthetics of wool, the durability of nylon.

Only Colonnade offers a total CR-4 program, including plush velvet, textured
loop geometric, cut and uncut solid and stripe. To mix and match.

To solve your carpet coordination puzzles in any commercial installation.

Colonnade puts it all fogether.

Collins & Aikman

COLONNADE CARPETS—WE PUT IT ALL TOGETHER
210 Madison Avenue, New York, N.Y. 10016 (212) 578-1217

circle 27 on reader service card




" Introducing a remarkable
lighting concept

g INDALUX

Luminaires

<
Nl
i

|

Diffuse Component
Reflected Co mponent (To eliminate “hot spols™)
(For maximum reflec lor \

Direct Component
utthzation)

{For maximum

reflectance)
Reduced Upward
Brightness \

The unique patented optical
systems, that are the key to all
INDALUX luminaires, feature a

; T - " S S computer aided reflector design
Elegant as it is functional, new INDALUX e L St Bt s ik a0t
indirect ambient l:ghtlng furniture kEEpS ciency in light distribution from
pace with contemporary interior space HID sources

jesign. Choose from many smartly styled . 1
Tum?naires In a ;eIectiofx gf cus?l(tjrfn flifwieshea featur":lg e,XCIUSIve IN DALUX
to compiement the most sumptuous exec- Space I|ght|ng SYStemS

utive suite.

Architecturally designed either to become instantly
obscure or, if desired, to accent your decor, INDALUX
luminaires provide soft, glare-free lighting in symmetric
or asymetric distributions. You provide increased visibil-

ity with improved efficiency and reduced energy
consumption.

For more information, write

Portable plug-in installation allows simple relocation as

your interior landscape changes to keep pace with new ) H. m
interior ideas. INDALUX luminaires also improve illumi- Subsiciary of Walter Kidde & Company. inc

nation for stores, libraries, churches, gymnasiums and '1m?3:;reman avenue Cincinnati. Ohio 45223
many other living or working environments. (513) 541-3486
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Classic Forms

Fiberglass drum and cube tables in fifteen designer colors

Showrooms in New York, Chicago, Dallas, Denver, Los Angeles
San Francisco, Seattle, Jackson

Vistus at NEOCON X11in the exhibitors building Suite 2 South

7 Smokador
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SKAGEN™ by definition, small wood —exactly how this outstanding grouping of furniture is mode. R-Way craftsmen, using modem
cabinet making technology, laminate many layers of select red oak to produce Skagen — furniture for outstanding design and durability
offered in a choice of natural oak or walnut colors,

For the name of the dealer in your area, and a full color catalog, write R-Way Furniture Company. Or visit one of R-Way's showrooms
in New York, Chicago, Atlanta, Dallas, Seattle, and Minneapolis

R-WAY FURNITURE COMPANY, SHEBOYGAN, WISCONSIN 53081 (414) 457-4833
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Interiors appreciation

ATRIBUTE TO OLGA GUEF T

Messages from leaders in the interiors design industry

For 33 years Olga Gueft has been a vital part
of Interiors magazine. Although Olga has
elected to retire this year, we are pleased that
she has chosen to continue her association
with the magazine as Editor Emeritus. The
retirement of Olga Gueft marks a turning
point for her personally, for us, and for the
design industry itself. Under her direction, as
Editor of Interiors—from 1953 to 1975—the
design industry came into its own, a phenom-
enon that Olga observed, encouraged, and
even stimulated, by publishing the most im-
portant developments as they occurred. Olga
was among the first to recognize the shifting
of interior design away from cosmetic deco-
ration to a specialized approach to the organi-
zation of interior environments. During this
remarkable period in design history, Olga
Gueft was on the scene to report on specif-
ics—on individual designers and their instal-
lations, on new products as they were devel-
oped—and yet she never lost sight of the
general picture, the overwhelming societal
changes that were influencing this expanding
industry. Most significantly, over the years
she helped to establish the practice of interior
design as a legitimate profession with proper
standards and qualifying examinations
through the NCIDQ. Under Olga’s leadership
the magazine was acclaimed by its peers in
publishing: In 1966 Interiors received a Jesse
Neal Award, the highest award of excellence
presented by the American Business Associ-
ation. Olga herself won accolades for her
writing and photography and was last year
presented the prestigious Trailblazer Award
by the National Home Fashions League.
Olga’s commitment to the industry continues
even after her retirement. As Editor Eme-
ritus, she will contribute a number of impor-
tant feature articles each year, continuing to
monitor the pulse of the interior industry with
her canny perception and wisdom.

To mark Olga Gueft's official retirement,
Interiors will host a party at this year’s annual
National Convention of the American
Society of Interior Designers, in New York in
August. Details of this celebration will be an-
nounced through the ASID nearer the time.

Here we print some tributes from industry
leaders who have expressed their thanks for
her outstanding contributions.

Gerald S. Hobbs, Publisher, Interiors

Jack Lenor Larsen, designer. “Olga Gueft’s
retirement from Interiors full-time staffl is for
American design so important a punctuation
as to be called an end of an era. The period
ahead will be very different.

“Olga’s era included the post-war design
revolution when America was becoming the
unquestioned world leader, as it remains to-
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day. The outlook was bright, optimism pre-
vailed, leaders were known and—through
Olga—it was all in Interiors. In the last two
decades she guided us through a period when
contemporary design matured, if not mel-
lowed, when we saw an extraordinary fusion
of influences from here and abroad, from the
future and the past. Olga documented all of
this better than anyone. Her force was cen-
tral: she fanned the flame, asked the ques-
tions, enlivened the meetings, lent support
and always enthusiasm. She probed new
technologies and old ones, comprehended
both the human factor in design and the busi-
ness decisions that influence architecture.
She, more than most, is aware of the cause
and effect, senses trends and distinguishes be-
tween the real ones and the small flutters.”

Joseph Freitag, Chairman, New York Chap-
ter, ASID. “She has consistently stood for
quality. More than anyone else, she has com-
mented on and reported on the professional
aspects and the problem-solving aspects. She
1s a strong but considerate critic who 1s also
very accurate. Her selections were always a
comment because she has always gone be-
yond just reporting.”

Viadimir Kagan, furniture designer. “Olga
Gueft has always been incredibly alert and
up to date during her entire career. She just
never aged. Her attitude hasn’t changed—it 1s
just as it was when I first knew her in the late
1940’s and early 1950’s. She has been a great
encouragement to designers. At times you
might have thought she was a scatterbrain,
but she never slighted anyone. She did her
Job as an editor and she did everything else,
too—she served as a panelist and on many
juries. She just popped up everywhere.”

Adriana Scalamandré Bitter, Executive Vice-
President and Secretary, Scalamandré Fab-

rics. “Olga Guefl’s fine work and her editon-
als are well-known. She has always appre-
ciated the role of designer in this industry.
She has done lots more than just try to get a
good story. She’s done a public relations job
for the entire industry. She was always smil-
ing and happy at 3 a.m. or at a 7:30 a.m.
breakfast meeting. It never looked like she
was working, but she was, 24 hours a day.”

Hans Krieks, Director of the Master Class.
“We've known each other for the last 30 years
or so and it was only three months ago that we
finally had dinner together. She is a very un-
selfish person, and always willing to help.”

Warren Platner, architect. “I would say that
for the last 30 years at least, she has been by
far, the strongest editorial voice in the field of
interior design. She is still the most rational
voice in the field. She has very nearly single-
handedly raised from nonprofessional hap-
penstance the practice of interior design 10 a
professional level with professional status,
with some standards, discrimination, ration-
ale and logic. She’s done all this with a mar-
velous imagination. She 1s one of the few
people who has ever written effectively on de-
sign. I think it is because she thinks more co-
herently, forcefully and imaginatively than
any other person in the field.”

George Nelson, designer, member of Interiors
Magazine's Board of Advisors. “Olga Guell
has run a good magazine for many years. She
hasn’t invented anything. She just published
the best work she could find. She’s been a
sympathetic audience and she’s given design-
ers space and that’s what’s attracted lots of
public attention. Her greatest contributions
are that she's seen that designers have re-
ceived public credit. She'’s seen that legiu-
mate work has been publicized and in general

helped with a whole upgrading process in the
field.”

Pat Hoffman, Vice President, ICF. "Olga
Gueft is the Samuel Pepys of the interiors in-
dustry. She is the great dianst of the modern
movement in the United States. She’s lived
through it all. She knows everyone who has
made any important mark in the industry.
She’s been a major influence in supporting
good modern design.”

Sara Lee, Tom Lee Limited. “Olga Guefl is
an able, ranking editor. Moreover, she’s a
hummingbird. She’s a kitten on keys. She’s
Gretel and Cinderella. She’s a one-man
band. She loves beauty, travel, parties, people
and work. There is nobody like her, nor has
there been, nor | suspect will there ever be.”




Daempa Ceilings. A look America hasn’t had before.

Dramatic, distinctive ceiling systems that combine European ambiance and American ingenuity
Famous Daempa ™ of Denmark designs, unrivaled for beauty for decades, are now being made by circle 31 on reader service card
Levalor—a name American aschitects have trusted for half a century

ed for} century
There are six different systems, some with mrtu;i_lly invisible perforations, for optimum sound control LEVOLm

100 Levolor colors, many finishes, truly a new high in ceiling design. What we did for the window, we're now

eiling Syster

doing for the ceiling. For details, write Levolor Lorentzen, Inc., 720 Monroe St, Hoboken, New Jersey 07030 ﬂ;: et ol Lovaler Locsatmn. b




Interiors industry

DOES OFFICE COMFORT
INCREASE PRODUCTIVITY?

A Second Harris Study sponsored by Steelcase probes
a key office design question. Report by John Pile

It is an article of faith among office designers
and planners that an improved work environ-
ment will produce measurable improvements
in users’ performance. Whatever other ben-

efits a better office may offer in the way of

aesthetics and prestige, the idea that people
work better in a better office is surely the
prime motivation behind management deci-
sions to upgrade. We also hear from various
sources that more than half the American
work force is now office based (as compared
to farm, factory and outside work) and that
increases in productivity in office work lag far
behind the other work types. Improvement in
office workers’ productivity could have major
favorable impact on the economy.

Unfortunately, office productivity is hard
to measure, particularly at the upper levels
where performance is most important. A
count of letters typed or bookkeeping entries
made is fairly easy, but number and quality
of management decisions made seems to defy
a numerical rating. Still, any evidence at all
that will support the idea that a better office
will upgrade productivity would be helpful
and encouraging to designers who must make
a case to management in favor of big expend-
itures on what may otherwise seem a “frll”
hard to justify to hard-nosed directors and
stockholders (or, in the case of government,
o equally hard-nosed legislators and tax-
payers). Steelcase, as an industry leader has
an obvious interest in finding such evidence
and is making the Harris Study findings avail-
able to the entire industry and related design
professions.

Consensus of opinion

The design of the study avoids the hard
problem of measuring actual productivity by
substituting an opinion survey in which work-
ers (1004 of them) and managers (203) in a
carefully selected panel are asked what they
think will affect productivity. While skeptics
may worry that people often “think wrong,”
that believing quite honestly that a nicer of-
fice will generate more work does not prove
that it will in fact do so, the opinions are still
of interest for their own sakes and one can
make some suppositions that there must be
some correlation between opinion and real-
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ity. The survey report is fairly long and com-
plex (ninety pages of tables and percentages),
but some key findings of interest to the design
world stand out. We find only 29 percent of
the people surveyed still in conventional par-
titioned office (as compared with 39 percent
in the last survey in 1978)—evidence of the
growing acceptance of “open”™ offices so regu-
larly predicted in the contract design industry
today.

Most-favored improvements.

34 percent admit that they could produce
more work than they do under present condi-
tions, while 74 percent believe they could do
more under improved work conditions. This
statistic will cheer the design world until it
reads on to find out what improvements
would have most impact. Here the news is
that 48 percent name “better pay” as the best
motivator. Next in line are 45 percent sug-
gesting better heat, ventilation and air condi-
tioning—hardly a compliment to America’s
claims for outstanding performance in these
building mechanics. Design values surface as
40 percent express a desire for quiet, 29 per-
cent could use better desk and file storage, 26
percent mention a comfortable chair and 22
percent better lighting. 37 percent mention
more encouragement from management,
while 51 percent of managers support this no-
tion, surely an easy one for them to act upon
at no expense.

When asked how present offices measure
up, 31 percent say that discomfort affects
their productivity a great deal and an addi-
tional 49 percent say it affects them some-
what. Ranking the factors that affect comfort
we find:

85 percent good lighting

73 percent a comfortable chair

61 percent a place to concentrate (open
planners note)

52 percent quiet

24 percent ability to change workplace ar-
mngemcnls

Oddly, when asked “do you now have
... 7" 84 percent have the good lighting and
comfortable chair they require. Only 48 per-
cent are satisfied with the level of quiet and a
mere 43 percent feel that temperature is satis-

factory. 70 degrees is the mean preferred tem-
perature, and energy conservation measures,
while approved, are a factor in the poor rat-
ings of heat and air conditioning. 46 percent
would prefer natural window ventilation over
central air conditionsing (36 percent), en-
couragement for energy conservation
through this route where possible. 35 percent
of office workers smoke on the job, 45 percent
are bothered by others smoking and 51 per-
cent feel that smoking should be restricted
but only 36 percent of executives agree. As to
chairs, 42 percent value good lower back sup-
port, 31 percent consider wheels or casters as
important, only 8 percent mention status ex-
pression as an issue.

A say in the matter

A concluding issue that could influence the
ways in which offices are designed is the dis-
covery that office workers want more “say” in
determining what the office environment will
be like. 40 percent feel they have some role in
making environmental decisions, while 42
percent feel they have little or no “say,” yet 54
percent feel that having this “say” is very im-
portant in influencing productivity. .

In the end, it is amusing to note that a pay
raise with no improvement in office condi-
tions is preferred to a smaller raise with im-
provements. Designers and management will
probably point out that even a small pay in-
crease will, over a period of time, outrun the
cost of improvements in environment quite
rapidly, and will remain unconvinced that a
pay increase will influence productivity in a
very lasting way—for a month or two perhaps
but hardly in the long run. Incentive pay re-
lated to productivity may be another matter,
but it can only be considered where a means
of measuring output can be developed—not
easy for most office work.

A true cost/benefit study of different ways
of influencing office work performance re-
mains to be done—the difficulty of designing
valid studies of this sort becomes clear as
soon as one tries to think of appropnate stud-
ies. In the meanwhile, we will have to settle
for quoting the Harris Study as a source of

well-validated opinions—for what they may
be worth.




Smith Metal Arts €
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Smith Metal Arts Company Inc., Buffalo, New York 14207




1980 CARPET SPECIFIER'S HANDBOOK FROM THE CARPET AND RUG INSTITUTE PUTS

EVERYTHING ot

YOU SHOULD o
KNOW ABOUT
COMMERCIAL
‘CARPET .

AT YOUR FINGERTIPS

arpe fier's Handbook published by the Carpet and Rug Institute is truly a unique, definitive
;__n:_r-_g nce work. In a practical sense, it is a commercial carpet encyclopedia 8 réady soyrce of i
torm ation apout

What commerciad carpet Is
How It s made
Its functional benefits

How i1t should be specified
How I1ts useful life can be extended

Commercial carpet specifiers, architects, interior designers, purchasing agents - everyone with an
interest in specifying, buying or selling carpet - should have one!

As.a companion to the Handbook, round-out yoyr commercial carpet library with the first edition of
CRl's Specifie's Guide To Carpet Installation. Remember that every successful carpet project must
epd with a professionally completed installation effort . .. the Guide is your answer to writing and
understanding every detail of commercial carpet mstallatlon specifications.

Together, this dynamic duo are the most comprehensive and authoritative publications on the sub

iect of commaercial ecarpet to be found anywhere, at any price. Order your copies today and insure
your professional carpet acumen!

X : : ! FILL OUT, CLIP

SBpe;cnaI fr?-F;ut:llcatlon Prices MAIL YOUR ORDER TODAY

(Betore Ju y 1, 980) The Carpet and Rug Institute, P.O. Box 2048, Dalton, Georgia 30720

Carpet Specifier's Handbook . $12.50 Piaas_e enter my‘ordn_ar for the items checked:

Specifier's Guide To Carpet Special Pre-Publication Offer

Installation . . o s e PGB U Carpet Specifier's Handbook @ $ 12.50 each
O Specifier's Guide To Carpet Installation @ $5.00 each

. : . Post-Publication Orders

Post-Publication Prices L] Carpet Specifier's Handbook @ $15.00 each

(After July 1, 1980) O Specifier's Guide To Carpet Installation @ $7.50 each

Carpet Specifier's Handbook $ 15.00 Please enclose full payment in U.S. funds with order. Make checks

Specifier's Guide To Carpet payable to The Carpet and Rug Institute.

Installation _ 7.50 TOTALREMITTED
MANIE e T e R
COMPANY NAME

Volume Discounts Available Upon Reguest ADDRESS

ET Y cmm———— A
SIGNATURE
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Thonet.
The tradition
of today,
and fomoIrrow.

David Rowland’s Sof-lech Chair™is the
newest product of the 150 year-old =
Thonet fradition which puts technology
and craft in the senice of design, and
provides outstanding choices for all
seafing requwemems The patented

The Sof-Tech Chai™ is durable, b
comfortable, stackable, affordable.
For more information. request our free
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Product flash
SEATS WITH

GOOD BACKING

Hugh Acton’s Bio Chair is a total approach to
office seating and a study in seating needs

Hugh Acton, who recently created the Bio
Chair for American Seating, went to consid-
erable research on this design assignment.
His inquiries relating to the body’s circulatory
and muscle structures uncovered a major
cause of lower back stiffness: lack of contin-
ual, postural cushioning of the sacro lumbar
region of the back when seated. Acton be-
lieves he’s corrected the problem in the Bio
Chair with specially designed padding that
provides the needed support. He theorizes
that confinement to a chair for long periods of
time stiffens the body’s biggest muscle
groups, located in the lower back. Stimu-
lation is the answer, he found and “The Bio
Chair 1s the closest thing to exercise I can
find,” he says. His chair provides stimulation
through a double axis movement that adjusts
to any pitch, so it pivots and rotates simulta-

58 INTERIORS JUN 80

neously, accommodating shifts in body posi-
tions. The dual movement stimulates blood
circulation and the intra-articular action in
the lower back regicn. The seat’s molded
cushions and waterfall edges distribute body
weight evenly to the legs without hindering
circulation. Arms are made of continuous
filament fiberglass in a cantilevered, nonrest-
rictive shape. Their design is an integral part
of the chair since “each component is an ex-
tension of every other component.” The Bio
Chair 1s available in management, taskwor-
ker and secretarial models with height adjust-
ment mechanisms and a five-pronged base.
The chair is upholstered in stretch wool,
available in nine colors, the stretch nylon,
available in 18 colors. For a personalized de-
sign statement, the Bio Chair may be custom
covered. 100. (Elizabeth Marchak)circle 207
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2000sySem

What would you like to make of it?

The 2000 System is a table. It's See the 2000 System in our
aiso a nght, or left single pedestal newly redesigned showroom
desk or a double pedestal desk at NEOCON Xl space 1126
Or it's a back bar. Merchandise Mart, Chicago, IL
The 2000 System is whatever For more information write or call
you choose to make of it Bill Regalado at 800/458-0593
As easily as any componentcan  (in PA call 800/352-0095)
shide to another position withinthe  Corry Jamestown Corporation
work station, it can roll out foruse 844 East Columbus Ave.,

in another part of the office. Corry, PA 16407

The 2000 System. It brings

convenience to the moving,

changing, growing office.

Corry Jamestown

DIVISION, HON INDUSTRIES
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circle 36 on reader service card

’nq [MkircHENS®
hospitality
center

Turn Ordinary Rooms into
“EFFICIENCY” Apartments

The world’'s most convenient, compact appliances—uwith all of the most wanted features.
All sizes from 30’ to 72'’ in width...available with overhead cabinets...in the newest decorator
colors—and all at budget prices.

KING REFRIGERATOR CORPORATION

76-02 WOODHAVEN BLVD. ®  GLENDALE,N.Y. 11385 @ (212) 897-2200

Introducing the designer’s
collection from GUTH.

When you want your lighting design to
be as striking as the interior you're creating,
Guth Lighting offers a distinctive group of
wood trimmed and color prismatic li htin?
fixtures interior designers appreciate. We call
them the “Designer’s Collection’

The Sophisticate group combines solid
red oak wood frames in either natural grain
or walnut tone to add the warmth of fine
furniture to the ceiling plane. Sophisticates
are available in eight sizes, feature distinctive
latticework grid option, and provide fluores-
cent, h.i.d. or incandescent lighting.

offers downlighting with the sparkle of fine
crystal. The color prismatic glass cones are
available in clear, amber, blue, green or red;
and help introduce an exciting new look to the
interior. Guth-Glo's are ideal in lobbies, board
rooms, cafeterias, restaurants, lounges and
more. Available in h.i.d. and incandescent.
For complete information on the
“Designer’s Collection” contact Dick Barnes
at Guth or write 2615 Washington Blvd.,
St. Louis, Missouri 63103,

Phone: 314-533-3200

The Guth-Glo recessed round series

'_'_‘-'-___'___“ 2

Lighting Designs Since 1902

circle 37 on reader service card
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BLACK

Introducing Resopal.
The solid color glossy laminate
that has two things going for it.

The gloss. And the quality.

Chances are, you think all solid g gluh'ﬂ. laminates
are pretty much alike. The truth is, they're not.

This is Resopal. The high pressure laminate that's
glossier than the other glossies. In fact, no other solid
color glossy laminate equals its brilliant finish.

All because the unique Resopal process gives you a
high lustre enamel-like surface. No brushlines. And
nary a hint of "orange }n el

Furthermore, Resopal fabricates easily. Requires

little maintenance
RESOPAL" (Merely wipe with a
damp cloth.) And
meets or exceeds all
important NEM.A. requirements for high pressure

laminates. (It's also available with a Class 1 fire rating. )

Resopal comes in4’ x 8" and 4" x 12° sheets. In
standard and vertical grades.

Thirteen glossy colors to start (ivory not shown)
In stock for immediate delivery.

So get in touch for samples. Or contact us about a
distributor in your area.

Once you get all the facts, we're certain you'll take a

alurft tt_rﬂj- 1HE DI[‘I_.ER
1 CORPORATION

; i Another Diller Exclusive

6126 Madison Ct.+ Morton Grove, IL 60053« ( 312)

966-4100

WEPFE H E " WA
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Exceptional color richness. Low-
keyed or lively. In worsteds, wool
biends and imported tweeds. A
palette of nearly 200 of todays colors,
beautifully compatible with other
Steelcase materials.
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the editor’s word:

Last month, we celebrated
our first effort in a series of
features which we believe will
have considerable impact in
the design industry. We refer,
of course, to Interiors VIP
Room at the Top, the “flex-
ecutive” office of the 80s,
which was designed by Peter
Stamberg, specially for Inte-
riors magazine.

At this time, we are happy
to report that this editorial di-
rection is one that we shall
continue to pursue with much
enthusiasm throughout the
year. Our next feature in the
Interiors Initiative series fo-
cuses on an office specially
created by interior designer
Mario Buatta. Noting the
trend toward a more “resi-
dential” look in offices, we
asked Mario Buatta 1o de-
velop his own concept on this
theme. The result is an out-
standing “home away from
home' which will be
presented next month in our
July issue. The office is to be
featured at this year’s Annual
AsiD National Convention at
New York’s Hilton Hotel.

Proceeding further with the
Interiors Initiative idea, we
then turned our attention to

the design of hotel rooms.
How often they seem to fall
short of the requirements of
the typical business traveler!
Armed with a list of basic
“needs,” we spoke to Trust
Houses Forte Hotels, who
agreed that an Interiors
Magazine room would be an
appealing addition to one of
their hotels. At this moment,
a room is being created at the
Wesibury Hotel, Madison
Avenue, New York, integrat-
ing all our ideas, in a desire to
present the highest standard
that can be achieved in hotel
room interiors. We hope it
will be the first of many In-
teriors Magazine hotel rooms
across the country.

Other concepts in the con-
ceptual stage in the Interiors
Initiative series include a
touch-dance space to be de-
signed by the celebrated
young architect Roger Ferr,
whose work was praised in an
exhibition last year at New
York’s Museum of Modern
Art. Ferri once designed a
skyscraper with five levels of
gardens; we can be sure his
new entertainment concept
will be daring and innovative.
Out on the West Coast, Coy

Howard, one of the group of

new-think architects in Ve-
nice, California, is looking
over furniture catalogs and
brooding on a breakthrough
law office. He's intent on
doing something “different”
in what is traditionally a con-
servative environment. Then
we also have Mano Armond
Zamparell at work on an of-
fice for the year 2020 in cele-
bration of Interiors 40th anni-
versary later this year. We
thought it would be appro-
priate to look ahead—to of-
fice design 40 years from now.
In showroom design, we have
Nob and Non, the Japanese
fabric designers, working on
an idea they've “always
wanted to do but never found
a client for.”

We look forward to all of

these future projects in the In-
teriors Initiative series—and
more to come. They represent
design leadership and an in-
vitation to designers to ex-
press creative ideas within a
clearly defined context but
without the restrictions of a
particular client. In these
projects, the designers are the
clients. What could be better
for true artistic freedom?

WM

Photo by Jon Naar

W
-

Editor-in-Chief Beverly Russell.
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Interiors abroad
High finance in a stage

People moving
through Banque
Lambert’s new branch
in Milan won’t pass
extraordinary
paintings or sculpture
but they will feel |
they have experienced 2 | FIRST FLOOR
a rich space |

The Milan building the Banque Lambert
wanted important customers to come to was
theatrical to begin with—a stagey parade
complete with proscenium arches of some of
the more ornate architectural ages of man.
Renaissance niches and stone trabeations
shaped the ground floor. Mannenist details
took over the mezzanine. The second floor
exploded into a rococo, heavy on gold, grand
hall of mirrors. Velvet festooned some rooms.
A statue of a man about to be treed by a lion
animated the entrance hall. To strip this 19th
century building of aging velvet and bad
sculpture, that was easy for Emilio Ambasz
and Giancarlo Piretti to do. The design ques-
tion was how to slip into place all the hard
and software of a working bank branch—
telexes and blinking computers, hidden bur-
glar alarms and a receptionist deserving to be
displayed, desks and mynad files and an oc-
casional flower pot. Basically the designers
defined new spaces they enveloped in the old
with black conceptual lines, curved and
angled to give each inner area a prism of
edges. And they played up reflections and _ -
progressive levels of light. “Emphasize too . _— GROUND FLOOR

many elements,” suggests Ambasz, “and we LEGEND

might have ended up with a Russian salad. 1 Reception 10 Infirmary
Leaving the ornamental complex as found, 2 Transfer 11 Employees’ room
but toned down, a sort of visual basso con- 3 Safe :: gﬂﬂ:iplfdbf
tinuo, we treated the rooms as sets, ready- ;EE):r:EtL 14 D:{;u:;‘gmctnr
made stages enhancing new furniture.” Am- 6 Credit

basz wanted all the walls in the bank radi- e . 7 Accounting

antly clean but tinted an interesting, illusive 1 e

color. Coated pale heliotrope, then air-

brushed white and, finally, fine-textured with

MEZZANINE

15 Conference

Above, right: the dome shaped lamp on the recep-
tionist’s desk is a clue that indoors a glass dome roof
is directly above. Subtle paint layers make the air,
not the walls, seem slightly lilac, but there is no am-

biguity at all about the impeccable clear red chosen
for office chairs (far right).

82 INTERIORS JUN 80




i
1 e e { M...u.mu*m.u.wﬂq_ ..w.nl. . ¢
Vi A L . 0l o1 AT T, Y Y !
. 1R . . TR o F L
% i - »-_ ... . ) i ) y 1 . - ...__.I*. J.1.r. .-_.
\ Vig T = .

L

W Rl g S L e g gy g

iy ,
\ W
: \
i ;._. .
H . u F f
. | \
™ u i
oy | S
-_ .—1 ol %
[] ..H
|

7




'

84 INTERIORS JUN BO

Interiors abroad
A procession of lights
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microscopic specks of gray and brown, the ef-
fect is the walls seem white, It's the air around
them people perceive as lilac—flattering and
somehow vibrant. The lacquer~d desk and ta-
bles in the bank director’s office, preceding
page, set up their own resonance, reflecting in
depth the light-sliced vertical blinds and the
room’s grand coffered ceiling.

Sinuous conceptual lines appear first in the
bank’s entrance hall as a playful, curving
handrailing. It arcs in, guiding visitors to the
wider side of the staircase. Halfway up, the
black leather railing bows out, suggesting a
balcony, a place to pause and perhaps look
back. In the second floor hall of mirrors. the
cordoning conceptual line is a procession of
pairs of floorlamps marching the length of the
room, defining botn vertical and horizontal
edges of this inner space.

Light, like a Pied Piper, beguiles people up
through the three levels of the bank. “In the
receplion arca, the light seems quiet,” says
Ambasz. “But ascending the stairs, seeing the
dome, perceptions shift. You feel it’s a sunny
day. Perhaps it’s not. This is Milan, the city of
fog. Actually the dome, since it’s in the court-
yard, we lit artificially from outside. Climb-
ing further up, light seems richer, reflecting
off the white marble tables in the mezzanine
exhibit area and three windows. Then gold
starts appearing. Reaching the hall of mir-
rors, the sensation is that light is coming not
from lamps but from all the gold. Of course it
isn’t. But that's the perception. Visitors
haven’t seen good paintings or extraordinary
sculpture but they fee/ they have gone
through a rich space.” (Melissa Sutphen)

Melissa Sutphen, based in New York, writes about
design-related subjects

Project: Banque Bruxelles Lambert,
Milan, Italy, branch
Designers: Emilio Ambasz/Giancario Pirett

Lighting: Bip ficor lamps and Ipotenusa desk
lamps by Flos (Us distributor af), Tomos flexible
desk lamp by Sirrah (us distributor Castelli)
Desks /tables: Orseolo directional desk, Loop
managerial desk, Sullivan office system, Deco
containers, and Delfi marble table all by Simon
(us distributors ICF and Abitare); low tables

by Poltronova (us distributor Stendig)

Seating: Saratoga couches by Poltronova (us
distributor Stendig); Vertebra office seating
(produced by Krueger in us and Castelli in Europe
under Open Ark license)

Carpeting: Louis DePoorter (us distributor Capel)

Photography by Paolo Gotti

Left: Ambasz and Piretti tilted tops of the white ex-
hibition tables to give their space a certain tension.
Far left: floor lamps appear vibrant black amid the
gold because they were fabricated a deep blue.
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Interiors controversy
A question of context

Knoll’'s new showroom in Boston, a strident gesture of Modernist
architecture in a street of traditional houses, delivers a message
in our time. Kent Bloomer reviews its impact and significance.

The Knoll Building in Boston by Gwathmey
Siegel & Associates of New York demon-
strates both the strengths and weaknesses of
adherence to a traditionally strict system of
building design. There is no difficulty in
sensing the considerable intelligence and care
delivered to this building by its architects and
clients; and indeed there are some interior
spatial experiences which are very exciting
(the stairway) and some visual moments
which are very beautiful (the painted re-
sponse to color transmitted through glass
block in the rear wall of the first floor).

The style of the building derives from a
machine aesthetic in which it is believed that
the exterior should communicate the mul-
tiple spatial functions of the interior, that the
interior should be developed from a plan of
efficiency, and that its architectural form
should be expressed by the primary geo-
metries intrinsic to the elements of construc-
tion, i.e. the columns, the walls, the handrails,
etc. This commitment to the expression of
basic structure is appropriate to a Knoll
showroom for a collection of furniture which
has derived historically from a similar “in-
dustrial” design philosophy; although per-
haps Knoll has placed more emphasis on the
sensuality of materials (leather, polished
meial, fabrics, and carefully machined
wood). Gwathmey Siegel has clearly chosen
to emphasize the abstract rather than the ma-
terial properties of the machine (or perhaps
mechanistic) aesthetic tradition.

Pieces from the Knoll collection are served
well by the showroom which houses fabrics
and domestic furniture on the first floor and
office furniture systems on the second and
third. Although the floors are only about two
thousand square feet apiece, the majority of
Knoll offerings are exhibited, and feelings of
spaciousness, relaxation, and even privacy
are provided for the visitors and staff. Each of
the sections containing a category of mer-
chandise such as textiles, draperies, chairs,
and catalogues, are skillfully zoned, self-ad-
vertising, and comfortably accessible. The to-
tal body of merchandise is easy to “read” and
each individual item is well lighted and oc-
cupies a world of its own. Indeed, the entire
second floor 1s illuminated adequately by fix-
tures integral with four bays of the Knoll
Zapf furniture system that i1s on exhibit, with
some occasional assist from free-standing
metal cylinders’ up-lighting. Thus the design-
ers must be congratulated for having orches-
trated so superb a display of objects.

68 INTERIORS JUN 80

A philosophy of design so well suited to the
display of objects, however, may not be as
well suited to purposes which are less obvious
and may be more poetic, contextual, and nar-
rative in a public sense.

Traditional setting

The most disturbing aspect of the design is
the extenior facade on Newbury Street. My
experience of encountering the facade was to
become slightly depressed and puzzied. Its
design was somewhat familiar, graphically
precise, and seemingly the “right size.” The
light gray colors of the masonry and metal
panels are relaxed, different, but not aggres-
sively competitive with other tones on the
street. Like the interior of the building, the fa-
cade registers intelligence and seriousness.
Why then a feeling of depression?

I ulimately concluded that the facade, in
trying to express the dual function of the inte-
rior (1.e. a three-level showroom in the bot-
tom half and three floors of offices in the top
half), delivered to Newbury Street a mixed
metaphor. On the one hand, the building is
not high enough to be an office building with
a major showroom (or store) capturing the
street level; and on the other hand, the build-
ing is not low or broad enough to be a big
store with a few bands of office windows
above behaving like a cornice. The facade ac-
tually reveals a store occupying the bottom
half with three somewhat diminutive and
lonely levels up on top. The feeling of de-
pression, I suspect, comes from a regret that
the building is not significantly taller so that
the office bays could acquire some authority,
or that the latent expression of an office tower
(as offices) was not abandoned so the top half
of the building could engage more directly
in the composition of the bottom half.

The design of the storefront itself is in-
triguing. By projecting into the sidewalk with
a curved bay and display window it engages
the passerby in keeping with the lively street
life of a commercial Newbury Street. Al-
though Newbury Street is a street of many
styles, all the buildings in the block contain-
ing the Knoll showroom are traditional in the
sense that they possess bottoms, middles, and
tops, 1.¢. base as entrance, body, and upper
beltcourse, mansard, gable, or cornice. Once
again, the geometric expression of dual verti-
cal content refers to an alien and less appro-
priate order.

Another zone which expresses use rather
than ceremony is encountered immediately

inside the entrance to the building. Here a
minimal lobby provides direct access to the
Knoll showroom ahead as well as access to
fire stairs and an elevator. So efficient and
sparing of redundancy is this lobby that the
most dominant feature is the red fire alarm
and fire alarm directory in the center of the
elevator wall. Perhaps this lobby could be jus-
tified as an interval functioning as a no-place
between the splendors of Newbury Street and
the attractive interior world of a Knoll show-
room. But that would be its only serious ar-
chitectural justification.

Once again, inside the showroom world of
objects, the architecture takes command and
must be criticized on its own terms.

The textile wall opposite the main entrance
is really the interior facade. Along this wall
the columns are free-standing and form a col-
onnade which projects vertically through all
three levels of the showroom. The wall oppo-
site the facade does not have a colonnade and
is subdivided with functions of entrance, exit,
storage, service rooms, etc. You are expected
to primarily address the interior facade which
is the longest dimension in the building. This
orientation is architecturally successful and
somewhat monumental. The individual col-
umns are painted a reddish hue which nearly
perfectly captures the refracted color of red
brick in the back alley transmitted into the
store through a glass block wall. This is a
magical example of abstractly delivering an
exterior quality to an interior. In the back of
the showroom this wonderful boundary of
light and color is reflected by the adjacent
wall in a large mirror which is the contin-
uation of the surface of the textile wall.

Tendency to horizontality
Equally wonderful is the small staircase
leading to the second and third levels. Each
element, the pipe railing, the column at the
head of the stairs surrounded but not touched
by a handrail, the curved glass block at the
head of the stairs, and the two bands of white
neon marking the center of the ceiling, com-
bine to create a festive world of climbing and
descending. The splendid potential of relat-
ing Euclidian geometry to human choreogra-
phy is demonstrated in this stairway. It is un-
fortunate that the vertical articulation
embodied in the staircase does not monu-
mentally influence more dimensions of the
showroom, but is instead restricted to its own
minimal territory.
continued on page 112
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+ “The challenge of Knoll-Boston
was to build a new building in an
old neighborhood, to recognize —
both dimensionally andcontextually
—the established historical pre-
cedence, to create a structure
sympathetic in scale 1o Bostons
architectural tradition yet innova-
tive and dramahc, articulating
Knoll's post-modern persona To
create a new. meaningful bullding
in harmony with the spirit of place
and yet not fixed in time.  Knoli-
Boston represents the felicitous
reconciliation of two traditions
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Materials
in the news

Decorative tiles

have a dual role both
as surfacing

and energy-saving
thermal mass

Thermal efficiency signals the wave of the fu-
ture. Designers are now exploring the use of
ceramic tiles as a passive solar heating
method, and with attractive results. The tiles,
when used with thick cement subsurfaces,
have thermal mass—they retain heat by acting
as a storage medium, and they are available
in bright colors and designs for functional
good looks.

1.7, Tuscany, in Sapphire and Cloud, is a
color-glazed, craze-resistant tile for floors
that is used as a reflective, passive heating ele-
ment because its glazed surface reflects heat
and light. It may be best used in conjunction
with dark-colored absorptive tiles on the
walls and ceilings.

2.3.4, Caribbean in black, white and blue, is a
non-vitreous ceramic tile recommended for
vertical use. Its glaze makes it a heat reflective
surface, especially the light colors. The tile’s
surface helps reduce the temperature swing
the difference between the highest and lowest
lemperature in an interior—by reflecting heat
off the floor to a dark-colored ceiling where it
1s stored and later radiates when the sun goes
down

5,69, Siena, in Blanco. Blue and Brown. is
designed to be an absorptive surface because
of its eggshell textured surface. It has subtle
shadings and is recommended for interior
walls, floors and counters. While it has appli-
cability as a passive collector, the grained sur-
faces are designed to be slip-resistant, too
When used as a collecter, a cement subsur-
face of from four to 16 inches is needed to
store the heat. The size of the subsurface de-
pends on the size of the room to be heated.

8. Crystalline, in Cobalt, is a fine-textured
glazed ule that looks like four tiles within one
tile. It may be used for passive absorption on
a floor or a wall, or on a wall where a green-
house has been added and where it acts like a
modified Trombe wall

10. Primitive, in Flint Blend. is a dense-bod-
1ed tile that has a hand-crafted look. Its heavy
construction and dark color make it an excel-
lent passive absorption tile, used on a floor
with a cement subsurface or on a wall

All tiles by American Olean. circle 260
Photography by Leif Schiller
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Materials in the news

PLASTICS THAT
DON'T LOOK

Formica’'s Design
Advisory Board
adds textures,
geometrics and

LIKE PLASTICS

After three years, Formica's Design Advisory
Board—Charles Boxenbaum, Alan Buchs-
baum, Joseph D'Urso, Gamal El-Zoghby,
Richard W. Hobbs, Donald Singer, Margaret
Larcade, Tony Moses, Billy McCarty,
Charles Morris Mount, Barbara Ross, John
Saladino, Paul Segal, Barbara Schwartz, Ris-
tomatti Ratia, William Turnbull Jr., Valenan
S. Rybar and Mary Wolters—have produced
the first phase of laminates that bring a new
integrity to plastic surfacing matenals.
“They're a celebration in plastic,” says John
Saladino of the five new geometric patterns
called Design Concepts.

The series includes “Stripe,” designed by
Saladino, “Pin Stripe™ and “Graph” designed
by Barbara Schwartz and Barbara Ross,
“Maxi Graph™ designed by Margaret Lar-
cade and “Disc” designed by Formica Corpo-
ration. They offer textures and a new high
gloss to architects and designers and a new
quality of design, in what has become known
as an extremely durable and price-conscious
surfacing material.

The 17-member Design Board is particu-
larly proud of the lacquer finish which regis-
ters 104 on the lacquer scale, representing the
highest recorded sheen in any lacquer mate-
rial, they say. The new series is cast in what
the Board describes as “basic” colors: five
neutrals—black, white, gray, beige, brown—
and three “visceral” colors—burgundy,
hunter green and navy blue. “There are stll
people who are not fully committed to bright
colors,” says Saladino. “But for those who

are, the three bright visceral colors were de-
veloped after much consultation among the
Board.”

John Saladino’s own contribution to the
new designs, “Stripe” i1s a one-inch wide

stripe pattern alternating in equal bands of

gloss and matte finish. The design is one that
suggests a sort of dressy elegance. “It can be
used in the powder room, the bedroom, the
bar, on coffee tables, vanities, and most cer-
tainly on executive office furniture,” says Sal-

adino. The gloss-matte interplay 1s typical of

four of these new Formica laminates. The
textural connection allows them to be used
effectively as counterpoint to one another.
“Pin Stripe,” as its name suggests, is another
dimension in gloss-matte parallel lines. In
this pattern, fine glossy stripes are separated
with a 5 millimeter band of matte color. The
rigidity of the pattern distinguishes it as a for-
mal statement in laminate, much like the
classic pin stripe suit, “Pin Stripe™ is designed
particularly to be used in coordination with
“Graph,” a 5 millimeter check design. “Maxi
Graph™ represents a larger-scale grid pattern,
a 10 millimeter check design. Saladino thinks
of this “as a window pane check, like a
French tablecloth. It looks like a nice fabric
that 1s now a laminate.”

The “Disc™ design has the greatest textural
contrast of all the new patterns. Its one-eighth
inch diameter raised circular planes captures
the feeling of industrial flooring in a scaled-
down version.

To demonstrate the investment that For-

Designers creating Design Concepts are Barbara Ross, John Saladino, Margaret Larcade and Barbara Schwartz,

high gloss

mica 1s making in this product, the company
launched the Design Concepts at an excep-
tional celebration. Three hundred people at-
tended a luncheon at the Lincoln Center's
New York State Theater where seven giant
columns forming arcades exhibited the new
products on the promenade. President of
Formica, Martin B. Frnedman. declared that
the company “feels strongly that the nation’s
building industries have not utilized the skills
and insights of the American design commu-
nity as fully as they might in providing worth-
while hiving and working environments.”
Friedman noted that with existing tech-
nology. the challenge of providing shelter has
been met. “The other half of that challenge 1s
design,” he said,

The five new designs certainly break down
end-user barriers as far as laminates are con-
cerned, says Saladino. “For too long busi-
nessmen have been brainwashed into think-
ing that fake-looking laminates in walnut or
butcherblock were the only durable com-
modity for a desk top. Now they can see that
there are other options.” And these oplions
have their own inherent value and design
quality. Backed by Formica, Barbara
Schwartz and Barbara Ross are already al
work on a new line of office furniture in-
corporating the new grids and stripes as are
others on the Board. Concludes Saladino: I
these Design Concepts had been around
when Thomas Jeflerson built Monticello.

they would have been included.” (Elizabeth
Marchak)
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Mini conference room encloses 2 round table and four chairs designed by Bob De Fuccio for Gunlocke, upholstered in Masland Duran’s “Classic” upholstery fabric.
Color sample card, below right, shows the complete range of “Classic” colors. Photography by Bradford Ensminger.




Materials in the news

FLYING COLOR
FOR
NEW VINYL

SUED  ROCKSBURY

One of the high-tech developments in our
twentieth century has been the creation of
textiles from liquid chemicals. Millions of
dollars are poured into research and develop-
ment in this area every year. Hundreds of pi-
lot programs are launched and tested but very
few of these products come through to final
success, to be introduced as a serious com-
petitor in the marketplace. This is why, when
a new fabric 1s backed by its manufacturer for
major penetration, the product is surely
something to report on with a full measure of
respect. Such is the case with a new vinyl
called “Classic” from Masland Duran.

The product marks a distinct turning point
in the development of vinyls for the design
industry. “Classic™ is probably to Masland
Duran what “Ultrasuede” was to fashion de-
signer Halston several years ago, when he
created clothes in a suede-like fabric with
singing colors and a wash-and-wear character
that real suede has never shared. “Classic” is
tough and with its suede finish appearance,
will do well in a multitude of applications for
contract design: upholstery, panel systems
and acoustic wall coverings, for example.
Along with its durability, goes a specially soft,
pliable quality which marks the news in its
development.

Many properties

It begins as a liquid vinyl compound with
many built-in characteristics. One of the re-
quirements in the research and development
stage was the integration of flammability
standards. “Classic” is manufactured to meet
some of the most stringent codes, including
the Federal Government's CCC-A680-A
standards, Boston Fire Department Code,

Masland Duran’s stylist Dick Vratanina at the drawing board.

New York Port Authority Code, and the Mo-
tor Safety Code.

“Classic,” explains Masland Duran’s stylist
Dick Vratanina, a Chicago Art Institute de-
sign major who has worked in synthetic tex-
tiles for 20 years, “has been produced with its
own character. We're not trying to imitate or
duplicate anything, we are establishing a tex-
tile that stands by itself. Today we are several
steps away from copying the leather industry,
though vinyl unfortunately will always have
to live with that stigma. Years ago, | had to
steal and cheat to get the latest leather color
chips. Now we can measure up in embossing
and coating, and we are originators in color.”

“Classic” is literally poured as a liquid
compound on to a piece of high-quality, heat-
resistant casting paper in its first stage of de-
velopment. It gels, and then a second coat is
poured on. When that gels, a flexible backing
fabric is brought into contact. This sandwich
is passed through a heat process where it rises
and expands like a cake. Paper is stripped off
and the fabric with vinyl is ready for printing.
When it comes out of the casting process, ex-
plains Vratanina, “it has no depth.” Two
character leather prints, a grain and a mottle
print. are applied one on top of the other to
give a very subtle three-dimensional appear-
ance to the finished cloth.

Color effects

What pleases Vratanina most about the
end result is the quality of color. “With this
vinyl compound, we have a great deal of lee-
way with pigment, a lot more freedom than in
the past few years. Vinyls up to now have al-
ways tended to be dark, with never a clear
white in the shade card. The new compound

After ten years

in research and
development, a brand
new non-imitation
vinyl is here

with a totally different chemical construction
allows pigment to be introduced at two
stages, and the result is a big improvement in
fully saturated, clear colors. “In addition to
Stoplite red, seen in the photographs oppo-
site, there are 14 other colors: dove, parch-
ment, champagne, almond, melon, maple,
butternut, honey, saddle, chocolate, cocoa,
coffee, sky blue, forest green, all conceived
and developed by Vratanina and designed to
give the textile its upscale, sophisticated, clas-
sic image. None of these colors are fad colors,
or accents, “they are ones that will last, pure
basics, true classics,” he adds. “They are the
outcome of many years of observing the con-
tract market and walking through Neocon,
talking with buyers, designers and specifiers
all over the country.” Vratanina feels they
will find a particular niche in the office sys-
tems market, possibly even as panel uphol-
stery, since the cloth is non-reflective and has
sound-absorbing characteristics.

When Masland Duran’s public relation ad-
visor brought the initial samples to Interiors
for inspection in February, the *“Classic”
story was slated for a Neocon launch. To
reach more designers with the news and boost
the interest in this fabric at the show, we of-
fered to coordinate an exclusive Interiors Ini-
tiative project, showing the product in a spe-
cial end-use situation. The Gunlocke
furniture company, enthusiastic to be part of
such a project, cooperated in our concept.
Thirty yards of “Classic” were dispatched to
Gunlocke’s Weyland plant to be cut and
measured for four pieces of Gunlocke furn:-
ture—chairs designed by Bob De Fuccio. A
mini-conference area was staked out in the
New York Gunlocke showroom for photog-
raphy. Two weeks later, the four chairs,
trucked in from upstate New York, arrived in
their “Classic” upholstery. And then it was up
to photographer Bradford Ensminger to
bring out the clear, vibrant color of the uphol-
stery along with the fine quality oak in Gun-
locke’s office system and furniture. The re-
sults are shown on the opposite page. The
editonal effort seemed appropriate for a
product that is clearly a first in its field. After
10 years in R + D, it took almost two years to
get “Classic” into production. “I can’t tell you
how many times I modified it,” admits Dick
Vratanina. “But the fine-tuning brought it up
to a level that gives a new respect to vinyl.”
(Beverly Russell) circle 262
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Full-height system in wood veneer used to enclose a board room. The finish is an aiternate to baked enamel steel. Shelves (below) show hang-on capability.
Boardroom designed by Massimo Vignelli and Doug Stead. Furniture by Sunar. Carpet by Stratton Industries. Photos by Andrew Russetti/Camera Works




This month’s system

The
need for
privacy

BY JOHN PILE

“Going open’”’ becomes much easier with
Hauserman’s full height systems

The endless argument of the office planning
profession about open vs. “conventional™
planning may be destined to diminish with
the arrival of systems that make the choice
less agonizing. The growth of acceptance for
open planning has faced resistance from
many users to-be who would much prefer 1o
cling to their familiar enclosed offices. Man-
agers become convinced about flexibility and,
perhaps, economy and authorize open
schemes while worrying that, after it is all
built, the project will be a disappointment.
An often proposed compromise, open plan
for some areas, closed offices for others, has
been a questionable approach because it
blocks the flexibility which is a prime advan-
tage of the open approach, and because it
seems to create two classes—Chiefs and In-
dians—easily distinguished by their different
surround and furniture.

Hauserman, long a leader in movable par-
tition systems, developed a system, full
height, flexible and private, as a complement
for open plan projects. Unlike any other sys-
tem that has appeared to date however, the
full height panels are fully compatible with
hang-on components for open or “land-
scape” offices. For the office planner and his
facilities management client, this opens up a
number of attractive possibilities:

I. Open and private office spaces can be
mixed with furniture components fully inter-
changeable and matching in details and gen-
eral appearance.

2. Areas can be switched from open to con-
ventional planning and back again with the
same easy flexibility that is the norm of open
planning.

3. Partially open work spaces becor e pos-
sible—with full-height and low panels in com-
bination, with no loss of flexibility.

All of this makes deciding whether to “go
open” much easier since the decision need
not be total nor irrevocable.

Achieving this was a matter of converting
the established, highly sophisticated tech-
nology of Hauserman's movable wall sys-
tems. Movable walls are normally made in
panels dimensioned to fit a building module
and a given ceiling height. The Hauserman
full height system begins with standard width
modules of 44 inches and 30 inches which

match a full line of wall hanging elements
that are equally usable on low panels for
open plan areas. Full height panels are avail-
able in various heights, and a telescoping
height adjustment in both the base and head
of the panel permits a plus-or-minus 3-inch
adjustment.

The panels bear on the floor with leveling
pins designed to push down on the carpet to a
hard surface so that any marking of carpet
will be minimal and “self-healing.” Ceiling
connection is by a clip and ceiling channels
which auaches to an cxposed T-bar at any
point to form a “node™ of stabilization. The
bar need only be steady against lateral move-
ment since the panel does not exert upward
pressure. At the side meeting point of panels,
a soft vinyl strip neatens and seals the joint,
but still permits access to the slotted strips on
which panel-hung components can hang at
%-inch increments. Hanging is accom-
plished by inserting small clips and adding
components.

Finishes available are baked enamel paint,
wood veneers, and fabrics. Compatible glass
panels, with or without an attached guard rail
are available.

Wiring can travel vertically from the ceil-
ing in a 14-inch power column, 2% inches
thick to match standard panel thickness
permitting a flush wall. Wires can travel
within a power column, but must be intro-
duced at the top through a “wiring bypass”
accessory. Hauserman’s award-winning am-
bient and task lights hang directly on the wall
panels.

All elements of the system are “user-port-
able” and leave all floor, ceiling and wall sur-
faces undamaged. Two-man portability is
easy, using lifting handles that fit into the
edge strips. An STC (sound transmission
coefficient) of 38 insures enclosed spaces with
excellent acoustical privacy.

Using the conventional 60-inch module di-
mension, a two by three module office oc-
cupies 150 square feet. However as a final
bonus, it is pointed out that the Hauserman
44-inch module generates offices (or work-
stations) that are space efficient; a two panel
by three panel space is an acceptable private
office of only 81 square feet.
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Telescoping base provides 3-inch height adjustment,
rests on carpet without damage (below).
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Clip attached to ceiling T-bar forms a “node™ to
steady top edge support of full-height system.

Special tool is used to put panels into position.
Slotted support strip gives hang-on capability.

Vinyl strip trims joints providing visual and acoustical
seal, permits access to slotted component support.




Energy action report
GETTING BEHIND
SOFT-TECH

Robert Keller, chairman of the board of Kel-
ler Companies of Manchester, New Hamp-
shire, has many reasons for wanting to save
energy. He owns 12 companies and several
buildings, and in 1977, when one of them, of
1920’s vintage, was consuming in excess of 60
gallons of oil a day, he decided that some con-
servation was in order. One of his sons, Bruce,
who serves as Marketing Manager for the
family enterprises was interested in passive
solar retrofitting. He recommended the in-
stallation of a Trombe wall on the south-fac-
ing brick facade.

Since retrofiting old masonry buildings
with any type of passive solar collection de-
vice has unknown effects on the masonry,
Keller's $14.700 investment was a daring
move. Three years later, however, fuel con-
sumption is down over 25 gallons a day, heat-
ing bills are cut about 40 percent and there
are no noticeable effects to the masonry.

The Trombe wall 1s a passive system com-
posed of a fiberglass wall called Sunwall®, a
three-inch-wide air space, and a dark-painted
masonry wall. The Sunwall covers 1970

Three-day transformation that saves money and energy. Going up, above, the translucent fiberglass skin, Square feet on the exterior of the second and
Completed retrofit, below, shows the same south-facing wall of this New Hampshire factory. third floors, and is a 2% inch thick, two-layer,
heat and pressure laminated, fiberglass rein-
forced polymer that is installed on an alumi-
num I-beam grid, three inches from the
black-painted masonry wall. In this installa-
tion, existing windows were maintained to
further enhance the heating and cooling
process. Since the temperature in the air gap
reaches over 150 degrees during the day, the
windows are sometimes opened on winter
mornings to warm up the interior. Normally,
however, the heat is absorbed by the 12-inch-
thick brick walls and is radiated towards the
interior after the sun goes down, to help heat
the building during the second and third
shifts. After a sunny day, the interior walls
reach a peak temperature of over 80 degrees—
a phenomenon known as thermal lag. In fact,
Bruce Keller notes that throughout most of a
24 hour period, “the interior surface tempera-
ture of the brick is higher than the room tem-
perature, indicating heat flow from the wall
to the room.” During the summer, the retro-
fiting improves the building’s natural ability
to cool itself, through thick masonry walls and
limited fenestration. Bruce Keller notes, by
opening vents in the top of the Sunwall that
act as heat dumps, and opening all the win-

A Trombe Wa” retrOﬁt done With a fibGl’Q'&SS dows and doors in the stairwell, cool air circu-

lates with maximum eficiency. Fears that the

Sunwa" on a 1 9208 New Ham pshlre faCtOr'y Sunwall might cause a heat loss on a cold or

cloudy day have been unfounded, since the

aCtS as a paSS|V6 heatlng/COOHng deV|Ce that Kalwall fiberglass maintains the interiors’

exisnng lemperature. And this retrofit cer-

has cut utility bills by 40 percent | v e e 210
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Soft energy—wind, solar, conservation-oriented design—combined
with cost-efficient active systems can now achieve 80 percent

energy self-sufficiency at minimal costs, says expert John Tirman

If the last decade has one energy lesson for us,
it 1s largely to disregard price predictions.
Even after the quintupling of oPEC oil prices
in 1973-74, reputable economists were fore-
casting the cartel’s collapse and oil priced at
$5 a barrel, one-sixth of today’s actual rate.
What does seem certain about energy prices
is that they will continue to escalate rapidly,
surely faster than the general rate of inflation.
If the ci1A’s world supply projection is accu-
rate, we may expect a Soviet oil production
curtailment (the ussr is the world’s largest
producer) and a consequent supply crunch
that might easily quadruple oil prices by
1990. Prices for other forms of nonrenewable
sources—natural gas, coal, uranium-—typi-
cally drift upward behind oil. By the begin-
ning of the next century we may have wit-
nessed three consecutive decades of an
erosion of economic stability, international
peace, and the quality of life—all due in large
part to our current customs of producing and
distnbuting energy. Fortunately, there are
two countervailing possibilities that can
brighten this picture: innovative public pol-
icies and new energy technologies.

The energy policy of the federal, state, and
local governments is especially crucial.
Where supply and demand mechanisms
function smoothly, government action is of-
ten best kept to a minimum. Such is not the
case with energy. Scarcity, foreign cartels,
oligopoly, health and environmental hazards,
and energy’s pivotal role in our society, make
broad government initiatives necessary.

However, the most effective and innovative
policy in the coming decades will likely be in
the area of conservation technologies and ap-
plications. Energy theorists note that conser-
vation 1s the quickest, most stabilizing energy
remedy. The highly regarded Harvard Busi-
ness School study, Energy Future, demonstra-
tes that currently available techniques can re-
duce v.s. energy consumption by 20 percent,
with virtually no life-style changes. Another
major report, completed by Robert Williams
and Marc Ross of Princeton’s Center for En-
ergy and Environmental Studies, concludes
that 50 percent of the energy used for com-
mercial and residential space heating can be
saved by simple measures like weath-
erstripping, insulation, window improve-

ments, and furnace modifications. Longer-
range projections contend that dramatic re-
ductions in fuel use can be gained by imple-
menting carefully planned steps: John Stein-
hart and his associates at the University of
Wisconsin maintain that “a 64 percent reduc-
tion in U.S. energy use per capita from 1975
levels can be obtained a few decades into the
21st century,” without jeopardizing adequate
€conomic activity.

Incentives too miserly

However hopeful the long-term outlook is
for conservation effects, policies directed at
lowering energy use are off to a shaky start.
The immediate government policy challenge
1s what energy theorists call “institutional
barriers.” Financing and insurance policies
that in the early 1970s often created “disin-
centives” for installing new conservation or
solar energy technologies are slowly but
surely being removed. In order to help defray
front-end costs, the Congress has gone the fis-
cal relief route—largely embodied in the Na-
tional Energy Act of 1978—by granting par-
tial tax credits and enlarged deductions for
conservation and solar expenditures. Most
states now offer similar tax packapes as well.
Most energy theorists argue that the govern-
ment tax incentives are too miserly, noting
that insulation, for example, that will save a
barrel of oil for $10-$15 is a bargain com-
pared to the replacement cost of that same
barrel, which may be as high as $100 to the
consumer.

Another attempt to remove institutional
barriers is that of revising building codes. In
December 1977, federal energy officials, in
cooperation with professional organizations,
developed a model code and training man-
uals designed to aid states and localities in
upgrading energy efficiency in commercial
buildings. Federal administrators are taking a
carrot-and-stick approach to gain com-
pliance, granting or withholding financial as-
sistance to states according to the perform-
ance standards legislated for new buildings.
Jim Schivar, a program manager at DOE, esli-
mates that about forty states have already im-
plemented building codes and standards that
meet or exceed those of the model code. In
several states, notably California, the effort to
revise the codes preceded the national guide-
lines, and contain the additional provisions of
life-cycle costing and the licensing of profes-
sionals in order to demonstrate competence
in energy matters. The situation in Texas rep-
resents the other extreme, where no new
building codes were enacted in the 1970s. The
Energy & Natural Resources Advisory Coun-
cil has promoted research and workshops
throughout that state, but a voluntary code
revision bill has stalled in the legislature and
cannot be taken up for another year. This un-
derscores the intended impact of federal ac-
tion, and Schivar emphasizes the significance
of that mandate: under the new performance
standards, DOE expects a 17 percent to 52 per-
cent reduction of energy use in commercial
structures, an average projected saving of
216,000 barrels of oil per day by 1990.

The federal effort has come under the close
scrutiny of architects, engineers, and builders,

who have forcefully argued for greater lee-
way in meeting efficiency targets. Critics have
pointed out that the rules unfairly apply
standards that may not jibe with local condi-
tions or economic pressures; uniform goals
simply do not adequately account for the di-
versity of the country’s building stock. There
are questions over the usefulness of analyzing
total building energy efficiency in contrast to
a component or subsystems approach. A
problem of methodology is also considered
vexing: federal standards are largely based
on computer simulations rather than an em-
pirical data base, potentially creating mani-
fold d:fficulties in coordinating design speci-
fications and actual performance, while
adding substantial calculating costs. Finally,
there are obvious enforcement problems.
Such complaints demonstrate the agoniz-
ing process of retooling the attitudes and
practices that an energy-wasteful nation has
tolerated in the past. As one state offical ex-
plains: “The entire state-of-the-art is really in
embryonic form. There are many, many
kinks in the performance standards that can
only be straightened out by consultation,
compromise, and more experience.” DOE’S
Schivar concurs, noting that future regu-
lations “will become more flexible as tech-
nology application pushes forward and as we
get it into the appmpnate hands. It's largely
an educational process.” By encouraging sim-
plicity, off-the-shelf technologies and design,
and by allowing trade-offs to suit climatic dif-
ferences and specific supply availability, DOE
expects the standards 1o be both acceptable
and evolving. Congress has given the agency
the authority to improve guidelines as more
data and technological possibilities arrive.

Targeting Retrofit
Federal policy is also targeting existing
buildings with a voluntary retrofit program.
The Nauonal Energy Act requires utilities to
offer energy audits for homeowners, and
there is now congressional activity aimed at
extending this service to commercial estab-
lishments. Considering the vast savings po-
tential of retrofitting, however, Washington
policy-makers have been short-sighted. In the
words of Daniel Ycrgin. Energy Future co-
editor and contributor, “progress toward a
meaningful retrofit program has been disap-
pointingly slow,” due largely to “an excessive
faith in the efficiency of the market.” Al-
though higher energy prices have produced
some energy savings, particularly in industry,
the “market incentive™ approach is painfully
slow and favors the well-heeled corporations
that can readily adapt. Roughly one-sixth of
total U.s. energy consumption is used in the
continued on page 112

JUN B0 INTERIORS 77



Interiors business

MEET

THE
MILLION
DOLLAR

SPACE
PLANNER

The how, where

and why in the life
of a big corporation
In-house specifier
who, in two years,
has planned 350,000
square feet of space

BY MAEVE SLAVIN
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ADP Facility, Santa Clara, California. Architect-in-charge William Bigelow II1, Leason Pomeroy Associ-
ates. Interiors, Eileen Sodell (left). Cafeteria: tables, chairs, American Seating; paraline ceiling, Donn; mer-
cury vapor downlights, Marco; vinyl wallcoverings, Genon, General Tire, J.M. Lynne Inc.

In-house designer-specifier Eileen Sodell is a
petite, blonde dynamo responsible for inte-
rior design, space planning, bidding, buying
and installation for both newly constructed
and renovated space in the cross-country fa-
cilities of Automatic Data Processing, Inc., a
multi-million dollar (1979 revenues totalled
$371,064,000) corporation headquartered in
Clifton, New Jersey. ADP serves a growing
client volume in the expanding and future-
oriented field of information processing, and
is at the halfway point of a five-year building
construction program. Since joining the com-
pany in 1978, Sodell has been personally re-
sponsible for some 350,000 square feet of in-
terior space, including a new facility in
Pennsylvania, and the recently completed
Western App facility in Santa Clara, Califor-
nia. She is currently at work on the interior
design of a new building in Dallas. A typical
installation in a major new building involves
costs totalling over half a million dollars for
furniture and accessories, including art and
plants. Carpet and tiling can run as much as
$100,000, and vinyl wall covering and paint-
ing in the range of $95,000.

Q: What was your professional background
before joining ADP?

A: I majored in art for my BA and was a
school teacher. After my children were in jun-
1or high school, | decided to enter the design
field. I studied at the New York School of In-
terior Design, and joined Hans Krieks’ Mas-
ter Class. Concurrently I worked as an assist-
ant in his design office and specialized in
architectural rendering as a freelance. I saw
the job at ApP advertised in the newspaper
and I decided to apply.

Q: What is the scope of your responsibility?
A: Everything from soup to nuts, so to speak.
I am completely responsible for the entire in-
terior space. My experience with Hans Krieks

prepared me very well. He has a very prac-
tical approach to design. We made a thor-
ough study of interior architecture, including
working drawings, and also the marketplace.

Q: At what point do you enter the design
process?

A: When management has approved the con-
cept and after the architect has completed the
initial design phase, I study the plans, and ab-
sorb what the building is about. I then meet
with the architect and we discuss coordina-
tion. My role as in-house designer is rather
unusual, because | am both interior designer
and client. I then meet with the on-site man-
agers and staff to discover the specific re-
quirements of the space, in terms of their par-
ticular needs. Based on this input, 1 develop
the floor plan and the use of the space in de-
tail. When all that is completed, | make my
presentation to a group representing local
and corporate management, and the archi-
tect. Even though you are in-house and in
that sense protected, you still have to sell your
ideas. My presentations include space plans,
perspectives and finishes.

Q: How do you go about locating outside ar-
chitects and designers?

A: The architects are selected by the facility’s
planning management staff, and they are al-
ways chosen from the immediate locality of
the facility. Up to this point we have not used
outside designers. Our design department is a
complete design office, with designers, archi-
tects, engineers, draftsmen and secretaries,
with a manager of design, and a vice presi-
dent in charge of all of us. We study all mate-
rials, and have developed our own sets of
standards. For example, we specify a particu-
lar weight of vinyl for all corridors. Carpeted
areas must withstand heavy traffic, including
rolling carts, so we use loop pile carpeting of a
specific weight in these areas, and plush fin-
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Stair and corridor carpet: Antron IIl, Patrick Carpet Mills. Painting by Charles Madden. Executive office: lounge furniture, Hiebert; desk chairs, Stow/Davis;
desk, Mueller; coffee table, Brayton; credenza, OSI; cut pile carpet, Patrick Carpet Mills; vinyl suede wall covering, J.M. Lynne Inc. The building, 47,500 sq.
feet of space, is located off Highway 101, south of San Francisco. Installation photography by Boyd/Connell Photography; portrait by Maeve Slavin.

ishes only in special areas. We develop sys-
tems prototypes and have designed our own
furniture which is manufactured to order.
One advantage of specifying in large quan-
tities is that we can obtain “special” design
consfruction and colors. The minimum yard-

age requirement for a special carpet order is
135 yards. In Santa Clara we used 3,284 yards

of carpet, and the mill was more than cooper-
ative and willing to create the color match.

Q: How do you keep up with the latest devel-
opments in the design field?

A: 1 feel I must be absolutely on top of the
marketplace trends. Obviously we are very
interested in systems. Once we commit our-
selves to a system for a facility, that’s it, we're
locked in, so we have to choose very carefully.
I go out to the marketplace, I visit show-
rooms. I go to NEOCON and Designer’s Satur-
day. I read the professional magazines and
the manufacturers’ literature, and I try to see
vendors on a regular basis. | find that as a re-
sult of my research | seem to be at least six
months ahead in color trends. Manufacturers,
often, are not on the ball as far as new colors
g0, and this is why we sometimes develop our
own colors; this way we can fine-tune coordi-
nation. Since | am also responsible for buying
art, I visit galleries and museums and am in
touch with dealers. We are becoming more
sophisticated in our art buying; itused tobe a
matter of posters and graphics. We commis-
sioned our first large painting for Santa Clara,
from Charles Madden. I also buy all the
plants for our interiors, and have become
more knowledgeable in that field also.

Q: What are the parameters of your respon-
sibilities?

A: Each job is an on-going concern. By the
time you have completed an installation there
are always five or ten more people to be ac-
commodated. ADP is a growing corporation,

so in this way no job is ever completely fin-
ished, and continuity is required. There is
constant communication back and forth be-
tween me and the local facility staff. | handle
all bidding—we bid everything. | make rec-
ommendations to the purchasing depart-
ment, | place and write the purchase orders.
Everything i1s written down, we keep tre-
mendous files and records, and I carry a large
file in my head. But, if | were to disappear to-
morrow the job could carry on. I keep on top
of scheduling and if, God forbid, some sup-
plier is late with an order, I call to speed it up.
| supervise the entire installation. Conference
rooms and cafeterias are relatively easy, but
in the larger open plan work spaces you
sometimes have to do some last minute crea-
tive re-arranging, if, as sometimes happens
the electrical outlets are in the wrong posi-
tion. | mean, you're dealing with realities.
The realities include, as a woman, estab-
lishing credibility with furniture system in-
stallers—especially since I'm five feet tall! I've
taken out the tape measure and said, “Look,
this is where that is supposed to be.” They're
very cooperative when they see that I mean
business. I'm responsible for every detail,
ashtrays in the conference room, salt and
pepper shakers in the cafeteria. And, after the
installation has been completed, I make fol-
low-up visits from time to time.

Q: Do you foresee a point in the future when
your department might need to use outside
designers?

A: I think this probably is going to happen, as
our work load increases. It would lighten our
work load, but it would also be more expen-
sive. I'd like to keep things going the way they
are and increase our permanent staff.

Q: What is the extent of management in-
volvement in project concept and planning?
A: Our facilities are typically located in

growth areas where the job market is very
open. In places like Texas and California em-
ployees are very interested in ambience, and
companies compete in providing pleasant
surroundings for their employees. Therefore,
good design is a high priority at ADP. Also, it
1Is company policy to locate facilities on
highly visible sites, usually along main high-
ways, and this means that our buildings have
a strong image impact. Corporate manage-
ment is very aware of the importance of de-
sign image. The executive branch is very in-
terested. No one would ever say “I dont care
what it looks like, as long as it functions.” The
concept of the interior design, once approved,
1s mine completely to develop. It is a given
that our buildings not only have to work ef-
ficiently, they also have to look super good
Management strongly supports this principle.

Q: The Design Management Institute has
identified four major problems of in-house
design groups as: management’'s under-
standing of design; measuring the group's ef-
fectiveness; managing growth; and motivat-
ing the design group. How do you respond?
A: In my case, the only problem I see is man-
aging ‘growth. That's the tough one, and the
only way to handle it is to provide a very flex-
ible interior space plan, and to be aware from
the beginning that growth will be a factor
inevitably.

Q: What do you consider the most important
qualities of an in-house designer?

A: An ability to work with the outside archi-
tect, and to understand the building. An abil-
ity to work with the local facility’s staff and to
translate their working requirements into de-
sign language. An ability to be firm but also
flexible. There must be a spirit of cooperation
if the job is to succeed, an appreciation and a
mutual respect for each person’s aesthetics
and abilities.
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The Forum shopping complex in Paris introduces high tech into what was formerly Les Halles market.

URBAN APOCALYPSE NOW?

What's the benefit of 20th century urban progress? Ada Louise
Huxtable surveys the recent construction and development in Paris

The meeting held under French Government
auspices in Paris earlier this month on the
subject of architectural criticism and the
French press was opened by the Minister of
the Environment, Michel d’Ornano, with a
quote from Paul Valéry. (One expects that at
French conferences.) The city, Valéry wrote
in his “Théorie Poétique et Esthétique,” is
virtually all of civilization.

This is not a hard idea to support in Paris.
Civilization, at its highest levels of order,
beauty, urbanity, civility and grandeur, is a
tangible and exhilarating thing in the French
capital, a fact of history and art made mani-

fest by architecture. I am bowled over by
Paris every time I go there; no matter how I
mean to keep my cool, I am overwhelmed by
the unabashed elitism of its glorious build-
ings and spaces and superb architectural
quality. This architectural image is at the
heart of everything the world loves about
Paris. Surely, one thinks, architecture will al-
ways be a part of the Parisian consciousness,
“sans le savoir,” like Moliére’s prose-speak-
ing bourgeois gentilhomme.

Well, one thinks wrong. The French pub-
lic, like just about every other public, has
been estranged and alienated by new and un-

familiar architectural vocabularies, by the
clash between the 19th and the 20th centuries,
by environmental failures, by the inability of
architects to communicate with anyone but
their peers, by the increasing remoteness and
difficulty of today’s theory and practice. The
Paris meeting was meant to explore means of
raising the French public’s architectural con-
sciousness. The first concern was for an or-
derly intellectual approach to the problem, or
how to restore architecture to its proper place
in the realm of French ideas and culture. The
second aim was to find ways to close the gap
between architecture and the general public.
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However, it is not the public I am worried
about, so much as architecture. Many archi-
tects today are espousing an increasingly de-
tached and solitary role. Some of us still be-
lieve that architecture must be a social and
responsible art. This does not mean that we
rap visionary work. I have no quarrel with
those concepts that stretch reality and im-
agery as an esential parallel stream to the re-
strictions of the built world in order to form a
significant part of the history of art and ideas.

Discouraging developments

But I came away from Paris thinking the
unthinkable: A part of the problem is that
something awful has happened to French ar-
chitecture. One hesitates to ask the unaskable
and unanswerable question, particularly
when the concern and sensitivity of one’s
hosts are so evident, of why so much recent
French building is so bad. Where are the cre-
ative impulses, the superior standards, the
subtle excellences, the wordly skills that in-
formed tradition or revolution? What went
wrong from the 1920’s to the present? Even
with the necessary exceptions and disavow-
als, and with the obvious knowledge that ev-
erything isn’t always roses on this side of the
ocean either, the all-too-visible reality in and
around Paris today is of an architecture that
no one could love.

The new buildings inserted into Paris
streets are an insult to the streets and their
neighbors, and not just because they are dif-
ferent from the old ones; so were the radical
additions of Hector Guimard and Auguste
Perret earlier in this century. Those buildings
succeeded by offering innovation with grace
and art. The new developments of the periph-
ery of Paris are either depressingly ordinary
or aggressively trendy—which is more de-
pressing still.

Most discouraging of all is the whole sad
affair of Les Halles—the destruction of Paris’s
central food market and the vicissitudes of
the plans for this important site. The first mis-
take, and it was a bad one, was to tear down
the “iron umbrellas,” built for the market by
Victor Baltard in the 19th century, when the
operation was moved to Rungis in the 1960’s.
The handsome and historic glass and iron pa-
vilions would have been as susceptible to
reuse—and every bit as successful—as Bos-
ton’s Quincy Market buildings, which, as the
Faneuil Hall Marketplace, offers a phenom-
enal demonstration of the imaginative com-
mercial recyling of a distinctive place. There
are close similarities in location, scale and
use.

Once the pavillions were demolished, how-
ever, the future of the “hole” in the heart of
Paris, as it became known internationally,
was a matter of general speculation. What
followed were countless inept, unsuitable or
controversial schemes over a period of more
than 10 years. Fortunately none were built.

Meanwhile, the hole’s lower levels were filled
with a subway and suburban rail line com-
plex. (Mass transit is one of the areas in which

the French have invested substantial re-
sources for a large planning plus.)

The one constant component that survived
from the earliest, commercial development
proposals was a large shopping center for part
of the site, called the Forum. For the rest of
the site, the plan that has finally been adopted
calls for an amorphous open green space and
plaza, usually described in ambitious terms of
a combination of Paris’s formal parks and the
Campo di Siena.

The Forum is now finished and operating,
and is supposed to be Paris’s No. 2 wonder af-
ter the Beaubourg. More of that in a moment.
The park plan will, presumably, go ahead.
But while government officials like it, much
of the architecture profession does not. Moti-
vated by the sincere belief that it is a failure of
design and that the heart of Paris deserves
better, a group of architectural leaders set up
an international competition for an alterna-
tive plan. The results, which have been on
display in Paris, were not exactly what was
expected—or were they? More of that, too, in
a moment.

Standardized non-place

The Forum is the work of Pencréac’h and
Vasconi, a French architectural firm respon-
sible for a good deal of building in the new
town of Cergy-Pontoise. It is a super shop-
ping center, consisting of four cleverly dis-
posed levels of stores and services surround-
ing a depressed open plaza that celebrates
nothing. An escalator slashes diagonally
through the plaza from its top level to the
ground, for a kind of spurious high drama.
Around this plaza, which seems to be the least
used of many entrances, and at present has
absolutely no amenities beyond some ex-
traordinarily banal sculpture, is an arched,
double-level, metal-framed, clear plastic en-
closure that creates an eye-catching container
for the commercial space. This striking design
feature also admits daylight into the lower
ranges, and that is the high point of the plan.

The Forum has room for 200 shops, from
the enormous facilities on two levels of FNAC,
that remarkable dispenser of books, elec-
tronic equipment and sporting gear, to the fa-
miliar, brand-name couturier boutiques that
appear automatically in new construction ev-
erywhere and that look, and are, the same all
over the world. Twelve restaurants and as-
sorted bars dispense everything from haute
cuisine to fast food, French style. A series of
new-old street signs mark underground corri-
dors that seem to be named after streets de-
molished above, a cute cliche appearing in
other rebuilt parts of the city.

Like all shopping centers, this is a stand-
ardized non-place. Inside, everything is car-
ried out at a high level of competence and

dullness. The details are conventionally ex-
pert and often quite cheap; unattractive ex-
posed ceiling services, for example, are cam-
ouflaged by open, high-tech metal grids
There is pricey consumerism to the point of
overkill, but nothing to surprise, delight or
enrich the eye and the mind. There is no real
architecture or urbanism here at all. It is hard
to prefer this flashy, replicable and ultimately
ordinary merchandising formula to the ec-
centric charms of the streets above. Yet, this is
what the official communiqués describe as
the “renaissance of the heart of Paris.”

['he news about the competition for a more
inspired design for the rest of the razed area is
equally bad. It is polite to say merely that the
results are disappointing. The truth is that
they have bruially betrayed the Candide-like
faith of the sponsors in a better architectural
world.

The submissions range from the bizarre to
the banal. But it is not the French, alone, who
have failed; this is an international group of
entries including some very familiar names.
There are the usual trademarks of the cult fig-
ures and their imitators, devices narcissist-
ically super-imposed on central Paris with a
disregard of anything but personal images.
There are private languages of codes, meta-
phors, symbols and typologies. Or there is the
mumbletypeg mannerism of a pastiche of
neo-Hausmann nothingness that puts down
what it is supposed to emulate. But above all,
there 1s a striking unconcern with the real
challenge—how to create a distinctive and
sympathetic intervention in the historic fabric
of Paris.

Again, a reservation is necessary; there was
sorie thoughtful work. But what this gener-
ally curious and frightful array of “solutions™
demonstrates is that a lot of today’s architects
are arrogant, isolated or out of touch, or inter-
ested only is aesthetic and theoretical fun and
games. There is a point where they must
touch base with the real world, and the failure
to do so here was particularly irresponsible.
The presentations are often quite beautiful;
they will look great in a volume of visionary
designs.

Something is clearly awry—and not in
France alone. The breach between archi-
tectural performance and public needs and
expectations has never been so great. It be-
gins to seem that rather than attempt a dia-
logue between architecture and the public,
architecture should just shut up. We are a
long way from Valéry's humanistic definition
of the city and civilization.

Ada Louise Huxtable is a member of The New York
limes Editorial Board, a noted architecture critic.
and author of numerous books including ““‘Will
They Ever Finish Bruckner Boulevard?'' and
“Classical New York"

1980 by the New York Times Company. Re-
printed by permission
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New York is dying. It is being destroyed by
good architectural firms, for good developers,
in the name of good architecture. This is the
New York of the corner drugstore, the neigh-
borhood market, the deli, the pub, the laun-
dry, and the dusty antique shop. It is the city

in which a perpetual sidewalk parade of
shops and cafes makes the streets exciting and
vibrant, It is the city of human scale, a pot-
pourri of textured facades with their endless
montage of signs, displays and merchandise,
all melding into a rich urban kaleidoscope,
one that gives the city dweller his territory, his
neighborhood, his orientation, his feeling of
security. Traditionally, the mid-rise brown-
stone facade flanks the street and gives it
linear definition and scale. It provides hous-
ing and density above the shops, spreading
people through the neighborhood and adding
to the 24-hour active use of the street. It keeps
people living close to their place of employ-
ment, a healthy, energy-conserving system.

The rules for an exciting streetscape are
simple but important. The shops must hug
the sidewalk, not sit back on a plaza or court,
so that they are on the path of busy pedestri-
ans. Window shopping is an essential part of
urban commerce. Storefronts must be varied,
honest and spontaneous. The best artistic
creation is often the rich blend of untrained
creativity—in this case, an outpouring of com-
mercialism—which, in its chaos, forms a real,
communal art form that is true to itself. There
should be no skipped spaces of empty lots,
parking ramps, or blank walls to disrupt the
continuous shopping experience.

Unfortunately, this appropriate streetscape
is losing out to large office blocks and their ac-
companying plazas. The epidemic that is now
eroding New York's neighborhood patterns
started as a mild ailment, with the construc-
tion of the Lever House office building, in
1952. This false prophet of modern archi-
tecture was hailed as a savior of the city. The
raising of the sealed-glass tower on stilts, the
setting back of the building from the side-
walk, and the creation of a large plaza were
heralded as a perfect urban design solution. It
was suggested that this design would end vis-
ual chaos and bring us order and modernity.
How ironic that the tower resembles a huge
gravestone, and its initial excavation a city-
scaled grave, a hole one block square, into
which the life of part of the city has disap-
peared.

Acres of Money

The full-scale destruction started in 1961,
when New York City gave meaningful bo-
nuses to developers who provided public
plazas. For each square foot of plaza, ten feet
of additional commercial area within the
building were allowed. This incentive was so
great that all new developments since 1961,
without exception, provided urban plazas. By
1972, twenty acres of Manhattan’s most ex-
pensive commercial real estate were devoted

to open public plazas. The only problem was
that these plazas, with few exceptions, were
not people places, but served instead as an ar-
chitectural setting for the grand tower be-
hind. In 1975, the city amended its zoning
rules to make plazas more attractive by re-
quiring proper seating, trees, lighting, and
better circulation. The new rules also encour-
aged outdoor food service, as well as requir-
ing at least 50 percent of the building fronting
on the open space to be occupied by retail or
service use. Though positive, this amendment
tries superficially to patch up, rather than cor-
rect, the imtial mistake of encouraging large,
paved plazas, instead of admitting that the to-
tal concept was wrong from its inception.

The formula is now set: a tall tower, rec-
tangular or faceted, clad in the currently-
fashionable skin, set way back from the
street, creating a spacious, but out-of-human-
scale plaza with neatly trimmed trees, public
fountains, some shops, and above all, a piece
of monumental sculpture.

Monumental sculpture is a new art form,
an offspring of the urban plaza and the corpo-
rate and municipal desire to patronize the
arts. The government has participated in the
creation of this new art by requiring that one
percent of the construction cost of their build-
ings be used to purchase art. The scenario is
usually as follows: first, the building is de-
ﬂlgl‘ltd with its plazas. Then the sculptor de-
signs his work, usually in maquette form, an
object unto itself. After it is constructed at full
scale, the sculpture is placed, literally as a for-
eign object, on the plaza, as some giant bird
alights on a field, in ume for the formal dedi-
cation and newspaper reviews. The value of
art is found more often in the fame of the art-
ist and the critic’s review than in its effect on
its environment and its viewers.

Inhuman investments

To understand the fundamental reasons
behind all of these developments, it is neces-
sary to see that a dramatic change 1s taking
place within the real estate development in-
dustry. The capital funds for development are
basically in the hands of large mortgage lend-
ers who realize that instead of lending money
at fixed rates, inflation has made it more ad-
vantageous to be true equity partners in such
developments. Because these firms have large
sums of money at their disposal and want to
minimize their risks, they seek equally large
and experienced real estate developers as
joint venture partners. These teams and their
large budgets create a desire for projects that
are monumental in size and scope, to satisfy
their requirements with less effort and offer
the highest-potential for long-term gain. The
corporate executive, furthermore, tends to as-
sociate himself with the great names in archi-
tecture and art—this could be called the
“fame factor.” It affirms the power and pres-
tige that go with significantly changing the ur-
ban environment, rather than participating in

many small projects that take more time and
effort. but which are not as glamourous or sig-
nificant in themselves. In addition, the volu-
minous zoning and tax laws and their accom-
panying legal maze give greater incentives 1o
building a few big developments than to re-

peating the proce: many times with small
developments. This trend toward giant real
eslate developments has created megastruc-
tures that have turned their backs to the
streets and, in some, cases, become urban for-
tresses. These huge complexes have become
self-contained. Their environments are
wholly internalized, with their own life sup-
port systems, and with their periphery walls
blank to the street or plaza. Originally con-
ceived as the salvation of downtown, these
behemoths are proving instead to act as one-
stop destinations in themselves, and therefore
are draining the adjoining urban areas.

Bird's-eye view

Another reason for our grand and some-
tumes inhuman architecture is that buildings
are designed at a small scale, on a drawing
board, and become, in effect, abstract compo-
sitions. The designer becomes some gigantic
man looking at a small sculpture, rarely vis-
ualizing the building as it will be seen from
the street. An equally small-scale model is of-
ten built, further perpetuating the myth of the
building’s relative size and effect on the
street. It is seen from a bird's-eye view as it
takes its proud place on the boardroom floor.
The design is made for corporate approval
first; publicity second; and finally represents
the current architectural vogue for recilinear
or geometric sculpture with little regard for
the people’s-eye view.

In summary high-rise development and its
consequence, the destruction of the texture of
the street (in the name of good design), have
left us with plazas and open spaces that are
actually detrimental to the organic life of the
city. Only after the urban design community
understands this phenomenon can we suc-
cessfully combine new high-rise and high-
density development with the preservation of
an active, small-scale, exciting street scene.
The two are compatible and can reinforce
rather than destroy each other. Fortunately,
market pressure for increased return on in-
vestment 1o balance the high cost of land and
development should work as a positive force
in the future to increase the amount of
ground floor frontage devoted to retail use.
The future of New York is virtually in the
balance. We can let it die, or we can keep
it alive, by taking measures to maintain a vi-
brant street life that provides a rich and excit-
INg experience.

Kenneth Treister is a practicing architect and artist
in Miami, a visiting lecturer at architectural echoois
across the country, including M.I.T. and the Uni-
versity of Pennsylvania
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Interiors events

Honors
for five
design

firms

The 22nd Annual
Hexter Awards
give accolades to
a West Coast store
and a Cincinnati
bank in the
contract category

The Annual Hexter Awards are a fixture in
the design world. Indeed, it is 22 years since
they were inaugurated by Thomas and June
Felber, owners of the S.M. Hexter fabric
firm. This year, as usual, the Felbers con-
vened their jury at the company’s luxurious
showroom in New York’s D & D Building.
The panel, composed of Jo Heinz, National
President, Institute of Business Designers and
Interspace Design, Topeka, Kansas; James A.
Hooton, Editor, Southern Accents Magazine,
Atlanta, Georgia; Rita St. Clair, Past Presi-
dent, American Society of Interior Designers
and President of her own design firm in Balti-
more, Maryland; Elizabeth Shean, of Shean-
Nesbitt, New York; and Interiors’ Editor-in-
Chief, met early in the morning to receive &
briefing over coffee in Mr. Felber’s office. At
9:30 a.m., notepads in hand, the jury were
closeted in the awards room, with the task of
assessing the 80-odd entry boards. They chose
o review the contract design submissions
first. After some consideration, eight were
Judged to be of a high category and these
were re-evaluated for the final winners. The
choice of Le Sportsac luggage shop in Los
Angeles, by Christopher Carr and Daniel
Fried of Carr & Associates, Los Angeles, was
an easy winner. The jury liked its innovative
design concept, space planning and lighting.
It was “a model for showrooms of the 80s.”
The office of the Cincinnati Postal Employ-
ees’ Credit Union (shown opposite) was a
close runner-up and was the jury’s first selec-
tion as an Honorable Mention. It was a work-
manlike solution. Praise went to the designers
James T. Fitzgerald of Space Design Inter-
national, Cincinnati, for the excellent inte-

84 INTERIORS JUN 80

.—-""""-F

Hexter judges from left standing, Beverly Russell; Jo Heinz, National President, IBD; Elizabeth Shean;
Rita St. Clair; with James Hooton (seated). Far right is Thomas Felber, President of S,M. Hexter.

gration of architectural elements into the in-
terior. There was much deliberation over the
choice of a second Honorable Mention. Fi-
nally, it went to a handsome supper club, the
Velvet Cloak Inn, in Raleigh, North Caro-
lina, by Rodney G. Perry and Dale Gordon
Plummer of Rodney G. Perry Associates. The
rich fabrics, quality woodwork and other de-
tails won out in the final analysis.

Similar palette

Turning to the residential submissicns, the
jury reviewed all the entries and drew out
four that seemed to stand out from the rest. It
was hard to choose between two. Finally, the
first award went to a New York City apart-
ment done in gray and red, in a rather re-
strained architectural fashion. The designers
were Scott C. Kurland and James R. Silvester
of Kurland Design Group Inc. (see the firm’s
Franck Olivier showroom on page 98). Sec-
ond place was awarded to an interesting small
New York city penthouse designed by Juan
Montoya, with limited space and an ingeni-
ous table that floated from the ceiling. The
jury noted the palette similarities throughout
the winning awards in both categories: red,
gray, and black. The exception to this was the
Velvet Cloak supper club, done in greens and
gold. After several hours’ judging behind
closed doors, it was time to announce the fi-
nal consensus. Host Tom Felber brought out
the champagne and reviewed the winners.

Three weeks later, Mr. and Mrs. Felber
hosted the awards luncheon at New York’s
Regency Hotel, to which forty guests were in-
vited, including the winners, the judging
panel and special close friends. James Fitz-

gerald flew in from Cincinnati to collect his
award and talked further about the Credit
Union job. The bank had outgrown its space
and wanted to relocate. It acquired a small
triangular site which did not present an easy
design solution to architects Giaser & Myers
& Associates. The double-height interior,
says Fitzgerald, helps to provide a suitably
“impressive” atmosphere in what is really an
unimpressive area of floorspace. Exposed
trusses and ductwork were both a response to
a limited budget and a desire on the part of
the bank to seem modern and friendly. The
introduction of red walls, which is carried out
to the exterior, helps to maintain this atmos-
phere. Placing the tellers’ counter on the
diagonal reinforced the strict architectural
geometry, while trees act as a softening coun-
terpoint. Added Fitzgerald: “This is a good
example of interior design and architectural
collaboration to produce the best results.”
(Beverly Russell)

Project: Cincinnati Postal Employees
Credit Union

Interior Designers: Space Design International
Architects: Glaser & Myers & Associates

General contractor: Richard Argo
Carpeting: Kemos Suede Bond
Wallcoverings: Robertson Metal Panels, Vicrtex Tasco
Lighting: Daybright; Omega

Accessories: Glassform

Furniture: Steelcase, Berco, Thonet, Herman Miller
Ceilings: U.S. Gypsum

Bathroom fixtures: American Standard

Kitchen equipment: Acme

Customwork: Cincinnati Fixtures

Photography by Ron Forth




1
, L
£
= r 'i -
1 - r
m .. 4 =
. . *ri -
R ! - : ' : g
" -_'h” = —

4
-

Praised for its successful lighting, the Cincinnati Postal Employees’ Credit Union interior is an example of the friendly approach in banking. Floor is exposed
aggregate concrete, red walls of factory-finished panels. Tellers’ counter (below) is wrapped with gray carpeting in front, to help acoustics and soften hard edges.
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Glass-walled conference room, reception area beyond.

Betty Ann Felderman's art, in Alan Felsenthal's office.
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BREAKTHROUGH
OFFICE
IN A FOUND
CITY SPACE

Three skylights
transform an attic
into a light-filled
design office with
spatial layering
and appropriate art

Two years ago, Stanley Felderman and Alan
Felsenthal of Stanley Felderman Ltd. found
themselves in the market for a larger office
space. Considering the price of New York of-
fice space, it was fortunate that Joseph
Fischer of Columbia Pictures Industries, a
longtime client, suggested that Felderman
take the “penthouse™ floor of the Columbia
Pictures building on Fifth Avenue. The 6500-
square-foot space had no windows or eleva-
tor facilities, and its walls and ceilings were
spotted with partially exposed steel beams,
drainage ducts, and water pipes—in short, a
perfect candidate for reclamation, and, in
fact, just the sort of challenge that Felderman
loves. “I have always preferred working
within the strict limitations that generally go
with existing spaces,” he explains.

The first priority was converting the space
into a good working environment. To Felder-
man, this imphed *“a sense of public and pn-
vate space as well as an awareness of the out-
doors. Faced with the reality of an expanding
firm, I still wanted to maintain the intimacy
and interaction, typical of a traditional design
atelier, that had existed in our former space.”
So he designed a large central area with only
a few private offices along the perimeter.
Sliding glass doors and glass walls insure that
the unity between public and private spaces is
maintained. Felderman demolished the
southern and western walls, exposing the in-
ner walls of the sloping roof to create more
space and a more dramatic visual effect.
Wherever steel beams and ductwork were ex-
posed, they were encased and used to define
the vanous areas of the office. “Even when
these exposed structural elements were pleas-
ing to the eye,” Felderman explains, “they re-




R 3

=
g
4 ]
- = . il - - L . .
[ W B e e e W nt | =
gy B N o 1' LA vl i

I. l.‘-‘- l

MFWiMﬂﬂﬁﬁiﬂkwmm“m m-ﬂdrdﬂnn*wﬂhlnhuru-mhockdolnncmumm

JUN 80 INTERIORS o7




o

Wall/glass combination allows privacy but lets light in.
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Light effects are explored in Ms. Felderman's paintings.
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RECLAIMING
LOST SPACE:
FROM DARK TO
DELIGHTFUL

mained too literal an expression of their nec-
essary functions. By expanding and encasing
them, as well as by inserting recessed lighting,
I created a sense of playfulness as to which
elements are structural supports and which
are architectural foils.” The custom-designed
reception desk and work tables refiect the ar-
chitecture’s structural qualities.

The biggest problem facing the designers
was the lack of light and the claustrophobia
inherent in windowless interiors. Skylights
were the logical solution, but their prohibi-
tive cost limited their number to three, which
were carefully placed to admit lots of day-
light. The glass doors let this light flow from
one area to another, while also creating spa-
tial transparencies. “I tried to layer the space
rather than encapsulate it in boxlike forms;
the eye rarely encounters a solid wall or fixed
boundary,” says Felderman. As a result, the
absence of windows i1s hardly perceived by
the visitor.

One of the highlights of the space is the art
of Betty Ann Felderman. Her paintings
heighten the awareness of the bold spatial
elements while reminding the viewer of the
constantly-changing quality of light on ob-
jects. It is a case of art and architecture rein-
forcing each other—a further enrichment in
this exciting renovation. (Pilar Viladas)

Project: Stanley Felderman Offices
Designer: Stanley Felderman Ltd.

General Contractor: The L. Roberts Corp.
Carpeting: Century Carpet

Flooring: Kentile; Design Wood Flooring
Sliding glass doors: Metra-Lite

Conference room glass wall: David Schuldiner
Skylights: Naturalite

Lighting: Lightolier, Luxo; Harry Gitlin
Signage: The Other Sign Company
Accessories: Beylerian, Business Accessories
Furniture: Knoll;, Herman Miller; Stendig;
Atelier International, Delwood; Discovery
Concepts; Peerless

Custom fabricators: Arthur Becofsky; Joseph
Teklits Woodworking. The Other Sign Co.

Photography by Peter Aaron, ESTO




In Stanley Felderman's light-filled office, structural and mechanical elements are encased; the game is to guess which are functional, which are foils.
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Above left: ebonized cherrywood cabinetry, with mirror reflecting a custom V'Soske design. Above right: view through showroom space. Below: main space; note
that carpet climbs the wall to conceal reception desk. Display panels, right, slide ou’ of sight when not needed. Magnificent Stuart Davis tapestry hangs on wall.




Magic marketing

MARKETING IN THE 80s
PROFITS BY GOOD DESIGN

Design is a crucial part of custom-tailoring a marketing strategy.
Here and on the next ten pages, five different projects illustrate the
importance of design in moving the goods and the necessity

of hiring a designer who understands the customer’s needs

A custom tailor never dictates; he only listens
and suggests. This is the key to V'Soske’s 55-
year tradition in the design and manufacture
of fine custom carpeting and rugs (see Janu-
ary 1980 INTERIORS). In response to changing
times and attitudes toward design, the com-
pany pared down its line, introducing a sys-
tem of “new neutrals” that would work in any
setting. But along with this retooling of prod-
uct came a desire to have its New York show-
room reflect these changes. V'Soske starts
from scratch with every client; his needs and
wants are discussed thoroughly before any
discussion of design or color is approached.
The company’s chief designer, Roger
McDonald, explains, “At V'Soske, there are
no stock looks, no making do. Each client de-
serves attention, not pat answers.” In order to
reflect this increased emphasis on problem-
solving, the company decided to modify its
showroom approach to selling. Most of the
sample rugs and carpeting have been re-
moved from sight. The visitor now encoun-
ters a cool, serene space with few visual dis-
tractions, where a client can meet with the
company'’s personnel for a discussion of his
particular problem, unencumbered by the
preconceptions that too much visible mer-
chandise may cause. Only after careful dis-
cussion are any design, texture or color sam-
ples brought out, as suggestions or starting
points for the design solution. In addition to
this desire to pare down, V'Soske wanted the
physical changes to be as subtle as possible, to
avoid feelings of disorientation among its
long-standing chientele,

The company's choice of architect Debora
Reiser of Dobbs Ferry, New York, grew out
of her role as a long-time client, one who was
familiar with V'Soske’s philosophy. What
Ms. Reiser found when she examined the
space in detail was an early 1950’s interior,
some aspects of which cherrywood display
fixtures, for example—were of such high qual-
ity that they merited saving. And since the
leyout of the showroom still worked effec-
tively, all that was really needed was stream-
lining. A planter was removed, and the cabi-
netry and fixtures were ebonized. To create
the cleanest possible space, without visual

distractions, the apron of the reception desk
was covered in the same shade of warm gray
carpet as the floor. A structural column was
covered in a triangular enclosure of red
marble; this sculptural form “spins” the
space around, and directs visitors.
The use of color is a crucial aspect of this
design scheme. Since the rugs themselves
create a great deal of visual richness when
they are brought into the showroom, the
background had to be kept as neutral and
quiet as possible. The gray carpet was chosen
very carefully: it took months 1o arrive al
exactly the night shade, and it contains quite a
bit of red. This relates it to the red marble col-
umn and to the red highlights of the cherry-
wood cabinetry, which glows through the new
ebony finish. The ceiling was painted the
exact shade of the carpet, to tie the two planes
together. The desired effect of all this
painstaking labor was that the visitor should
not notice that anything had been done.
‘:m far, the results of this “non-transforma-
tion” have been extremely positive. Roger
McDonald enjoys the fact that “there are no
distractions now. You can really concentrate
on specific problems.” He also sees a differ-
ence in his interactions with clients. “There 1s
an casier relationship with the client—an im-
mediate rapport. Since the entire process of
custom design is based on direct contact and
on the client’s confidence in us, this is espe-
cially gratifying.” This is design based on the
concept of starting with a clean slate every
time, of making the showroom a neutral
h&ckgrnund As Debora Reiser emphasizes,
“The architecture shuuld just be quietly
there. We under-did it.” But the results are
overwhelmingly successful. (Pilar Viladas)

Project: V'Soske Showroom
Architectural Designer: Debora Reiser

Architectural Woodworking: Culin Co., inc
Marble: Artex

Chairs: Stendig

Tables: Knoll

Accessories: Atelier International
Carpeting: V'Soske

Photography by Jon Naar
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SHOPS WITHIN THE SHOP
ON THE STREET OF DREAMS

The quiet, understated image of Bottega Veneta
on Rodeo Drive in Beverly Hills proves that reverse psychology in

design works when the competition is fierce.

Glitter is not the only way to go. Sleek, too, is chic

il
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Window of Bottega Veneta (above) is unembellished with glitter. The approach continues inside (opposite page) where three groups of arches on either side of a
central mall create a street of shops. Softiy-contoured upholstered seating (above right) evokes Art Deco references.

Rodeo Drive, Beverly Hills, is said to be the
ritziest shopping street in the world today.
There is hardly a leading retailer of expensive
merchandise who does not have space in this
glittering parade of boutiques, from Cartier
to Elizabeth Arden, Ted Lapidus to Pierre
Cardin. The list represents paradise to those
status-seeking shoppers who want everyone
to know that they’ve spent big bucks. The de-
sign of these retail establishments has tended
to develop in a competitive way, with the goal
clearly that of piling more glitter upon glitter
in an effort to attract filmland’s itchy
spenders. When Bottega Veneta decided to
join the throng, however, the company'’s pres-
ident, Vittorio Moltedo decided a reverse ap-
proach was more appropriate, in keeping
with the unobtrusive luxe of the leather ac-
cessories, shoes, scarves, and silver objects
sold in their stores.

Low-key elegance describes the boutique,
designed by Vittorio’s brother, Rome de-
signer Gianfranco Moltedo, which has as its
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basic plan, a series of interior arches in emer-
ald-stained maple wood. flanking a central
mall. To promote the appearance of a street
of shops. the floor is paved with slate, inser-
tions of ebony around sections of tiles delin-
eating an essertizl architectural module. A
dropped, red-painted ceiling, over the central
mall, further reinforces the street concept,
while encasing the necessary spotlights to il-
luminate the merchandise in display cases on
either side of the mall. Sconces on the pe-
rimeter walls act as uplights and also help to
emphasize the streetscape.

Very special custom-made cabinetry in
honeycolored maple veneer generates the
major part of the boutique’s luxurious qual-
ity. In addition, there are some specially-de-
signed sofas and upholstered chairs, in the
front and back of the store, whose soft con-
tours evoke Art Deco references. Their colors
are echoed in the magnificent area rugs on
which they are placed.

With architectural supervision by Thomas

Vreeland in Los Angeles and interior detail-
ing in the hands of New York interior de-
signer Adam Tihany and Laura Moltedo, the
project is a splendid example of trans-
continental cooperation.

All the thoughtfulness certainly paid off.
The quiet understated Beverly Hills branch
of Bottega Veneta is probably the most
talked-about store on Rodeo Drive. (Beverly
Russell)

Project: Bottega Veneta Boutique
Architect: Kamnitzer, Cotton & Vreeland
Interior designers: Gianfranco Moltedo,
Laura Moltedo and Adam D. Tihany

General Contractor: Space Makers

Lighting: James Nuckolls, Leontine Linton
Flooring: Associated Marble

Carpets: Stark

Custom cabinetwork: Capitol Cabinet Corporation
Upholstery: Tony Rizzolo

Ceiling: Kenneth H. Walker

Photography by Ave Pildas
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EXPERIENCING SPACE:
THE WILSON FORMULA

In the last four years, architect Peter Wilson has shot to
attention as a designer who increases business through a
design philosophy that provides a theatrical experience and
a sense of participation. Interview by Suzanne Slesin

At Peter Wilson Associates, from left: Peter Wilson,

As an architect, Peter Wilson is rather unique.
First of all, he does not like to talk about his
work, often preferring to describe a complex
and startling design with a wave of the hand
and a few off hand remarks. “A miracle,” he
said, half smiling, of the showroom he
recently finished for Esprit, a young manu-
facturer of trendier junior sportswear whose
business and showrooms have multiplied
over the past few years, as a result of Wilson’s
innovative design concepts. Wilson and his
firm, Peter Wilson Associates, developed the
first and subsequently fourteen other show-
rooms for the company. “It’s really a ma-
chine,” the architect points out, referring to
the Esprit design, which integrates a basic

94 INTERIORS JUN B0

L s —— X
. }-F'I L e

Barbara Weinstein, Jon Evans, Quon Chin, Maxine Nacthigal. Photo by Michael Datoli.

warechouse monorail system into a custom-
designed stainless steel superstructure over-
head. The shiny, winding, bending articu-
lation of metal pipes and ducts is the Esprit
signature in apparel marts across the country.
With clothing whizzing along the monorails
to the frenetic beat of disco music, the Esprit
showroom provides a kinetic sense of action
that draws buyers in crowds to both view and
order the firm’s action sportswear. Sales gen-
erally double the first week a new showroom
i1s opened. “In one sense, this is designed on a
novelty level,” Wilson admitted. “On an-
other,” he added, "it's very functional.” A
neulral color scheme was developed for the
showroom, as a background to Esprit’s rain-

bow assortment of low-priced clothes—gray
for carpeting and walls, silver for cabinetry,
black laminate for buyers tables. Wilson seats
buyers on comfortable sofas upholstered in a
neat grid-pattern black and white canvas. The
buying procedure is a theatrical expericnce.
Clothing is brought out on the overhead
monorail system. An item may be noted and
drawn out to hang on a wire gnd for further
inspection. As more and more clothes are
presented, the buyer is surrounded by a fabric
environment, the more activity there 1s, the
more privacy, as each group of clothing sur-
rounds the buying space. It's seductive for
buyer and conducive to business.

Based on the initial success of the pro-
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Above: at Esprit, the salesman’s office, left, is enclosed in wire glass. An individual buyer's table is surrounded
by the mobile rack system and metal display grid. Below: glistening overhead “machine.”

-

A glistening machine
that suggests action
sells action clothes

totype, further showrooms were l“-rwught up
lo opumum standard. Says Wilson of Doug
Tompkins, the firm’s president: “He's a per-
fechomist. He even likes the ashtrays to be
part of the d::sign. o be the nght color and
not have cigarettes in them.”

Juxtapositions in character

Born in New Zealand, educated at the Uni-
versity of Califormia at Berkeley, Wilson was
an associate in the firm of Hardy Holtzman
Pfeiffer where he worked on theaters, concert
halls and museums before opening up his
own office in New York in 1976, Now there
are five people in the firm. Jon Evans and
Barbara Weinstein are the project architects;
Quon Chin and Maxine Nacthigal are re-
sponsible for production and drafting. The
office is located in a 2,000 square foot pent-
house in one of the oldest cast-iron buildings
in New York’s financial district. The off-beat
location for a forward-thinking designer re-
flects the sort of juxtaposition that character-
izes Wilson's work. If Wilson's projects for

Esprit are high-tech, that is not to say this 1s
the general spirit of a typical Wilson job. Far
from it. Doing what is appropriate for the
client and business are the guidelines that
count, he declared. “In designing, I want to
do something that | haven’t done before,” he
added. That might explain the firm’s ap-

Project: Esprit Showroom, Chicago
Architect: Peter Wilson Associates

General Contractor: Chicago Apparel Mart
Lighting consultant: Jules Fisher/Paul Marantz
Lighting: Sun-lite: Staff Lighting

Carpet: Tredford

Paint: Benjamin Moore

Accessories: Fuller Office Accessories
Furniture: Knoll; Thonet, Beylerian

Custom work: Spring Street Suppliers

Photography by Norman McGrath
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) Classical motifs
establish elegance |
to sell elegance /

Above: in the predominantly dusty rose environment of the East Side Clothing Company showroom, the
buyers' tables are black. Below: lonic column arcades define the spatial relationships in the showroom.

proach and design of another clothing show-
room, The East Side Clothing Company.
Only an underlying emphasis in geometry
and circulation links the two commissions. At
Esprit, all the complication and visual inter-
est lies in the overhead machine, leaving the
floor a clean, swept plane. At the East Side
Clothing Company classical arcaitectural ele-
ments rising from the floor provide the mar-
keting devices. In this scheme, a hierarchy of
ornate arcades, with fluted columns and plas-
tic lonic capitols, help to define the special-
ized fashions—pants—and suggest their essen-
tial exclusivity. There are three arcades, one
- to house the clothes, one to demark the circu-
lation path, and one—defined with vinyl-cov-
ered chain link fencing—to display the clothes
o buyers. The background color here for
walls and carpet is a warm rose, soft and luxu-
rious to echo the merchandise.

Department store concept
Based on the ideas formulated by the two
showroom concepts, Peter Wilson Associates

developed a concept model of a retail store
floor for Swirl, a manufacturer of lounge-
; wear. “Standard department store lounge-

Project: East Side Clothing Company P
1| Architect: Peter Wilson Associates e

General Contractor: Vederame Construction
Lighting consultants: Jules Fisher/Paul Marantz
Carpet: Berter
Paint: Benjamin Moore
Ceilings: Simplex Metal Paneis
Hardware: Staniey
Window treatment: Levolor-Lorentzen
Lighting: Work-o-lite; Lightolier; Let There Be Neon ' \
Accessories: Fuller Office Accessories \ J
Furniture: Beylerian; Knoll . )
Custom work: Spring Street Suppliers '

Photography by Ambrose Cucinotta
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which the garments can be seen in three dimensions, avoiding the usual sleeves-out display technique.

Pleasurewear

Above: the overall view of the model shows the center core designed to suggest the atmosphere of a live-in
loft. Below: an area that is focused on bathing. Photography by Leif Schiller.

' Breaking down the

barriers in the
department store

wear selling areas leave the customer con-
fused, frustrated and bored,” Wilson
believes. “Signage is nonexistent, lighting in-
consistent and circulation patterns frag-
mented.” As a special client, Swirl was willing
to spend money for the future. With the guid-
ance of Business Image, New York marketing
consultants, the firm took an advocacy role
with the retail stores, to capture the 80s mar-
ket for leisure wear. “In creating the Swirl de-
sign,” Wilson explained, “we reconceived the
basic store concepl.” The intrinsic idea 1s to
present three major merchandising areas in
one open environment, with architectural
vignettes 10 suggest real-life situations
kitchen, garden, active sports, home video,
bed-and-bath, outdoor patio. The displays
are “participatory theater,” Wilson added
“To get customers involved by walking
through the environments. It’s different from
just looking at clothes. The buyer is projected
Into a situation, it's provocative and offers a
new kind of merchandising experience.”

Face-out racks

Instead of being pushed against perimeter
walls, in the traditional “sleeves out™ posi-
tion, clothes are seen three dimensionally in
rolling units with “face-out™ racks. Mirrors,
signage, lighting are integral in their design.
(Peter Wilson Associates i1s currently having
these modules copyrighted and ‘s looking for
a manufacturer.) Areas are organized on
three themes: privacy, hospitality and activ-
ity, with Pleasurewear the overall concept for
the entire department. “We're not selling a
look,” Wilson added. “But trying to create a
specific image around each client.” With such
lofty aims and a good measure of ambitious
energy, Wilson is attracting the attention of
major merchandisers. His environments are
very much concepts for the coming decade.

——————————————————————————
Suzanne Slesin is an assistant editor and reporter
for the Home Section of The New York Times




Magic marketing

]
=

. -
. - = -
O -

&
fL

i

BOOSTING SALES
WITH FLEXIBILITY

An elegant, understated selling area highlights
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this New York fashion showroom, where a
great amount of floor space and varied user
needs are organized with sleek efficiency

The Franck Olivier Importing Company is
the American distributor for a French manu-
facturer of sophisticated men’s and women's
clothing. When it needed a new New York
showroom, the client asked Scott Kurland,
who had previously designed the company's
New York and Atlanta showrooms, to come
up with a scheme for the 10,000 square-foot
space. The scheme had to fulfill several func-
tions at once, simultaneously segregating the
functional spaces while presenting a unified
aesthetic face to buyers. The client needed
areas for showroom space, sales offices, gen-
eral offices, production, and merchandising
staff. An active showroom, from which local
retailers make on-the-spot purchases, re-
quired a waiting room of its own. Further-
more, the client wanted a space that was flex-
ible enough so that fashion shows could be
held in-house, rather than outside.

What resulted from this complex list of re-
quirements was a plan in which the show-
room/selling area was designed as an axial
space, a sort of atrium surrounded by the of-
fices, reception and stock rooms.

The reception area sets the tone of under-
statement with the corporate colors of gray
and burgundy. A group of three chrome-fin-
ished light columns create a striking wall
composition with the firm’s logo.

From either side of the reception desk, one
can enter the showroom space. Existing struc-
tural columns created what designer Kurland
calls “a ready-made grid,” which determined
the layout of the selling areas. After the archi-
tectural program had been established, the
functional requirements of individual selling
areas were addressed. What happens in these
areas is that a salesman will meet with a
client, presenting various items of clothing
for his approval. The salesman needs visual
privacy, a place to display the clothing, and
place to store it out of sight when it is not
needed.

Kurland created closets along both sides of
the showroom space for storing clothing, and
for display he designed dividers with metal
bars that are flush with the surface of the di-
viders. There are two parallel bars on each di-
vider, so that items such as skirts and blouses
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may be seen much as they would be worn, in-
stead of side by side. These dividers are on
concealed casters, so that they can be moved
out of the showroom to create space for fash-
ion shows. The integral runway area is de-
fined along one side of the showroom by a
double row of track lights; the selling areas,
cleared of furniture and fixtures, would hold
spectators during a show.

Color plays an important part in any show-
room design, and Kurland used the corporate
colors to their best advantage. He defined the
“architectural” elements with a silver gray (as
in the reception area); these include the walls,
carpeting, and dividers. To provide an accent
color, and to emphasize their “non-archi-
tectural” quality, the showroom chairs are
upholstered in burgundy velvet. The result is
a low-keyed but rich palette that doesn’t fight
with the merchandise.

Lighting was an equally important consid-
eration. Different types of lighting are used
according to functional dictates. Kurland
placed fluorescent lights over the selling-area
tables, where cool light is needed for writing,
while incandescent lamps light the runway
for the truest color representation. Uplights,
concealed atop the dividers, are incandes-
cent-color fluorescent bulbs, for a warmer
light.

The flexibility of the design, combined
with its efficiency in solving practical prob-
lems and its overall subtlety in use of mate-
rials, color and detail, results in a very suc-
cessful example of soft sell. (Pilar Viladas)

Project: Franck Olivier Showroom
Designer: Kurland Design Group

Carpet: Karastan

Custom woodwork: Hird/Blaker
Tabile tops: Garfieid Glass
Accordion doors: W.F, Farley
Track lighting: Lightolier

Blinds: Levolor-Lorentzen

Chairs: Bernhardt Furniture Co.
Signage: Environmental Graphics

Photography by Bradford Ensminger
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Above left: the reception area, .atroducing corporate colors of silver-gray and burgundy. Above right: models parade along the runway, defined by track lights and
used for fashion shows, for salesman and client. Clothes can be hung on custom-designed dividers for display, then stored in closets. Below: close-up of selling area.
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Taking a back seat (above) Brian Kane is nevertheless the driving force behind Metropolitan’s flexible square modular seating, Series 10,

Product analysis

GANGING TOGETHER ON
THE WEST COAST
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BY JOHN PILE

Brian Kane's Series
10 for Metropolitan
consists of a table,
two seating modules
and one arm unit
that combine In
many configurations
for heavy duty
public space use

Series 10 can trace its ancestry to such origins
as the Steelframe and Modular systems of-
fered by Herman Miller in the 1950s (no
longer in production) or, even more directly
to the “Link Bench™ system designed by John
Barringer for JG in the 1960s. Brian Kane™s
system, like its ancestors, is based on a stand-
ard dimensional module, 27 inches in this




Series 10 with arm units and armless units, organized with resin table modules between seating, is clearly adapted to public spaces.

case, and a structural system that allows
stringing together any number of square
modules in any desired straight-line or 90 de-
gree angled arrangements.

The standard modules are a flat, square
cushion, a seat unit with back and a square
table slab module. Seat height is 18 inches
and the back of the chair-like module rises to
29 inches. There is also an arm unit which can
be mounted between adjacent seats or, with
slightly different mounting hardware, as an
outrigger at the end of a run of seat units.
Planning a group is simply a matter of lining
up any possible assortment of these elements
like so many tiles or mosaics in straight lines
or in lines with right-angled turns. The arms
can be added in as after-thoughts to give seat
by seat separation in public places, to end
rows of seats or both. Groups can range from
simple two or three seat benches or sofas to
complex patterns that can turn any number of
corners. Planners who may want to avoid the
knee-bump possibilities of inside corners of
seat units can do so by being sure that there is
an extra table top always included at any in-
side corner.

The aspect of the system that is of technical
interest has to do with the base structure. It is
made up of simple tube bends of 2-inch
round cold-rolled steel. Straight lines are one,

two or three 27-inch module lengths, inverted
Us establishing a perimeter edge and turning
down to the floor to help make a leg. “Help”
15 the word because the leg is always a sand-

wich of two half legs—the vertical ends of

straight runs or the leg elements of the tube
units that form butt ends or are the makings
of corners, inside or outside. In each case the
leg portions that descend to the floor are half
tubes, destined to meet other half tubes to
form complete leg supports. When half-legs
meet, they wrap around an inner tube sized to
nest inside the visible, outer tube halves, and
Allen-head screws pass through the sandwich
to tie it together.

This means that the layout process involves
laying out the pattern of seat and top compo-
nents desired and then proceeding to base
layout with an understanding that leg sup-
ports will always occur at the center-line of a
top component. Along a straight line, the de-
cisions are merely matters of choosing
straight base runs of one, two or three module
length in a way that will produce a reasonable
(probably symmetrical) pattern. At the ends
of straight runs, either at butt ends or at cor-
ners, the choice of the suitable base element
becomes obvious, it will be an inside 90-de-
gree bend, an outside 90-degree bend or a
butt end. As the base elements meet, the

paired half-legs will sandwich together to
make up the Y-like patterns that are charac
teristic of the system’s appearance. The struc-
ture permits a span of up to 81 inches (three
modules) before a leg element is needed for
structural support.

In public spaces, damaged units can be ex-
changed easily on site, and upholsterv cover
of seat and arm sections is equally casily
changeable on site with Velcro strip attach-
ments. The table slab module 1s a 1%-inch
particle board core with '-inch polyester
resin molded surface :n 18 standard colors
The base frame tubing 1s normally polished
chrome, but is also available in a range of col-
ored coatings.

The system is clearly adapted to public
spaces, lobbies, waiting rooms, airport
lounges and similar public areas. Its
adaptability to an unlimited variety of config-
urations and the possibilities for easy rear-
rangement and replacement of damaged
components make it particuarly suitable to
these situations. There is no reason, however,
why it cannot also find its way into office and
residential uses where some of the same ad-
vantages of complete flexibility and ease of
reupholstering can be significant, even if not
so totally commanding.

circle 212

JUN 80 INTERIORS 101




Paul Mayen is the driving force behind the
design studios of three flourishing companies
which are a major reckoning in both contract
and residential markets, Intrex, Habitat, and
Architectural Supplements, Inc. The work is
a specifier’s byword for elegant styling and
smooth performance in furniture, lighting,
and accessories. The most recent award-win-
ning recognition came in 1979 to Archi-
tectural Supplements for the combination
sand urn and waste receptacle which cap-
tured the Resources Council’s “Roscoe
Award” for contract decorative accessories,
in addition to the 1BD product design award.
The man, like his work, is fastidiously tai-
lored—his vests are hook-fastened by his own
design, rather than buttoned, to give a neater
effect—and old-worldly polite, so discreet that
he never corrects the typical mispronuncia-
tion of his Andalusian name, spelled with the
“e” accented, and spoken to rhyme with
“cayenne.” He walks a visitor through the
New York showroom, which serves all three
companies, with proprietal pride in fine ma-
terials, intricate detail, and superb craftsman-
ship. Over luncheon he discusses his interest
in science, nature, farming, and his latest
project the country house he has designed for
himself near the Hudson River, and which he
illustrates with diagrams drawn on a napkin
to explain construction points of heating
ducts, air flows, as well as careful solar ori-
entation. With engaging modesty characteris-
tic of his personality, he describes his com-
mission to design the new Visitors Center on
the grounds of Frank Lloyd Wright’s Falling-
water, now a nature preservation. Scheduled
to open last spring, a fire in the construction
phase destroyed the building and resulted in
the loss of many trees that sheltered it, but
happily the project has been regenerated and
now the Center will be inaugurated in early
summer. As the friend and admirer of
Wright, Paul Mayen considers the commis-
sion a great privilege.

A man of many enthusiasms and at home
in many worlds, small wonder that his designs
cross the lines of contract and residential
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AWARD WINNING
PAUL MAYEN

Fine materials, intricate details and
superb craftsmanship characterize
the work of a man who is the driving
force behind the design studios of
three flourishing furniture companies.
This special interview by Maeve Slavin

markets, early trendsetters in dual purpose
use now an accepted pattern in the design in-
dustry. The trimly articulated elm burl or oak
table polished to perfection might grace a
conference room and is equally right in a well
appointed dining room. The same flexibility
of utility is the mark of Habitat’s lighting
lines, as it is of the Architectural Supple-
ments’ catalogue which runs from coathooks
to coffee tables. Mayen thinks of his objects
first as contract in emphasis, and according to
him, “our pieces were being used in residen-
tial situations long before we realized it.”
What has happened, he believes, is that
people no longer feel compelled to abide by
the old rules. “Classic is classic no matter
where you place it.”

Paul Mayen comes out of the European
tradition, and cites as his strongest influences

the late 19th century “arts and crafts” design-
ers of the post-industrial revolution: Ford
Madox Brown, Philip Webb, Arthur Dixon
and Richard Riemerschmidt. “These are men
who wanted to design for the machinery that
marked their time, but who also wanted to
look back to the examples of early craftsmen
who were honest in their use of materials.
They wanted to combine the best of both
worlds.”

However, the American fascination with
engineering and technology entered his life
early, and remains a dominating factor. One
of five children, born and raised near Seville,
his engineer father brought him to New York
on a visit at the age of eleven, back in the days
when the elevated still ran down Third Ave-
nue, and the erector-set image captured his
imagination. He returned to New York as a

Well-known Intrex tubular framed armchair gives scale to ASI’s new polished chrome floor lamp.




Cylindrical pedestal splits in two as the supportive base for the New Toronto Extension Table from Intrex. Photography by Hector Nieves.
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teenager and attended Columbia, Cooper
Union, and the Art Students League. Amer-
ica is now his home, although he still main-
tains a working farm close to his Spanish
family roots, and he speaks with real affec-
tion for, of all things, his herd of pigs which
feed off acorns, and eventually become a
most delectable prosciutto. “These animals
are as affectionate and intelligent as dogs,” he
maintains. In the Mediterranean climate of
southern Spain he has installed a very basic
low-tech solar heating system which delivers
“more hot water than we can use.” Tech-
nology in all its guises and applications is
Mayen’s friend and challenge.

The worlds of traditional craftsmanship
and modern technology mesh together in ev-
erything on which Mayen focuses his de-
signer’s eye. Simplicity, function, and techni-
cal adroitness are his priorities. “Good design
should give a hint of the structure of the
piece. Wherever possible I try to give a hint of
structure.” Just the hint, and examples are
apparent everywhere: for instance, in the elm
burl Katonah credenza where the top piece
and the sides do not meet precisely but clearly
divulge the mitred edge. “You can see where
the parts come together,” the designer says. “I
want you to see the joining of the parts.” That
does not mean that everything is front-and-
center—subtlety is elemental. For example,
there is scarcely a piece of hardware to be
seen on any piece of furniture. From a man
whose designs include the most innovatively
engineered hardware, his furniture facades
are strikingly unadorned: the touch of a hand
opens flush cupboard doors because of deli-
cately designed spring mechanisms hidden in
the interior construction. “l purposely elimi-
nate hardware wherever possible,” Mayen
notes. “Our pieces are sleek and simple. They
are made to show off the more ornate objects
in a room, in essence to serve as a foil. And, as
such, they fit in anywhere.”

But a great deal of complicated technology
goes into the creation of deceptive simplicity.
Finishes are a case in point. A hallmark of In-
trex finishes is their high-gloss lacquered

look. Actually they are oil-based paint fin-
ishes developed by the company to meet spe-
cific criteria. They require baking, and Intrex
had to produce a specially treated wood
which would accept exposure to heat without
warping or splitting. Metal dust added to the
initial coating helps to make some of the fin-
ishes fire resistant. Spraying the several com-
ponents of the finish in midair to catalyze be-
fore hitting the surface of the piece, creates a
product which is alcohol proof, cigarette proof
and impervious to most solvents, It is this ad-
venturesome use of technology which makes
a superior piece of furniture possible, Paul
Mayen believes. “Today we dictate to mate-
rials, as opposed to the furniture makers of
other eras for whom the piece of wood dic-
tated both use and form. At Intrex we tell the
materials what functions they should perform
within the capacities and technologies avail-
able 1o us at our plants.”

The bonding of metal legs to the wooden-
topped in-stock inventory Intrex Parsons Ex-
change Table illustrates the versatility of Paul
Mayen’s talent. It was decided that remov-
able legs would assist in meeting today’s mo-
bile society’s need to pack, store, and move
furniture. Metal became the structural ele-
ment, and hollow metal legs made it possible
to hide the mechanics: a threaded rod and
top-and-bottom castings that serve to attach
each leg to the tabletop. Here, as with the
paint finishes, a solution created another
problem. Wood veneer had to be bonded to
metal because the table was planned in both
wood-veneer and painted surfaces. To ac-
complish this, new types of glue were needed,
laminating machinery had to be modified as
did accompanying electronic frequencies. “It
required extremely sophisticated technology
to do all that and still create a table which ex-
pressed the full integrity of the original de-
sign,” Mayen remarked.

Ease of mobility and flexible utility are also
apparent in the Cincinnati Conference table
from Intrex, a simple rectangular slab with
triangular legs that can be removed, and this
intention 1s clearly expressed in the design.

Vanety appears again in the Inter-Join Bench
system, a series of flat benches that join in dif-
ferent configurations by the use of connector
panels. “l enjoy the simplicity of its parts and
the possible variations,” Mayen says

Paul Mayen is a designer who is intricately
involved in the success of technological inno-
vations, and deeply concerned with the aes-
thetics of contemporary design. Six of his de-
signs are in the permanent collection of the
Museum of Modern Art. His cunosity 1s as
much sparked by the wonder of the elevated
trains of his boyhood as it is by the continuing
marvels of scientific research in the human
brain and the working of the biosphere. His
enthusiasms range from soccer with his Span-
ish nephews to disco dancing with his friends
in New York. He is a designer with his fin ger
on the pulse of life.

ASI three-way, 36-in. polished chrome table lamp.
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The ’8s will to on
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These days, the architect

and the designer show an
increasing concern about
productivity because their
clients demand it.

practicality with ASD+.
It's the Westinghouse
Open Office System
that combines appear-
ance with total function,

Westinghouse pioneered and it pays special atten-

the concept of improving
productivity in the office.
All over the world, the
Westinghouse Open Office
System is answering the
critical need for improved
efficiency at greatly
reduced costs. In a word,
productivity.

ASD +: An improved
look for the
Westinghouse Open
Office System.

At this year's NEOCON,
Westinghouse unveils a

blend of good design and
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tion to human factors
engineering. This
combination gives you
more design freedom
than ever before.

ASD+ retains the com-
plete flexibility you've come
torely on from Westinghouse,
so your design possibilities
are limited only by your
imagination. And because
the changes in detail mean a
handsome and aesthetically
pleasing product, you'll be
able to utilize that product
in new and exciting ways.

In creating ASD +,
we've done a lot to the
Westinghouse Open

Office System. Weve
used sharper, cleaner
lines and the beauty of
natural materials to
give the system a warm,
comfortable look, es-
pecially in the execu-
tive office.
Westinghouse ASD+:
designed to make people
and their investment more
productive.

The Westinghouse Paper
M ement System:
Another boon to office

productivity.

At NEOCON XII,
Westinghouse will introduce
an imaginative solution to
the age-old business prob-
lem of paper management.

You'll see how the new




greater productivity

fﬂﬂllS on Westinghouse.

tinghouse Paper Manage-
ment System helps keep
paper flow under control. And
you'll see how it gives the
office worker easy access to
whatever is needed at a
given time, no matter what
business or how complex.

An incredibly versatile
system that organizes and
speeds up the flow of
In-process paperwork,
contributing to a more
productive office.

A new Westinghouse film
on productivity.

At NEOCON XIIL you'll
see the premiere of “The
Productive Machine! a

or statement on white-
productivity from
Wesbnghou.se

Our spokesman dis-

cusses Westinghouse’s

contribution to industrial
productivity and then poses
some pointed questions
about productivity in the
office. For example, what
tools can we offer to help
today’s office worker become
as productive as possible?
The film supplies some
interesting answers.

“The Productive Machine”
from Westinghouse. It'’s a
“must-see’

So come to the
Westinghouse ASD
showroom at NEOCON XII,
Suite 906, Merchandise Mart,
Chicago.

And learn what we've
done to improve our product,
your design freedom and
your client’s productivity.

~ Seeit
in Suite

at NEOCON XIL.

Y
Westinghouse
Open Office System

Making more people more profuctive
in less space at lower cost.

4300 36th Street, S.E.
Grand Rapids, Michigan 49508
(616) 949-1050
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SPINLIFT

THE CHAIR LIFT THAT'S PURELY CONTEMPORARY.
ENTIRELY MECHANICAL. ACTUALLY AVAILABLE.

~ The Faultless Spinlift chair ABEAUTIFULLY SIMPLE IDEA.
hft advances the art Of con- AS you see by the cutaway’

necting control with base. We Spinlift uses a mechanical

think it's a more imaginative spindle to extend and retract
solution than the gas cylinder. itself. Turn the empty chair

THE GAS-LIFT. GOOD LOOKS, counter-clockwise and it goes
BUT SOME PROBLEMS. up. Spin clockwise and it goes

Designers like the gas-lift’s down. Very simple. Very
contemporary, continental look. dependable. _
Users like the appearance, and Total travel is more than
the way a gas-lift works. At first. four inches. And Spinlift takes

But when seals dry up, the only five turns to move a full
gas leaks out. And the gas-lift inch higher or lower, vs. seven
settles to the bottom, never to turns (or more) for a common
rise again. spindle assembly.

An office chair’s average GOOD LOOKING
life is about 12 years. The gas- GOOD FEELING.

lift’s failure rate is up to 5% the Soinlift’ :
: pinlift’s spring-mounted
first year, and others drop out spindle settles %" under load.

as the years wear on. Because it “gives” a little when
SPINLIFT. GOOD LOOKS sat on, Spinlift feels a lot like a
WITHOUTANY PROBLEMS. gas-lift to the sitter.

The Faultless Spinlift has The loaded spindle swivels

the look designers love without on an automotive-type needle
the problems users hate. No gas. thrust bearing for a virtually
No seals. No leaks. No failures during frictionless ride. The adjusting
our 120,000-cycle swivel test. Spinlift is mechanism also deactivates,
designed to outlast the charir. so the chair can't raise or lower

The cost? Just a little more than a itself in normal use.
common spindle assembly, which
obviously doesn't look as good.
Or, about half as much as a gas-
lift. Which probably won't work
as well, or last as long.

And Spinlift adapts easily to an

. . : The Spinlift chair lift is the latest innovation t
executive Chall', a steno chair | the Faultless Chatrware product line, which alsa

or anything in between. | includes casters, controls, bases and trim
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FROM
THE CHAIRWARE
COMPANY

Some of our cus-
tomers still think of
Faultless as a caster
company. That we are,
and one of the best.

But we're also a
longtime chair-hard-
ware manufacturer and
OEM supplier. We

INNOVATION,
NOT IMITATION.

Faultless devel-
oped the Twindisc® II
caster, the only dual-
wheel caster that
meets BIFMA stan-
dards for both carpeted
and tiled surfaces.

We invented the
Thinline® chair control,
the only one that’s an

group these products together as Faultless
Chairware: casters, controls, lifts, bases

and trim.
R e ke
¥/ everything
_ you need
—_— 7 Dbetween the
seat and the floor.

We'll work with you on the
designs still in your mind. The
earher you call in Faultless,
the more we can help.

incredible 1% inches thin.

Now we're introducing the Spinlift
chair hft. Gas-lift look. About half the
cost. None of the problems.

FOR YOU, NOT FOR OURSELVES.

Some office furniture manufacturers
have developed mechanical lifts for their
own use on their own chairs. That leaves
Faultless Spinlift as the only one available
on the open market.

Call Ron Dame, our Office Furniture
Products Sales Manager, at (812) 425-
1011. Now. Talk with him about the pos-
sibilities you see in Spinlift.

We're not keeping it to ourselves.

FAULTLESS.

THE CHAIRWARE
COMPANY.

EVERYTHING BETWEEN
THE SEAT AND THE FLOOR.

Faultless Division
Bliss & Laughlin Industries
Evansuille, IN 47711
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In Stock

immediate Delivery
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© 1879 InterRoyal Corporation, One Park Avenue, New York, N.Y. 10016
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Smith Metal Arts

Fuller Office Furniture

/

Cubicon Corporation’s upholstered Multables that is, Cubicon now offers
square and round Multable pedestals and platforms covered in
fabric. Now you can dramatise and high light your merchandise

and mannequins in an exciting new way. Add texture to
your projects with Cubicon’s new upholstered Multables,
Elegant, long wearing 100% nylon fabrics are used.
Easy to Maintain they can even be removed for
cleaning and replacing. Standard colors

aore oyster white, tan and mahog-
any brown. Other colors and
custom applications are
available including

an optional re-

cessedd4”

o\
'\‘-\ooc
0O

U cuBICON CORPORATION
(7] 3825 LACLEDE AVENUE

. ST. LOUIS, MISSOURI 63108

\ U0 PHONE (314) 535-3020
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DESIGNERS BOOK CLUB wishes you a. . .
HAPPY NEW YEAR!

That's right! It's the beginning of your financial new year
and to help you start the new year off right, we're offering . . .

A FREE COPY OF THE TAX RELIEVER

Get an indispensable guide that will save you time and money when you
take any three of these exceptional books for only $6.95 with enrollment
(a value that can be worth over $80.00!)

HUMAN DIMENSIONS & INTERIOR
SPACE, by Julius Panero and Martin
Zelnik. 320 pp. 9 x 12. 300 B&W illus.
#072711. $32.50

CREATIVE COMMUNICATIONS FOR
A SUCCESSFUL DESIGN PRACTICE,
by Stephen A. Kliment. 192 pp. 8/4x 11.
200 B&W {llus. Appendix. Checklist of
Good Practices. References. Index.

INTERIORS 3RD BOOK OF OFFICES,
by John Pile. 208 pp. 9 x 12. 200 B&W
illus. Index. #07305X. $24.95

FURNITURE DESIGNED BY ARCHI-
TECTS, by Marian Page. 208 pp.
B'ax 11. 200 B&W illus. Index.
#071804. $25.00

THE PHOTOGRAPHY OF ARCHITEC-
. TURE AND DESIGN: Photographing
#071332. $22.30 ! Buildings. Interiors, and the Visual
ONE ROOM INTERIORS, edited by : Arts, by Julius Shulman. 192 pp. 9x 12.

Franco Magnani. 96 pp. 8'/4x 11. 150 \ ‘s ' \ 200 B&W illus. Index. #074293. $25.00
|
|
L}

color plates. Gloss. Supp. Index.
#073793. $22.50 A GUIDE TO BUSINESS PRINCIPLES

THE KITCHEN, by James Brett. 208 pp.
9x 12. 16 color pp. 260 B&W illus. Index.
#073203. $25.00

. ~ AND PRACTICES FOR INTERIOR
s T DESIGNERS, by Harry Siegel. 208 pp
g . ' P g 9x 12. Over 40 B&W {llus. #072517.
$19.50

The Tax Reliever is as important to your success as your presentation drawings, working
sketches, and floor plans. And now you can have this valuable guide—at absolutely no
cost-when you join Designers Book Club today.

From setting up proper record-keeping files to the proper treatment of business expense

items, The Tax Reliever will save you time, money, worry, contusion, and aggravation
and give you solid information, hints, suggestions, and practical advice to achieving
financial success as a design professional.

About the Author: Richard Helleloid is a tax consultant specializing in arts-related businesses.

JOIN DESIGNERS BOOK CLUB TODAY-It's the designing choice

DESIGNERS BOOK CLUB
2160 Patterson Street,
Cincinnati, Ohio 45214

Please enroll me as a member of
DESIGNERS BOOK CLUB and send me
the 3 selections | have indicated below
at the special introductory price of only
$6.95, plus my FREE COPY of The Tax
Reliever.

(insert code numbers)

Name

(please print)
Address

City

State

Signature

Forthcoming selections and alternates will be
described to me in the DESIGNERS BOOK CLUB
CATALOGUE (approximately every 3 to 4 weeks, 16
times a year). lf | want the main selection, | need do
nothing and it will qutomatically be shipped to me. |
may decline any book by simply returning the
printed card always provided. | agree to buy as few
as four additional selections during the next twelve
months, and | may resign any time thereafter.

NOTE: You are given a minimum of 10 days to re-
view the DESIGNERS BOOK CLUB CATALOGUE at
your leisure. If the mails are delayed, or if for any
other reason you do not receive the CATALOGUE
and are shipped a book you did not order, we guar-
antee full credit and return postage for the book.

L] I enciose $6.95 (DBC pays shipping charges)
0 Bill my new account (I will pay shipping)

Orders from outside the continental USA must be
accompanied by payment. (Residents of the states of
CA, MA, NJ, NY, OH, TN, and VA must include appli-
cable sales tax with their order). A shipping and
handling charge is added to all credit orders.

The Tax Reliever is yours
FREE when you join
Designers Book Club today!

Simply fill out this

handy, postage-paid
coupon and begin your
exciting DBC membership.

P.S. Books Purchased
for Professional Purposes
May Be Tax Deductible.

JUN 80 INTERIORS 111




KNOLL SHOWROOM

continued from page 66

Indeed, the total interior spatial experience
of the Boston Knoll Showroom is one of three
rooms stacked one upon the other. The pre-
vailing spatial sense is that of horizontality.
All the major vertical elements from the exte-
rior showroom facade “recess™ to the interior
colonnade, as well as the vertical fire stairwell
and the stop-start vertical interior stairs, are
subsumed under the more dominant expres-
sion of horizontal slabs. Granted that there
are acoustic, programmatic, and economic
reasons for expressing three separate flat lev-
els, one wonders whether the pre-war Euro-
pean mystique of horizontal continuity hasn’t
prevailed in this work of architecture.

Perhaps, however, the architects are mak-
ing exactly the right gestures when one con-
siders that the Knoll furniture designed by
Mies van der Rohe, Eero Saarinen, Marcel
Breuer (and now Warren Platner and Tobia
Scarpa, among others) belongs to the particu-
lar tradition of modernism that Knoll contin-

ues to celebrate. Gwathmey Siegel have
added richness to that tradition by including
qualities of color, light, and occasional play-
fulness that are truly contemporary. Going
too far, too fast, has been a disease of some
recent architecture, and this work of archi-
tecture is under respectable control; all of
which leads me to one last subject of praise
and concern.

On the second and third levels the design-
ers have installed a huge photo-mural on the
length of the interior “facade.” This, perhaps,
is an acknowledgement of the need for orna-
ment (or art) or narrative themes outside the
specific language of the architecture and in
addition to focusing on the specific commer-
cial contents of the showroom. This is an im-
portant effort which is both professionally
and artistically excellent. My concerns are
first, that there was no effort at architectural
“ornament” on the extenior facade; and sec-
ondly, that the photo-mural on the interior
facade 1s texturally too close to the other tex-
tures within the showroom, e.g. the general
feeling delivered by painted finishes and

over-all color contrasts. In other words, the
photo-mural has a positive but low conflict
effect on the interior. It seems to me that the
introduction of another visual language and
image-world within the architecture might
have included giving to the photography a
greater license for expression. | would have
preferred less square footage of photography
more vividly, and less homogeneously
presented. I am assuming that the archi-
tectural (including the artistic) environment
of a showroom should seek a wide range of
plastic responses representing (at least) the
subtle qualitative differences embodied in the
full line of furniture and additionally sugges-
tive of the different kinds of places to which
the furniture might be delivered.

Kent Bloomer is professor of Architectural Design
and Director of Undergraduate Studies at Yale,
where he has taught for 14 years. He is principal
author with Charles Moore of ‘'‘Body, Memory and
Architecture,”’ published by Yale University Press,
now in its fourth printing. He is a practicing sculp-
tor and architectural designer.

ENERGY REPORT

continued from page 77

commercial sector; 75 percent of that is for
space and water heating, and another 10 per-
cent for air conditioning. Approximately the
same figures apply to residential use. Given
those facts and the relatively slow rate of
building stock replacement, a vigorous retro-
fit program should be a high national priority.
Again, some states and cities lead the way.
The National Bureau of Standards developed
a retrofit model that is now being used in
Massachusetts, which, according to one archi-
tect in oil-dependent Boston, is “extremely
tight.” Several cities, including Hartford.
Seattle, Portland, Oregon, and Davis, Cali-
fornia, have promoted innovative building
conservation programs.

Moreover, despite savings available from
current techniques, there is much room for
new ideas. Princeton’s Williams and Ross de-
scribe the large area of conservation research
and development that should be on the fed-
eral agenda. It includes: aerodynamic studies
of buildings, thermal diodes (insulation with
different heat conductivities in different di-
rections), building materials with high spe-
cific heats for thermal stability, window im-
provements to control heat loss, and designs
to take advantage of local natural conditions.

Achieving conservation in building is rep-
resentative of the complexity of formulating
and implementing public policy. It involves a
delicate interface of technicians, designers,
planners, builders, and researchers; at least
three levels of government and many (some-
times competing) agencies; regional eco-
nomic and physical disparities; and, of
course, entrenched interests and customs that
are hard to budge. At root, it is the fundamen-
tal problem of planning in a federalist system.
Innovative conservation policy is, nonethe-
less, one of the most promising spots in that
big bleak energy picture, engendering rela-
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tively quick results.

On the other side of that energy picture is
new supply, and there a similar, necessary
relatuonship exists between far-sighted poli-
tics and technological potential. The produc-
tion of energy must increasingly be derived
from renewable resources, which currently
accounts for about 6 percent of all u.s. supply,
mostly as hydropower. There are several di-
verse forms of renewable, “soft” technology:
solar, wind, geothermal, hydro, and biomass
(in addition to conservation). Well over half
of u.s. energy use is consumed at relatively
low-grade temperatures for space and water
heating and for industrial process steam. So-
lar power 1s eminently well-suited for that
task, having proved surprising efficiencies in
all Amenican climes. Dozens of small entre-
preneurs—as well as a few corporate giants
like Grumman, Owens-Illinois, and Exxon—
have made rapid improvements in the hard-
ware of solar collectors. Solar-heated water is
now competitive with oil and electricity in
nearly all regions. As research and use esca-
late, further gains are expected in conductiv-
ity, storage, and deployment. As a result, so-
lar space heating will become more attractive
when coupled with rising prices for conven-
tional fuels. The Solar Energy Research Insti-
tute in Colorado, now headed by long-time
solar activist Denis Hayes, 1s emphasizing the
development of small-scale systems and pas-
sive design, an approach expected to bear
fruit for both residential and commercial use.
The goal, says one solar engineer, is “to start
with a totally integrated concept: conserva-
tion-oriented design that used passive solar,
waste heat recycling, and supplemented by
cost-efficient active systems like solar water
heating.” Such design can achieve 80 percent
energy self-sufficiency at minimal costs.

Hardware considered exotic a few years
ago is now on the immediate horizon. New
electricity generation will be available from
photovoltaic cells, which manufacturers like

Solarex and Mobil/Tyco believe will be com-
petitive within a few years. As the experience
with the semi-conductor industry shows,
prices will fall dramatically as economies of
scale are achieved. Activists like Dr. Barry
Commoner have been urging a large federal
purchase of photovoltaics to effect that goal;
Commoner estimates that a $500 million ap-
propriation could do the trick in five years.
Electricity can also be produced by co-gener-
ation, which utilizes waste heat in buildings
and factories to drive turbines. That tech-
nology is now commercially available, and in
West Germany currently supplies half of in-
dustry’s electricity.

Unfortunately, government policy has not
kept up with the potential of soft technology.
Last year a DOE memorandum to the Presi-
dent, entitled “Domestic Policy Review of
Solar Energy,” pointed out that federal policy
has inhibited the growth of solar power in a
number of ways, principally through subsi-
dizing conventional fuels, providing inade-
quate financing plans, and R&D expenditures
that “have not adequately concentrated on
systems that have near-term applications.”
The study indicates that a renewed commit-
ment would provide 20 percent of U.S. energy
needs within 20 years. A commitment of that
magnitude would require important changes
in the industry “infrastructure,” including a
substantial education effort aimed at design-
ers and contractors,

The challenge to move to a renewable en-
ergy base will require a creative forging of
public policy, technical development and
professional expertise. As energy theorist
Amory Lovins observes: “Changing any pol-
icy, even one that is plainly unworkable, is
never easy.” Taking the initial steps toward a
soft energy path, however, is the best course
of action that will rebound to benefit all.

John lirman is a Ireelance wriler based in New
York with a special interest in energy.
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Design for Independent Living,

The Environment and Physically Disabled People

by Raymond Lifchez and Barbara Winslow

Whitney Library of Design, New York, 1979, 208 pages, 160 black and
white photographs, bibliography, index, 525.

Barrier free design to the physically disabled is another way to
say independence. Designers regularly incorporate considerate
planning for the disabled in their work, but often the design is
done in abstract—the disabled are a segment of a program that
need a solution, rather than fellow humans who want to be as
independent in their movements as possible.

A serious attempt to know disabled people, this book is a
compelling journey through struggles and triumphs over hand-
icaps. Pictures capture a will to live as normally as possible, to
be part of families, to be creative and accomplished. Never
maudlin, you will be moved to see the reality of the difficulties
facing the disabled and you will want to approach your work
for them by seeing their problems as they see them.

In technique, the authors, Raymond Lifchez, an architect
and an associate professor at the University of California at
Berkeley, and Barbara Winslow, a social psychologist and ar-
chitect specializing in problems of the disabled, present pro-
files of seven men and women with different needs and make-
ups. The authors assess their needs, and disabled people in
general, in relation to Mayer Spivak’s 12 arch-typical places
where specific activities occur: shelter, sleep, mate, groom,
feed, excrete, store, territory, play, route, meet, compete and

work. The support networks, formal and informal, that enable
these people to live in the mainstream of society are described,
with emphasis on the role of both disabled-initiated self-help
orga=~izations and the attendants who perform special services.

Examples of specific design problems and solutions are

shown in a comprehensive catalog of adaptations, tools, and ad
hoc designs. The research techniques developed by the authors

provide a practical formula for arriving at design solutions that
should make this book a model for years to come.

Twentieth Century Limited,

Industrial Design in America,
1925-1939

by Jefirey L. Meikle
Temple University Press, Philadelphia, 1979, 249 pages, 149 black and
white illusirations, notes, and sources, index, $17.50.

An exploration of the beginnings of the industrial design pro-
fession, of the effect of streamlining on the American public,
and the ‘Producls of the time, this is a heavily illustrated ac-
count of American design in the 1930s. The author, Jeffrey
Meikle, assistant professor of English and American studies at
the University of Texas, relates the major factors that contrib-
uted to the growth of design and to the stylized redesign of
consumer products in that decade.

An elaboration on the tastes, talents, and careers of Ray-
mond Loewy, Norman Bel Geddes, Walter Dorwin Teague,
and Henry Dreyfuss shows how these designers hoped to make
the world a technological utopia. Their personal success dem-
onstrated how much the Depression-era public longed for a
frictionless, static society—a technological utopia free of
change. The book foeuses-en the clash of aesthetic ideals and
business realities in the formation of a profession that contin-
ues to have profound effects on American life.

rderyom bound volumes of

INTERIORS (Contract INTERIORS®)
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Each volume hard-cover cloth bound. Spines identify issues
within. INTERIORS /Contract INTERIORS January-June issues
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“From June 1977 to September 1978 INTERIORS was titled Contract INTERIORS.
.-------------

. The INTERIORS Group, Bound Volumes

£ 2160 Patterson Street, Cincinnati, Ohlo 45214

| enclose $ for bound volume sets as checked
below. Postage will be paid by publisher. In New York, Ohio,
Tennessee, California, Massachusetts, New Jersey include
applicable sales tax.
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RATES: 70¢ per word per insertion. $30.00 minimum.
PRODUCTS ADVERTISING: 70¢ per word—$50.00 minimum.

DISCOUNTS: 5% discount for 6 consecutive insertions; 10% dis-
count for 12 consecutive insertions.

PAYMENT MUST ACCOMPANY ORDER. Allow 10 words
for our Box Number address and $1.00 for handling.

CLOSING DATE: 25th of the second month preceding publica-
tion date.

ADDRESS ALL AD ORDERS: Classified Ad Dept.,
INTERIORS,
1515 Broadway, N. Y., N. Y. 10036.
Phone: 212/764-7431.
Toll Free 800/223-7524 outside New York State.

—Position Wanted
—e S CIVICES
—_Miscellaneous
Other

Ad copy

—Position Available
—Representatives Wanted
~Business Opportunities

Enclosed is 1ay check for §
Name
Address
City
Telephone #:

POSITION WANTED

WANTED: A JOB IN A FURNITURE FACTORY as production and maintenance engineer.
Contact: Philip Bassily, c/o Aly Kara, Fedders Air Conditioning Co., 922 §.
Staples, Corpus Chnisti, Texas.

POSITIONS AVAILABLE

MERCHANDISER/PLANNER: outstanding opportunity for creative individual experi-
enced in retail store planning and merchandising to work with nationally known
architectural firm. Thorough knowledge of store fixtures and visual merchandising
concepts is a must. Preference will be given to those with a strong design back-
ground and rendering skills. Position requires 3-5 years experience with design
firm in same areas. Reply by resume stating salary history to: Box 4244, Interiors,
1515 Broadway, New York, N.Y. 10036. Equal Opportunity Employer.

FURNITURE DESIGN INSTRUCTOR. Wood emphasis; studio plus wood technology
courses; supervision of shop and technical staff. Contact Mr. Marc Harrison, Head
of Dept of industrial Design, Rhode Island School of Design, Two College Street,
Providence, R1 02903. RISD is an Equal Opportunity Employer.

INTERIOR DESIGNER, INDUSTRIAL An in-depth knowledge of interior materials, fin-
ishes and office furniture and systems is essential. Applicants must be strong in con-
ceptual design through implementation. Evaluate alternative designs and make
specific recommendations based on cost effective anlysis. Experience in large scale
corporate projects with emphasis on office, engineering, laboratory, and manufac-
turing facilities. Your efforts will support an active new construction program as
well as major renovations, both nationally and internationally. This is a unique
and challenging position offering growth for the candidate with a minimum of 4
years academic development in Architecture or Interior Design and 5-10 years in
Architectural, Interior Design or Space Planning experience is required. Excellent
interpersonal skills are a must. If you are interested in, and qualified for, this out-
standing opportunity, please forward your resume in confidence to Jack Fusco.
Digital Equipment Corporation, Dept. E0601 3848, 111 Powdermill Road, May-
nard, Massachusetts 01754. We are an equal opportunity employer m/f.
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DECORATIVE ARTS PERSONNEL AGENCY ... Merchandise Mart. . .. Chicago. Spe-
cialists in recruiting intenior designers and decorators and personnel for allied posi-
tions. This includes color and style coordinators, showroom personnel. Nationwide
service oriented to quality. Because of our professional background and our expe-
rience in this field, our screening is not equaled elsewhere. This service is endorsed
by The lllinois Chapter of the ASID. Call Mrs. Anne Wimbush, Director (312) 642-
9449. We have good openings for commercial Interior Designers with three 1o five
years experience, mainly Midwest locations.

RITASUE SIEGEL AGENCY—Architecture, Interior and Retail design specialists are
recruited by Ms. Woody Gibson for creative international and national corporate
and consultant clients. RitaSue Siegel directs Graphic and Industrial design spe-
cialties. You are invited to submit confidential resumes. All fees employer paid.
Affiliates in LA and Zurich, 60 W. 55 St., NYC 10019 (212) 586-4750.

CoNTRACT FURNITURE SALESPERSON. Aggressive, independent, self-starting, expe-
rienced contract furniture salesperson desired by Herman Miller, contract deal-
ership whose personnel are articulate achievers and professionals with strong
ideals. In other words, we are looking for someone who is ready to be an entrepre-
neur. We are ready to pay the highest commissions in the industry with unlimited
income potential. 201/391-0931.

MARKETING MANAGER: National Office Furniture Systems Manufacturer with suc-
cessful record, seeks shirt sleeve Executive experienced in this field, to assume
broad responsibility: Marketing and Sales. Mail resume and salary requirements
to: DISCOVERY SYSTEMS, INC,, P.O. Box 62, Carlstadt, New Jersey 07072. Aut:
President (No telephone calls please).

INTERIOR DESIGNER Prudential Insurance Company's Corporate office in Newark,
New Jersey, has an immediate opening for an interior designer or architect with 2-4
years' experience in an interior design, architects, or corporate design office. Per-
sons applying for this position should have inherent esthetic awareness and be pro-
fessionally competent in: office layout and drafting; the space planning and speci-
fying of furniture systems; preparing cost estimates and maintaining cost controls;
the layout of power, telephone and communication equipment; preparing sched-

ules and meeting deadlines. Additionally, candidates should be capable of leadin
projects from inception to completion and have the ability to communicate wit

corporate executive: Salary commensurate with experience. Please send resumes
in confidence to: Linda Boulden, Employment and College Relations. Prudential,
213 Washington St., Newark, N.J. 07101 Equal Opportunity Employer M/F

SALES REPS WANTED

EXCEPTIONAL OPPORTUNITY to build a substantial income for qualified reps with
contacts. Unicube Corp. is a leading national manufacturer of tubular chrome sys-
tems for exhibits, furniture, fixtures and displays. We will supply you with sales
leads from our extensive advertising and public relations compaigns. Showroom
space desirable. Exclusive territory arrangements. Contact: Mr. Richard Kamlet,
Unicube Corp.. 540 Manida St., Bronx, N.Y., 10474 Tel: 212/378-1700.

LINES WANTED

ESTABLISHED SHOWROOM o the trade only, wishes to represent exclusive, high style,
hand prints, wall paper and fabric lines. INTERNATIONAL WALL-
COVERINGS & ACCESSORIES, 130 N.E., 40th Stret, Miami, Florida 33137. PH:
(305) 324-7861.

SERVICES

INTERNATIONAL PLASTICS CONSULTANTS, RESEARCH AND DEVELOPMENT: Specialists
in Product Design and Process Development; plastics in building, architecture and
design; variety of other services. Armand G. Winfield Inc., New Address: 2879 All
Trades Rd., P.O. Box 1296, Santa Fe, N.M. 87501 (505) 471-6944.

COMPUTER APPLICATIONS—Software development services for architectural design
applications. Specializing in the solution of information processing problems and
investigations in the areas of design data analysis, space planning and furnishable

specifications. Write Robert J. Krawczyk, 1220 North LaSalle, Suite 3E, Chicago,
IL. 60610 (312) 337-1356.

MISCELLANEOUS

NEW EDITION OF CALIFORNIA CONTEMPORARY CRAFTSMEN. Unique catalog of
sources of fine art-craftsmen and their work. Color plates, over 130 pages. Indis-
pensable sourcebook for interior designers. $5.95 large format. Send for your free
descriptive brochure today. Dept. B, 27 Bridge Rd., Larkspur, CA. 94939.

The Presentation ADVISOR, a new bi-monthly publication and advisory service
on newsletters, brochures, and visual presentation techniques. Charter subscribers
to 8/1/80 $45/yr, 20 Waterside Plaza, Dept. C11, N.Y,, N.Y. 10010 (212) 889-4672.




1000 pieces original sculpture for sale,
Public Trepresentation, commission, exhibition.
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Please check one box in each category

Title © 1 Int. Designer O 2 Architect © 3 Ind. Designer

Nature of Business

1 A Contract turnisher

1 8 Contract/commercial interior designer or inNtenor
design firm
Architect and space planner at architecture firm en-
gaged in contract/ commercial jobs
Industnal designer and space planner at industrial
design hrm engaged n contract/commercial jobs
Oftice furniture dealers with contract/commercial
interior design services
Furniture or department store with coniract
mercial intenor design services
Contractor builder, developer. and realtor with con
tracl/commercial intérior design services
Space planner or designer al educational institu
tion, hotel, molel, reclaurant. corporation. govern
ment, medical, transportation, theatre or other op-
eration

| Buyer or spaciher al educatonal institubon, hotel

molel, restaurant, corporation. government. med:-
cal, trransportation, theatre, or other operalion
Student of intenor or industrial design or archi
lecture
Manutaclurer's represantative or other alled 1o
contrac! / commercial mnlénor dasign

I m Manufacturer

I} N Others

com

General Area of Work
S 100% Cmt

R tor | - T 75% Cont

o O Immediate Purchase _ 50% Cont
0 P Future Project v  25% Cont

I w 0% Cont
Type of Project This Card From
0 O Contract ) X My Copy

0 A Residental o v Pass-along Copy
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Interiors

P.0. BOX 14549 ‘
CINCINNATI, OHIO 45214

Interiors

P.0. BOX 14549
CINCINNATI, OHIO 45214
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Interiors
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important: Affix postage 10
these post cards. The post
affice will not deliver mail
without a postage stamp

Use these

Reader
Service

Cards

to get free l
additional
information i
on products

and services

in this issue. I

¥
For product literature
or advertisers infor-
mation, circle the
numbers that corre-
spond to the numbers
on the advertisement
or in the Product Re-
view and Literature
sections. Be sure to
fill in your name and
address, tear out the
card, affix postage,
and drop in the mail.




Our “Architects Kit” contains an
almost limitless selection of color and
texture coordinated file card cuttings.

All assembled in a durable plastic case.
An invaluable fabric library for every
contract specifier.

Price $15.

Available with
DuPort TEFLON' soi! & stain repeller

Jmn us for m&eahmenta duriqp




Haworth offers
the most complete

_ open office
Inter10rs system
available today.

UniGroup.

Haworth gives yvou more planning
options. A comprehensive offering
of textures, colors and graphics.
Rigid steel construction. The ex-
clusive “Helmholtz Principle” for
maximum sound control. Three
separate, integrated electrical cir-
cuits with TriCircuit ERA-1", and
TriAmbient™ Lighting—addi-
tional Haworth exclusives. Plus an
extensive selection of specialized

components. UniGroup. Beautiful, |

balanced, rugged and tlexible. The
complete system for today's open
office planning.

|

Send for the
“UniGroup Designer’s
Package”. Write
Haworth, Inc.. Holland,
Michigan 49423,
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