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THE ONLY THING OUR
EXCLUSIVE CASEMENT WINDOW CRANK
WILL CATCH IS YOUR ATTENTION.

At long last, blinds, shades, and curtains can

breathe a sigh of relief, and so can your clients.

Because with Pella’s newest casement, nothing

can get poked, prodded, or caught on

a protruding window crank. It comes with a

fold-away handle that flips open when you

need it, then tucks neatly back into place

when you don’t. It’s always out of the way.

In fact, your clients might not even know it’s

there. And that’s truly noteworthy. To find

out more about our window and door

solutions, contact us at 1-800-54-PELLA

or visit our website at pella.com.
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ITS BEAUTY AND CHARM ARE OBVIOUS.
ITS SEAMS ARE NOT.

ThiE PINK PANTHERM 8 ©.2




Presenting MiraVista® Specialty Roofing. The unique folded design of MiraVista Copper gives it a seamless, dimensional look that
ages beautifully. It also gives MiraVista Copper superior resistance to the harshest weather. Use the MiraSpec™ Design & Specification
Tools on our web site to help you select, design and install the perfect MiraVista roof for your next job.To learn more
about MiraVista Slate, Shake, Copper or Designer Metal visit www.miravistaroof.com or call 1-800-GET PINK.

WE KNOW HOMES.™
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Design in Historic Preservation:
Dialogue or Quarrel?

Monumental Specifications:
A Walking Workshop of the

Experiences in Design-Build:
The Expanding Dimensions of

ARSI Annual Historic Resources Committee Member

Liaison Reports
Washington, DC
September 28-30, 2001

For more information contact Kathleen Lane at
(202) 626-7468 or write klane@aia.org.

Conference by The Design-Build PIA with ACSA
Atlanta, GA

Septemher 21-23, 2001
For more information contact Pat Lukas at (202) 626-7576
or write plukas@aia.org.

Sponsored by Specifications and Building
Technology PIA
Washington, DC

Septemher 2829, 2001
For more information contact Pat Lukas at (202) 626-7576
or write plukas@aia.org.

1
4
»
1
>
1

SEPTEMBER Architecture of the Heart—

New Orleans 2001 ends In Cardia

September 28—0ctober 2, 2001
For more information contact Pat Lukas at (202) 626-7576
or write plukas@aia.org.

Sponsored hy the Academy of Architecture for
Health PIA

Chicago
Industry Calendar s —
Of For more information contact Jennifer Barry at

Events (202) 626-7455 or write jbarry@aia.org.
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Strength, Quality, Value:
Building Successful Project Teams
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Fall Conference 2001

Sponsored hy the Practice Management PIA
AlA Headquarters, Washington, DC

October 13—15, 2001

For more information contact Kevin Shertz at
(202) 626-7579 or write kshertz@aia.org.

i

California College of Arts & Crafts
San Francisco
. Octoher 12-13, 2001

- Join colleagues, experts, and students for an interactive
symposium to chart the context of the architecture
profession. Panel discussions representing practice,
research, and the academy will set the tone for an
interactive dialog. All participants will be charged to
participate fully, determining the future context of the
profession. Sponsored by: AIA Educator Practitioner Net,
AlA Young Architects Forum, AIA National Associates
Committee, American Institute of Architecture Students.
For more information visit www.aiasnatl.org.
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The KitchenAid heritage of design leadership
continues with the sleek styling of our Architect™
Series. This incomparable line of premium kitchen
appliances features streamlined, stainless steel
exteriors that offer timeless heauty and
performance.

(800) AIA-3837
The AIA has introduced “Information Central,” a
new help-line telephone service that directs
callers quickly and efficiently to the staff
members and information they need. AIA
members are encouraged to call for “one-stop”
~information about the institute, dues, continuing
education requirements, upcoming events, and

- convention news.

Whirlpool Corporation has been recognized by the
Industrial Designers Society of America for its array
of concept microwaves created in 2000 by a team of
Whirlpool and independent product designers

under the so-called Microwave project. The record
1,260 entries for this year's Industrial Design
Excellence Awards (IDEA), coming from the United
States and 12 other countries, were judged by an
18-member panel from the designers society. This
year marked the 22nd annual IDEA competition.

B Y E VY B N s

~ www.insideadvantage.net ~ Reader Service #612
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Make your homes a little cooler.

Homes all over the sunbelt are beginning to feel a little different. They're cooler, thanks
to TechShield™ radiant barrier sheathing.

TechShield is a combination of roof sheathing and a thin, but durable layer of
alumnnum The aluminum reflects up to 97% of the sun’s heat away from
the attic, leaving it as much as 30° cooler. That not only makes the
whole home cooler, it also allows the air conditioning system to do
less work all summer long.

Most new home buyers think that's pretty cool.

So before you design another house, check out the coolest thing
to hit the building industry in years.

Call 800.450.6108, or visit our website at www.techshield.lpcorp.com.

LP and TechShield are trademarks of Louisiana-Pacific Corporation. l
© 2001 Louisiana-Pacific Corporation. All rights reserved. 4 :
Specifications subject to change without notice.

800.450.6108 .
i Circle no. 351

www.techshield.lpcorp.com

‘l'echShleld

* Stay cooler. Save energy.

Specialty Products
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wwww.graphisoft.com

APHISOFT

out of the box

* 80% of ArchiCAD users are

ex-AutoCAD  users*

What do they know that you don’t?

Circle no. 263

it’s time you looked at ArchiCAD.
iIt’s architecture, out of the hox.

To get a free ArchiCAD Demonstration CD or to find
an ArchiCAD reseller near you, call 1-800-344-3468

‘Source: Graphisoft
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20' continuous ridge vent.

B Power nailable - installs fast and easy

B Goes down flat & smooth — no waves or dents like the “rolled” or “snake” vents
B Clog free design — no filters or mats to restrict air flow

B Low profile (5/8") - 13.5 sq. in. of vent per lineal foot

® Available in 11", 81/2" & 7" widths Gﬂﬂ t@
%%

by COR-VENT

B Perfect for hip roof installations >

- — .
Works on 3/12 - 16/12 roof pitches The Leader in Innovative Rooftop Ventilation*

FAX by phone, VENT-FAX™ COR A. VENT, INC.
4 : PO. Box 428 ¢ Mishawaka, IN 46546-0428
‘ Instructions, technical specs., . ;
% 3 2 Phone: (800) 837-8368 © Fax: (800) 645-6162
- drawings and other information Email: ad@cora-vent.com
i about COR-A-VENT is available ' y

by calling our (800) 595-6158 ‘Website: www.cor-a-vent.com
phone line.

COR-A-VENT products meet or exceed all nationally recognized
building codes for ventilation. Covered under patents #5,054,254,
#5,439,417, #5,542,882, additional patents pending.
© 2000 COR-A-VENT, Inc. Made in the U.S.A.

Proud importers of
Clay Roof Tiles from
around the world.

Ph: 905-627-4035 Fax: 905-627-9648
Po Box 275 Milgrove, Ont LOR 1V0O
E-mail nris(@wchat.on.ca Web www.northernrooftiles.com
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mesiomger
s a shower
IS '8 sniower!

gf-- Exhilarating pleasure and a great sense of energy await

/ o
© & @ drenching rain of shower sprays. Think of showerheads, body
& sprays and a hand-held shower working in a pre-programmed

mode that you determine. It's called a shower system.

those who are able to start a new day immersed in a

ONDINE engineers have been at the forefront of design and

engineering shower systems. So, if it's just a component

you need, or an entire system, ONDINE is your best choice.

-_—n
‘\’\ﬁ

UNOINE

www.interbath.com
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taour worK.

It's your legacy. Define it with boundless colors, shapes and styles. Let us help you transform light into emotion. Shadow into s



Weather Shield

Windows & Doors

ter into inspiration. Our windows and doors. Your mark. Call 1-800-477-6808 x2562 or visit us at weathershield.com See the light™
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ONE OF NEW YORK’S PREMIER ARCHITECTS

DISCUSSES VITRUVIUS,

THE BEAUTY OF AN

He’s well-versed in the
aesthetics of ancient Rome.
He calls his architecture
“classicism with a twist.”
And he’s a firm believer in
Corian® solid surfaces and
Zodiag® quartz surfaces.
Meet Peter Pennoyer,

a timeless architect for

our time.

Beauty, utility, fitness.
Pennoyer believes his
buildings should embody
the basic principles of
beauty, utility and fitness
set forth by the Roman

-t

. Cony - of time aesthetically and structurally,” Pennoyer

says. “And they’re available in a wide range of unique colors and

architect Vitruvius. With a strong residential focus,

Peter’s designs are as functional as they are stunning.

Peter Penno)'er, Residential Architect

. How do Corian® and Zodiaq® surfaces liveupto ZODIAQ®

# QUARTZ SURFACING

such principles? Quite well. “They stand the test | <

Corlan® Is a DuPont registered teademark for its Solid surfaces, Zodiaq” is 2 DuPant registered toadernark for Its quarez surfaces,

Circle no. 314

CREATIVE FREEDOM AND

INTEGRATED SINK.

textures that make beautiful
complements to traditional
materials such as wood,

tile and stone.”

Taking off from the past.
“We let the past serve

as a point of departure,”
says Pennoyer. “Our

client can count on his

- house being singular in
- its guise.” Corian® and

© Zodiag® surfaces help

achieve

this aim.

“The beauty of Corian®

comes through in a great

design,” Pennoyer says. “Its flexibility lets you make the most of
it. Zodiag® provides a bold contrast with its crystalline look and
brilliant colors.” No other surface offers all this.
Which is why we affix the above medallions on
each installation as marks of authenticity. To discover the endless

design possibilities, just visit us at corian.com or zodiaq.com.




from the editor

identity crisis

could you live and work without labels?

by s. claire conroy

% s there any other country
" that loves labels more than
| the United States? Cole
. Haan, Doc Marten, Ralph
Lauren, Banana Republic,
BMW, Subaru. They’re a
shorthand for a variety of
life-styles and tastes. Like
it or not, we are what we
wear, what we drive, where
we live—at least, in others’
eyes. This is how Americans
make sense of our democrat-
ic land of plenty.
New-home buyers shop
by label, too. If they’re pur-
chasing a production house,
they’re choosing a Pulte,
Toll Brothers, or Taylor
Woodrow. If they’re build-
ing a custom home, they’ll
hire an architect by reputa-
tion as well. Maybe they’re
interested in collecting a
house by you as they would
a painting by Kandinsky.
More likely, they’ve heard
you work in an architectur-
al style they admire. Most
likely, they saw a house
you designed and want
something along those same
lines. And voila, you’re
labeled. You’re stereotyped
by the last beautiful house
you did. You’re a Modern-
ist, traditionalist, decon-
structivist, or some other
“ist” of your own invention.
For architects, typecast-
ing is an especially thorny
problem. You do want some

sort of professional identity
—ryou don’t want to lan-
guish in anonymity, with
no one coming to you ask-
ing for anything. But which
identity do you strive for?
Do you aim to satisfy the
prevailing public taste? Do
you go for what the shelter
magazines think is chic?
Or do you cleave to what
was cool in architecture
school and in professional
journals? Each has advan-
tages. But it’s all very lim-
iting. Why can’t you and
your client just start with a
piece of paper and discover
together what that house
will look like?

As long as clients and
residential architects believe
a custom home is a product
and not a process, nobody’s
going to drop the labels. A
number of things have to
be in place before you and
your client can go where no
one has gone before. The
most important is trust. The
best way to gain that trust
is to listen to your clients.
Says our cover architect,
Dennis Wedlick, “It’s about
words. There are some that
make them defensive and
others that show you’re lis-
tening. You don’t want to
communicate that you’re
pursuing some personal
agenda. Be careful not to
use the ‘I" word. Don’t even
use ‘I think.” Say, ‘Do you
think?’ Then offer the sug-

residential architect / september 2001

gestion. Avoid anything that
implies you’re going to lead
rather than serve. It’s the
best opportunity to be cre-
ative because it leaves the
most doors open.”

Wedlick used this ap-
proach with some custom
clients in upstate New
York. The design respond-
ed to what the family of
five asked for out loud
(a screened porch, crown
molding, and other classi-
cal touches) and what they
communicated tacitly
(a need for lots of private
space and room to unite).
Together they designed
a true, one-of-a-kind cus-
tom home—a shingle-clad
house in the shape of a
six-pointed star.

Although I call his style
“easygoing Modern” on the
cover, Wedlick really defies

Photo: Katherine Lambert

classification. And that’s
largely because his work

is so specific to client and
site. But, as a magazine
editor charged with show-
ing, explaining, and defin-
ing—sometimes in very
tight spaces—I went ahead
and stuck on a somewhat
ill-fitting label. If you take
the time to read the story
on Wedlick, beginning on
page 48, you’ll see I let him
describe his architectural
identity. Such is the danger
of rejecting labels: It makes
us all work harder. ra

Questions or comments?
Call me: 202.736.3312;
write me: S. Claire Conroy,
residential architect,

One Thomas Circle, N.W.,
Suite 600, Washington,
D.C. 20005; or e-mail me:
cconroy @hanley-wood.com.

www.residentialarchitect.com
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Electric Skylight Installation




The new, easy to install Electric Venting Skylight from

One wire. One box. One purchase. RYA M M IP,Q 1-800-283-2831 www.VELUX-VSE.com

ROOF WINDOWS
AND SKYLIGHTS
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keep those cards, letters, and e-mails coming, folks.
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media-challenged

y compliments
on your edito-
rial in the June

issue (“Today Show Ignores
an Architect,” page 13).
Your insight points to the
profound problem archi-
tects are having in our
communities. We’re still
marketing to a select few,
reaching-a few of those
few, and ensuring that
architecture is beyond the
reach of most of us.

Our profession has seri-
ous difficulty making the
transition to a media-friend-
ly culture. We’re unable to
put our best representatives
in front of a television cam-
era. In fact, we can’t agree
on who best represents us.

It’s unfortunate that a
profession that prides itself
on the effective communi-
cation of ideas fails so
badly when confronted
with the changing attitudes
(and increasing affluence)
of our society.

Doug Brinley, AIA
Callison Architecture
Seattle

time to hit the
mainstream

¥ saw the same series

l on the “Today” show and
agree with your editorial
comments. I am an associ-
ate in a traditional land-
scape architecture firm in
Bonita Springs, Fla., spe-

cializing in one-of-a-kind,
original residential garden
design. If you think archi-
tects and architecture are
sometimes invisible to the
public, landscape architects
and landscape architecture
are at least as invisible—
if not more so.

I think the reasons for
my profession’s public-
relations problem are simi-
lar to architects’ in that
landscape architects tend
to have an “uppity” and
expensive reputation. To
compound the problem,
the general public is not
at all sure what we do.

In addition, the members
of my profession, like
yours, tend to be terrible
marketers. I think the very
qualities that make us good
designers—introspection,
careful thinking, and sen-
sitivity; a formal and
demanding education; a
rigorous licensing process
—hinder us.

We take ourselves too
seriously. We concentrate
on the importance of get-
ting our work recognized
by professional magazines
and our professional soci-
ety. Actually, it is much
more important to get out
in the community and talk
about ourselves and our
work, submit work to less
prestigious but well-read
local magazines for editori-
al use, and tell the “Today”
show and HGTV that we

www.residentialarchitect.com

would like to be included.
‘We must commit our-
selves to educating the
public about the value of
our allied design profes-
sions. We need to make our
services seem less intimi-
dating, more understand-
able, and eminently more
embraceable. In short, we
need to hit the mainstream.

Kristen Petry
via e-mail

credit risks

he reason architects and

building designers are
routinely left uncredited
in builder literature and
builder awards programs is
simple: Builders do not
wish to bid on a set of
drawings against other
peers. They do not want
anyone to know who is
designing their product
because the consumers may
bypass them to get the good
stuff and then have it built
elsewhere at lower cost.
This is understandable.

Consequently, there is
a group of unsung great
designers doing up a super
product that will never be
known because of special
hiring clauses. The biggest
scam of all in the construc-
tion industry today is this:
eliminating competitiveness
by refusing to follow the
traditional process of bid-
ding on a set of documents.
It is now a marketing proc-

residential architect / september 2001

ess, not a design process.

But residential designers
cannot afford to pack their
offices with all the product
and material samples that
builders have. Once again,
we have lost control. And
that will continue unless
we somehow regain the
lead position. If that means
becoming design/build, then
that must be the course of
action to follow. Otherwise,
we get involved in bones
only, not skin—and lose a
tremendous part of our fee.

Out-of-house designers
should include contractual
clauses that make it manda-
tory to credit the design
professional when a project
is featured in any media.

John Henry, AIA
John Henry Design
International
Orlando, Fla.

good kick

reat editorial regarding
g the invisible man—
me. I have a small firm in
Michigan and next year will
be my 20th year as princi-
pal of my own firm. We
have had a wonderful run
and I am very proud of the
work we have done, but we
have failed terribly at any-
consideration of PR. Thank
you for the kick in the butt.

Walt F. Coponen, AIA
Coponen Architects, P.C.
Northville, Mich.
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' what you want in a window or door, Marvin Windows
A_¥ and Doors can meet or exceed your needs. With over
11,000 standard styles, shapes and sizes coupled with a host of
custom capabilities, Marvin will deliver the window that’s just
right for any project. Whether it’s new construction, renovation
or historic restoration, when Marvin says “Made for you”™—
they’re not kidding!

For more than 80 years, Marvin has been producing made-

to-order windows and doors that are simply unmatched in both

" beauty and performance. Committed to maintaining the highest

quality standards for every part that goes into each finished

product, Marvin believes the details make the difference. In fac,

- Marvin maintains a staff of architectural specialists dedicated to

ensure each project comes together creatively and seamlessly

regardless of the many unique challenges it may represent.

m Custom capabilities don’t always g
mean big costs or long lead times.

With its “made for you” manufacturing process, Marvin rou-

 tinely works on one-of-a-kind windows and doors. Features that

other manufacturers consider “custom” and may take twelve
weeks or longer, are standard options at Marvin. Everything
from unusual divided lite patterns to special exterior casing to
clad colors to glazing options—or something truly unique—is

simply part of what Marvin delivers to its custom builder and

- architect clients every day.

The new Wood Ultimate Double
B Hung Window offers the flexibiliry m
needed for special applications.

Marvin’s Ultimate Double Hung Window is classically styled
yet incredibly durable and energy-efficient. Available now in
wood, the Ultimate Double Hung offers flexibility and high
performance that includes fingertip-smooth opening and
closing, a tilt mechanism that’s extremely simple to oper-

ate and remarkable craftsmanship throughout.

The Ultimate Double Hung is available in over 127 stan-

dard sizes and can be configured in numerous ways including
a traditional double hung, a single hung or an operating
round top, to provide just the right look for any home design.
To achieve a more traditional feel, optional features may be
added such as simulated thick sills and ogee lugs. Even the
smallest details such as divided lites or special hardware colors
to match the décor may be requested.

Personal service, custom capabilities, high performance
and durability are what make Marvin windows and doors

uniquely Made for you.

MARVIN ¢

Windows and Doors

Made for you’

www.marvin.com

For more information on Marvin’s custom
capabilities as well as its full product line, call
1-888-537-8266 or visit www.marvin.com
today.
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It's in a class by itself.

The Marvin Ultimate Double Hung. It's not the double hung refined,

it's the double hung reinvented. The most amazing design improvement being its

unique sash tracking and locking system. And now, it's offered in all-wood as

well as clad. So you and your clients can further express your individuality.
The Marvin Ultimate Double Hungs. Can't you just see them in your plans?

MARVIN{&4 -
For afree product brochure, call 1-800-236-9690. L“‘ In Canada, 1-800-263-6161 www.marvin.com

Windows and Doors

Made foryou:
0950109A
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home .

tips and trends from the world of residential design

my house, the car

_ unk car parts don’t often hang out around
architect-designed homes. But there they

ﬂ are, playfully serving one purpose or

" another on a renovated house and studio
in Berkeley, Calif. The entryway awnings are
discarded hatchbacks. Railings are truck tail-
gates and Volvo station-wagon rear doors. And
car windows have been pressed into service as
shelves. Designed by Leger Wanaselja Archi-
tecture, the project was among the Annual Top
10 Green Projects chosen by the AIA’s Com-
mittee on the Environment.

Cate Leger and Karl Wanaselja, a husband-
and-wife architectural team, bought the 100-
year-old house and adjacent shop as a spec
project. Acting as developers, designers, and
builders, they jacked up the two-and-a-half-
story house, building two new commercial
spaces below and creating two residential units
above. The pair’s environmental approach ran
the gamut from purchasing sustainably har-

vested woods and using recycled newspaper

20 www.residentialarchitect.com

ron.

for insulation, to selling the old nails for scrap
metal. “We took the building apart so materials
could be reused or sold to salvage yards, rather
than taking them to the dump,” Wanaselja says.

The couple also searched for alternative
sources of new materials. Why the wacky car
parts? “The material has a lot of energy embod-
ied in it, and the parts are beautiful,” he says.
“We integrated them in such a way that they’re
functional, but also treated as sculpture.”

After the couple completed the project, they
moved into the top-floor unit and used the de-
tached building as an office. “Our work has a
playful element to it,” Wanaselja says. “Recycling

and salvaging should be fun.”—cheryl weber

-

I

-
I
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Above: Two Volvo tailgates
get a second life as a rail-
ing. Left to right: On the
architects’ detached stu-
dio, formerly a cinder-
block antique shop, a
Mazda hatchback protects
the entryway. The house’s
rear deck incorporates a
hatchback awning and a
truck tailgate railing. The
architects raised the
house and inserted com-
mercial space below.

september 2001

jet set

Courtesy Kohler

ohler’s new Sok overflowing bath is no ordinary tub. The 75-inch-long,
4 24-inch-deep basin contains eleven special air jets that transform the
water into a whirlpool of effervescent bubbles. Once the tub is full, the
. water cascades over the unit’s inner rim to be heated, filtered, and re-

01rcu1ated back inside for conservation. “Consumers told us that they wanted a
warm, deep bath that was more soothing than a traditional whirlpool,” explains
Sok product manager Paula Forseth Dick. “They didn’t like having to crunch
down and stuff a washcloth in the overflow drain to be completely submerged.”

Camouflaged controls adjust water circulation and jet action. The bath’s
outside walls can be finished in any material; the interior tub is available in
white, almond, or biscuit. List price starts at $5,790. For more information,
visit www.kohler.com or call 800.4KOHLER.—shelley d. hutchins

can-do attitude

ndy Warhol would have been
proud. Of the 9,187 cans
used to construct Nadaskay/
Kopelson Architects’ grand-prize-win-
ning entry in the 2000 CANstruction
competition, 5,660 of them were
Campbell’s soup cans. The Newark,
N.J., firm liked them because they
interlock securely when stacked. At
6,000 pounds and 8 feet tall, the tea-
house was completely self-supporting,
as stipulated by official rules, with tape
(packing, strapping, and foam) as the
only adhesive. “The largest obstacle
was creating sturdy enough beams to
securely support the roof, which
weighed over 1,000 pounds,” says
project architect Christopher Stone.
CANSstruction, a national commu-
nity-service project for the design and
construction industry, was launched six

»
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Courtesy Nadaskay/Kopelson
years ago by the Society of Design
Administration in tandem with the
AIA. Last year, 37 participating SDA
and AIA chapters collected 900,000
pounds of food for Second Harvest
food banks. “We have 55 cities that
intend to hold a competition this year,”
says national chair Cheri Melillo,

“and we expect to raise more than
one-million pounds of food.”—s.d.h.
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home front

calendar

residential architect design awards:
call for entries

deadline for requesting a binder: december 3, 2001
entry deadline: january 7, 2002

22

Our annual residential archi-
tect Design Awards program
4 honors outstanding architec-
¥ ture in the following cate-
5 oories: custom, renovation,
multifamily, affordable, pro-
JK.Lawrence duction, and on the boards. A
project of the year is selected from the winning built
entries and all of the winning projects will be pub-
lished in the May 2002 issue of residential architect.
Shown: a 2001 custom-home grand-prize winner by
A&E Architects. See page 33 for more information.

sign of a great design contest

deadline: december 31

Jenn-Air’s new design competition targets remodeled
kitchens that incorporate Jenn-Air appliances. The
grand prize is $10,000 and a four-day trip to Milan,
Italy. For entry form, call 612.375.8541.

perfect acts of architecture
september 15—january 6
carnegie museum of art, pittsburgh

A sluggish economy that curtailed
new building in the 1970s and

’80s triggered an eruption of
“paper architecture.” This exhibition
features drawings of unbuilt proj-
ects by prominent architects Rem
Koolhaas, Peter Eisenman (whose
House 6 Transformation Drawing,
1972, is shown at left) Daniel
Libeskind, Thom Mayne, and Ber-
nard Tschumi. Call 412.622.3131 or

visit www.cmoa.org for exhibit hours.

classical cities: 19th-century
photographs of greece and rome
september 20—november 11

lowe art museum, coral gables, fla.

Fifty-six 19th-century albumen and silver gelatin prints
depict the architecture of such Classical civilizations as
Pompeii and Herculaneum. Visit www.lowemuseum.
org or call 305.284.3535 for museum hours.

www.residentialarchitect.com

the chicago bungalow
october 18—january 15
chicago architecture foundation

This exhibition celebrates the
historic Chicago bungalow with photographs, models,
blueprints, videotaped interviews with current owners,
maps of bungalow belts, and a full-size footprint
depicting an interior layout. Shown: a row of historic
bungalows built between 1910 and 1940. For hours
and information, call 312.922.3432.

restoring wright: past
perspectives/future directions

november 1-4
lakeland, fla.

The Frank Lloyd Wright Building Conservancy’s annual
conference examines the challenges of preserving and
maintaining Wright’s houses and buildings. Specific
topics include original design intent, restoration philos-
ophy, building modification, and adaptive re-use. Call
773.324.5600 or visit www.savewright.org to register.

a/e/c systems fall 2001

november 13-15
pennsylvania convention center, philadelphia

In conjunction with
Computers for Con-
struction 2001, this
conference and trade show will host more than 250
booths and 50 education sessions dealing with technolo-
gy issues in design and construction. For more informa-
tion, visit www.aecsystemsfall.com or call 800.451.1196.

MS §

continuing exhibits

Rooms with a View: Landscape and Wallpaper,
through October 14, Cooper-Hewitt National Design
Museum, New York, 212.849.8400; Revelatory Land-
scapes, through October 14, San Francisco Museum of
Modern Art, 415.357.4000; Defining Modern Euro-
pean Design 1880-1930, through November 11, Muse-
um of Fine Arts, Houston, 713.639.7300; A Century of
Design, Part IV: 1975-2000, through January 6, 2002,
Metropolitan Museum of Art, New York, 212.535.7710;
William Price: From Arts and Crafts to Modern
Design, through January 12, 2002, National Building
Museum, Washington, D.C., 202.272.2448; Aluminum
by Design, through November 4, Montreal Museum of
Fine Arts, 512.285.1600.

residential architect / september 2001
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Kolbe & Kolbe

Windows & Doors

If seeing is believing,
then you won’t believe this
— A casement window without
intrusive locking hardware! Kolbe &

Kolbe makes it possible with the Mirage®
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For custom builders, residential architects and interior designers whose
expectations are every bit as discriminating as their tastes, the premier
marketplace is Custom Home 2001. For those who understand the difference,
Custom Home 2001 offers the finest collection of high-end products and
services available. More than 200 exhibitors and over 35,000 net square feet
of exhibit space are dedicated exclusively to the most leading-edge
technology, products and resources, while an in-depth conference program
will cover the latest business, marketing, design and new “smart home”
technology topics. For additional inspiration, Custom Home 2001 is proud to
showcase the winners of this year's Custom Home Design Awards.

If detail marks the difference in your work, Custom Home 2001 is the event The Event, for (FUStom ,Bu'lders
& Residential Architects

you can't afford to miss.
September 27-29, 2001

Baltimore Convention Center
Baltimore, Maryland

For more information, visit www.CustomHomeShow.com
or call: 800-681-6970

Sponsored by Owned and Produced by

Builder CustomHome architect HanleyWood,



OUR LATEST VENTILATION TECHNOLOGY
HAS A SCIENTIFIC BACKGROUND.

Gaggenau engineers have come up with a kitchen
ventilation concept that is simple but revolutionary.
It makes use of the “Coanda” effect, named after the
European aeronautical pioneer who discovered it.
A secondary fan at the leading edge of the hood
directs all odors into the filter, providing nearly
100 percent extraction, making it unique among
professional-style hoods. Its exceptional qualities
extend to its appearance, too, with a textured
aluminum and glass finish that will enhance any
kitchen setting.

If you would like to find out more about this
revolutionary concept or other unique appliances
in the Gaggenau collection, call 1-800-828-9165.
Or visit us online at www.gaggenau.com/us.

THE DIFFERENCE IS GAGGENAU,

Circle no. 52

GAGGENAU




perspective

history lessons

architect russell versaci rebels and revels in the ways of old.

26

by a. russell versaci, aia

ay back in archi-
tecture school—

*’ many years ago
now—I was a renegade. At
least the Harvard Graduate
School of Design thought
so in 1972. In an atmos-
phere that was biologically
Bauhaus, I was designing
Classical facades with
columns, entablatures, and
plinth bases. The faculty
politely but firmly suggest-
ed that I might look else-
where to study architecture
if I wanted to do “that sort
of thing.” After a year of
conflict, I took their advice
and transferred to the Uni-
versity of Pennsylvania
Graduate School of Fine
Arts. There I discovered the
possibility of life beyond
Modernism.

At Penn I fell in with an
adventurous group of like-
minded renegades who
spent most of their architec-
tural lives roaming the
stacks of the Frank Furness
Library in search of every-
thing old. Penn was one
of the last schools to yield
its tradition of Beaux Arts—
style teaching to the ground
swell of Modernism. It also
had one of the best collec-
tions of historical architec-
ture books outside of the
Avery Library at Columbia
University.

The great irony of this

collection of rare books
was its curator, an elderly
professor of architecture
who had come of age as a
Modernist. Thirty years
earlier, convinced that “his-
tory was no longer rele-
vant,” he had tossed out
many of the Beaux Arts
monographs and impecca-
ble portfolios of watercolor
renderings in the library.
Once history had righted
itself again, he proceeded
to restock the shelves with
replacement volumes
acquired at great cost from
antiquarian book dealers.
Fortunately, his architectur-
al epiphany made life very
exciting for us stack rats.

www.residentialarchitect.com

For three years I had the
pleasure of working and
learning alongside fellow
students who yearned to
understand and practice
architecture in the old way
—by studying the history
of building, by learning
the Classical Orders, by
decorating facades with
ornament, and by drawing
in ink and watercolor wash.
Through trial and error, we
learned to acquire the lost
skills of traditional practice
from one another.

It was an autodidactic,
peer-based learning tech-
nique that made every
bit of acquired skill seem
precious.

residential

Ron Blunt Photography

Versaci takes cues from older houses when designing new ones. For this new fieldstone residence
in McLean, Va., he looked to the traditional stone cottages in England’s Cotswold region.

the reactionary
School over and my creden-
tials earned, I had no clue
how to translate a passion
for traditional architecture
into the real world of
work. Fortunately, my col-
league and fellow Harvard
dropout, the sculptor John
Dreyfuss, invited me to
Washington, D.C., to help
him restore the 1789 Hal-
cyon House in Georgetown.
Washington proved to be
fertile ground for traditional
architecture, because it was
a culturally Southern town
with a conservative mind-
set in matters of style and
taste. After wandering in
continued on page 28
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. Smooth-Star

/

2

The Steel-Beater Fiberglass Door.

Smooth-Star is the first fiber-
glass door to truly capture the
smooth, classic look of painted
wood. With distinctive panels
that create dramatic

shadows and offer M
more depth and icn s ooy
detail. It’s the “look” ™™
that has instant curb appeal.

Another attraction is Smooth-
Star’s superior durability. It
won’t dent, ding, rust, split or
require any costly call-backs.
All this, for about the same
price as a steel door!

You watch. People will be
paying so much attention to
Smooth-Star’s startling appear-
ance, they’ll hardly notice
anything else.

THERMAR J

DUURS

THE DOOR SYSTEM YOU CAN BELIEVE IN
Circle no. 15

Smooth-Star:
exquisite depth and
detail that rival
fine painted

wood.
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the city’s architectural
offices for several years, 1
decided this was the place
to start my own journey in
traditional architecture. I
had met a fellow traveler
and future partner in David
Neumann, and we set out
to create a tradition-based
firm. We have found a
receptive and well-heeled
audience here for our
brand of work.

For fifteen years we have
been in the business of re-
creating tradition, of selling
history. Much like Ralph
Lauren has done in the
fashion world, we rummage
through the antique shops
of architecture to find ideas
that resonate. We find, we
study, and we measure old
buildings to understand the
secrets to their composition
and craftsmanship. Then we
synthesize a design using
antique ideas and crafts to
create something new out
of something very old.

Our most potent discov-
ery has been that it takes
inspired clients to make
inspired architecture. Our
clients bring a vision of

“traditional architecture permits
us to build without leaving an

egocentric footprint on the work.”

their dream; that vision
becomes our fountainhead.
Their dream stimulates our
creative juices to search for
traditional forms and prece-
dents for a new design. The
process and the final work
are a collaborative effort

that works something like
an extended swap meet.
The clients bring to the
table their thick file of
magazine clippings. We
bring our collection of pho-
tographs and dog-eared
architectural monographs
from the library. Together
we cut and paste and ulti-
mately cobble together a
primitive picture of what
will become their dream
house. In the end, we all
feel a deep sense of com-
munal authorship of their
new home.

One of the reasons we
enjoy traditional architec-
ture is that it permits us to
build without leaving an
egocentric footprint on the
work. Our profession suf-
fers from the popular mis-
conception that all archi-
tects are arrogant, imperi-
ous characters bent on
using their clients to fund -
their artistic expression.

My partner and I prefer
to work within traditions
that require us to be good
students rather than creative
geniuses. Our most success-
ful projects are those where

Versaci Neumann
& Partners

we leave no distinct archi-
tect’s mark, the house that
“looks like it’s always been
there.” The highest com-
pliment we can hope for

is being asked, “When

did you restore that great
old house?”

www.residentialarchitect.com

traditional
technophile
In this age of digital technol-
ogy, we have often thought
that we should offer a bou-
tique architectural service in
which we prepared old-fash-
ioned hand-drawn and hand-
lettered designs. In the early
years of our practice we
did just that, creating hand
drawings with meticulously
rendered plans, elevations,
and details. These drawings
were important architectural
works for us, being as well-
crafted as our buildings.
Because of the computer’s
power to streamline the
design process, we now do
all of our drawing digitally,
with the exception of some
initial sketching. Our port-
folio is an electronic image
bank housed on a Web site in
cyberspace. We e-mail draw-
ings between our two offices
in Washington, D.C., and
Middleburg, Va. But we’ve
made painstaking efforts to

I

Ron Blunt Photography

A stained inlay floor pattern and Neo-Classical detailing grace the
entry in this Potomac, Md., home by Versaci Neumann & Partners.

adapt these new tools to our
culture and to our way

of producing architecture.
We’ve developed computer
drafting techniques to simu-
late the hand rendering that
we admire so much. Our dig-
ital portfolio has the consis-
tent, classical simplicity that
has been the hallmark of all
of our printed materials.

In short, we use digital
media as yet another tool in
the production of our brand
of architecture. We simply
work with more efficiency,
flexibility, and precision than
in the past. The journey in
architecture from renegade to
reactionary to technophile has
flowed on a course I never
would have imagined. rz

A. Russell Versaci, AIA, is a
principal of Versaci Neu-
mann & Partners in Wash-
ington, D.C., and Middle-
burg, Va., and a founding
member of the Institute for
Traditional Architecture.
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...naturally.

Cemplank fiber-cement siding gives

you all the benefits of natural wood -

the beauty of the finest woodgrain texture,
great workability, combined with the
features of fiber-cement - resistant to

fire, rain, and insects - providing total
customer satisfaction.

We've even topped Mother Nature with
something you'll never get from wood.

The only lifetime limited warranty. .

Cemplank... forever”

The Leader in Quality Fiber-Cement Products

Tel: (877) CEMPLANK

Fax: (610) 916-4916 ® www.cemplank.com




Apartments and condos aren’t buildings.
They’re homes that just happen




For projects requiring the warmth, character or true feeling

of home, nothing performs like Andersen™ windows.

The fine detailing of our real wood interiors adds richness and

a classic look to any application. With over 200,000 size, shape

and style combinations, you have the choices and options you

need o bring your visions o life. Plus, we have all of the project

support and services lo see any job through to completion.

For information on the Andersen porifolio of 400 Series and

Series products, call 1-800-426-4261, ref #3245.

; Or visit anderserwindows.com.
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Deadline Extended—ENTER Now!

oy

www.smartsystemhome.com

Entry Form and Fee Deadline:

Extended to September 21, 2001

Completed Entry Binders Are Due:
Extended to September 28, 2001

Who can enter?

* Builders

* Architects

* Developers

* Planners

* Other Industry Professionals

What can you enter?

* Projects completed after January 1,1999.

* Single-Family Detached entries must use
SmartSystem lap or SmartSystem panel ona
minimum of three sides.

*Single-Family Attached and
Manufactured/Modular entries must use
SmartSystem lap or SmartSystem panel as
the predominant siding product.

How do you win?

A panel of independent building professionals
will review entries and select winners based on
quality of design, function, crattsmanship and
use of SmartSystem siding products.

First-Ever

Smartsystem

P Home of the Vear Awards

Call for Entries

The premier SmartSystem Home of the Year Awards, sponsored by SmartSystem
Siding, honors beautiful homes with great elevations that feature SmartSystem
products. There are four entry categories, including single-family detached homes of
all sizes, single-family attached homes and manufactured or modular homes. One
project will be chosen as the 2002 SmartSystem Home of the Year.

2002 SmartSystem Home of the Year
Entry Form

There are three ways to register:

1. MAIL: R CASH

Complete and mail this form to Melissa Dole,
2002 SmartSystem Home of the Year Awards
One Thomas Circle, NW, Suite 600

Washington, DC 20005

2. FAX: T4
Fax this completed form to Melissa Dole at 202.7851974 y
3. ONLINE:

Visitwww.smartsystemhome.com and register

Name

_"GRAND PRIZE _

Title

Company

Address

City State Zip

Telephone Fax

E-mail

O Send more information (O Send entry binder(s) and instructions now

Categories Number of Entries

O Single-Family Detached Under 3,000 sq. ft.
O Single-Family Detached Over 3,000 sq. ft.
O Single-Family Attached

O Manufactured/Modular

Here's my payment for entries at $50% each Total $

* Checkfor $ payable to SmartSystem Home of the Year is enclosed
* Please charge my credit card

OVisa OMeasterCard OAmerican Express
Card Number Expiration Date

Name as it appears on card

Signature




call for entries’

residenti
design awa

the third annual entry form

residential architect Design Awards, sponsored To register, you may do any of the following:

by residential architect magazine, honor the best - call Shelley Hutchins at residential architect, 202.736.3407

mail this form to Shelley Hutchins, residential architect Design Awards 2002,
One Thomas Circle, N.W., Suite 600, Washington, D.C. 20005

eight categories, encompassing custom home design, fax this form to Shelley Hutchins at 202.785.1974

renovation, multifamily housing, single-family

in American housing. Awards will be given in

Name
production housing, affordable housing, and | Title

work on the boards. From the winners, the judges will Firm or Company

choose a Best Residential Project of the Year. Address

City/State/Zip

who'’s eligible?
Architects and designers.
Other building industry professionals may submit (U Send more information.
projects on behalf of an architect or designer.
Hanley-Wood employees, their relatives, and regular
contributors to the magazine are not eligible. i

Telephone and Fax

(1 Please send entry binder(s) and instructions now (must be prepaid).

a Payment for standard entries at $125 each and/or
On the Boards entries at $95 each is enclosed.

3 el
what’s eligible?
Any home or project completed after January 1, 1999. (] Check for $ (payable to residential architect) is enclosed.

For On the Boards submissions, any design completed ) yisa [ MasterCard . American Expreis
after January 1, 1999. |
‘ Card Number

when’s the deadline? Expiration Date

Entry forms and fees are due no later than December 3,

2001. Completed binders are due January 7, 2002. Name on Card

| * Signature
where will winning
pI’OJectS appear? number of entries categories
Winning projects will be published in the May 2002 1. Custom Home, 3,500 square feet or less
issue of residential architect magazine. 2. Custom Home, more than 3,500 square feet
3. Renovation (residential remodeling and additions)
. I . 4. Multifamily Housing
how WII proj eCtS 5. Single-Family Production Housing, detached
be Judged’? 6. Single-Family Production Housing, attached

) ) ) 7. Affordable Housing (At least 20 percent of the
A panel of respected architects and design profession- | units must be affordable to families earning 80 percent to 120 percent of the

als will independently se.lect S ba.sed ondesign | local Median Family Income. Consult your area HUD office or local govern-
excellence. They may withhold awards in any category mient: office for the MFL)

at their discretion.

8. On the Boards (any unbuilt project from the
categories above)

deadlines entry form and fee: december 3, 2001
completed binders: january 7, 2002
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going for the gold

cultivating high-end clients takes a little ingenuity and, sometimes, a ski-lift ticket.

34

by cheryl weber

ne evening in
Rome, seated at a
restaurant at the

foot of the Spanish Steps,
architect Charles Cunniffe
struck up a conversation
with the couple at the next
table. After dinner, business
cards were exchanged, and
several months later they
hired him to do a small
project in England.

Cunniffe designed
another house for a client
he met on a heli-skiing
excursion in the Canadian
Monashees. Then there was
the trip to the Nagano
Winter Olympics in 1998,
organized by a Norwegian
client, during which he
picked up work for a house
outside Vail, Colo.

Such chance meetings
resulting in high-end com-
missions aren’t that uncom-
mon for Cunniffe, AIA, an
Aspen, Colo., architect.
His passion for skiing and
golf—and piloting his own
plane—has put him side by
side with people who lure
him to exotic places, and
then ask him to design
their houses. As a result,
his portfolio includes proj-
ects in Thailand, Mexico,
South America, Japan, and
half-a-dozen European
countries. Through his well-
developed recreational life,
Cunniffe has tapped into a

rich source of architectural
work. His business niche
evolved from the activities
he enjoys, he says, not the
other way around. But now
they’re intertwined.
Indeed, not all architects
set their cap for the famous

or fabulously wealthy. Mon-

ey (still) doesn’t guarantee
taste. And the front line of
architecture isn’t just about

www.residentialarchitect.com

being published in a presti-
gious taste-making maga-
zine. ““You don’t need to
throw endless money at a
project to do excellent archi-
tecture,” points out Jim Mor-
ter, FAIA, of Morter, Aker,
Cole Architects, Vail, Colo.,
which specializes in ultra-
high-end custom homes.

Yet many architects relish
the artistic freedom—and

David Plunkert

responsibility—that comes
with being handed a healthy
budget. “I find this kind
of architecture absolutely
intriguing,” Morter says.
“It involves an awful lot of
work and tedium, and for
some architects it’s brain
damage. But I also love the
personal aspects and getting
to know the clients.”
continued on page 36
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Butterflies. Chameleons. Flowers. Oceans.

What color roof would you like?

(‘ ; he true beauty of a Ludowici tile roof is having

the freedom to choose from an infinite number of

colors. Almost any color you can imagine, we can
create. A simple shade of earth brown or the green

of the leaves on an African Violet, anything at all

is possible.

Our custom colorization
begins with the world’s finest clay.
Our master craftsmen then meticulously

mix and remix a kaleidoscopic of pigments until
they get the color you want. You also have the
option of over 25 stock colors and treatments. Next
a revolutionary kiln comes into play, heating the tiles
to temperatures exceeding 2,100° F, making them

virtually impervious to the elements.

The end result is more than a

¢ A adeetiorn to

custom. colors, we

remarkable roof. It is a work of art,

bearing your signature. Art guaranteed to retain

can also ’6‘%’(’/ e its brilliance for 75 years®. Ludowici. Above all else.

IR OAI1oUs es'/zczt/e.s"
80()917_8998 " WWW.IUd()WiCj.(’,OnI I A Quality Brand of CertainTeed Corporation

*See detual warvanty for specific details and limitations
©1999 Ludowici Roof Tile, Inc.

Lo create blends
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traveling in
circles

Like Cunniffe, San Fran-
cisco architect Dan Phipps,
AIA, markets to upscale
clients in an oblique way—
the only way that really
works, said every architect
interviewed for this story.
Twenty years ago, he reno-
vated a condo he intended
to live in himself, but then
sold before going to gradu-
ate school. Between classes
he took on more fixer-
uppers, including an apart-
ment complex that went
condo. “People started
thinking, ‘Here’s a guy who
knows how to develop

“a principal or senior person
on the team needs to be available
at all times—for good and bad

and not quite right.”

things and create value in
a property,” Phipps says.
Later, his own home in the
posh Pacific Heights com-
munity began to turn heads.
“I entertained in the house;
people could see what was
there,” he says. “They want
to be able to see, touch, and
smell what you’ve done.”
Of course, Phipps takes
his clients as seriously as
he does their design. “Every
time I get a job, whether
high or low end, I do the
best I can, not just to have
the best architecture, but
also the best relationship

with the client. So at the
end of the day, I've found
every job yields us three
new jobs.”

Reputations travel farther
in upscale circles than they
otherwise might, simply
because of the constellation
of specialists that orbit
around high-end house-
holds. “It’s not just the
clients we’re taking care of
but the people who are a
buffer for them—their attor-
neys, business managers,
interior designers, real
estate agents, and archi-
tects,” says Thomas Borto-
lazzo, a Santa Barbara,
Calif., contractor. “As a

—donald rattner

consequence, we’re essen-
tially marketing to all those
people. We find that some-
times even more valuable
than the referral we get
from a client is the referral
we get from their business
manager, who might man-
age eight to 10 other high-
end clients.”

As a contractor, Borto-
lazzo is a fixture in that
picture, too. Charlottesville,
Va., architect Madison
Spencer, AIA, says some
of his greatest marketing
comes from his relation-

www.residentialarchitect.com

ships with builders, particu-
larly when he’s working
in far-flung locations.
“Contractors are spokes-
persons,” he says. “They’re
the ones clients typically
come across first, and who
recommend the architect.
In general, clients are more
trusting of contractors than
they are of architects. We
gain contractors’ respect
by knowing how to build
and preparing the proper
construction documents,
and by working with them
as opposed to lording
over them.”

In this high-stakes game,
Spencer also regularly

photographs his work and
submits it to magazines.
To clients who are parting
with a lot of capital, seeing
an architect’s work in print
represents a much-needed
stamp of approval. “Even
in the most mundane cir-
cumstances, people look
for a label they can recog-
nize,” he says. “Like in
the fashion industry, it car-
ries a sense of respectability
and repute.”

In the last few years,
Ferguson Shamamian &
Rattner, New York City,

has begun to bolster its
pricey residential niche
with resort work such as
golf clubhouses and other
facility buildings. It’s a
logical way of expanding,
Donald Rattner says,
because people have
second or third homes

on these properties.

The architects also
attract the attention of
potential clients by design-
ing table decorations for
high-profile charity events.
In fact, during the first
decade of practice, the
firm’s most powerful tool
for gaining entree into
high-society homes was
its collaboration with inte-
rior designers—a natural
link, since two of the
founding partners came
from Parish Hadley, an inte-
riors firm in Manhattan.

That relationship con-
tinues to be an important
one in the high-end world.
“Interior decoration plays a
big role in these houses—
paint, wallpaper, lighting,
even things as basic as
understanding how these
people live and entertain,”
says Rattner. “There’s a
dynamic to these houses
that is unique to them. It’s
not knowledge people grad-
uate with from architecture
school. Because we spoke
the interior designers’
language, they knew the
issues they were interested
in would be resolved in a
satisfactory way.”

chef and tailor
Architects in this market
must be fluent in the
clients’ language, too.
continued on page 38

residential architect / september 2001



i iz’tkout the right materials, a sophisticated design loses its sophistication. Cultured Stone*
products look and feel exactly right. They also help you in other ways—cost, availability and

ease of installation for instance. For an 84-page full color catalog and information about
StoneCAD; the CD-ROM design tool, visit www.culturedstone.com or call 800-644-4487.

© 2001 CULTURED STONE--A DIVISION OF OWENS CORNING MARE EN U.S Al




practice

Typically, the owners are
movers and shakers who
expect you to deliver an
exquisite product while
using their time and money
efficiently. From design
concept through construc-
tion, veteran architects
market a process more than
an architectural idiom.
“When you step in the
door at Paul Stewart, you
want that haberdasher to
size you up and give you
the style that fits you, not
show you 50 different
suits,” Spencer says.
“That’s what these people
hire architects for. They’re
looking for the architect
to take responsibility.”
John Saladino, a star

interior designer based in
Manhattan, uses a similar
analogy. “I always tell
clients that working with
me is like going to a very
good restaurant. You're
given a menu, but you don’t
need to know what all the
ingredients are.” In other
words, people of means hire
him because he knows cer-
tain things: that windows in
rooms housing a collection
of paintings or photography
need ultraviolet glass. That
people of a certain age need
better reading light and
more comfort than younger
people do. That a large
household may need two
laundries—one private, and
one for the staff. And that

the staff laundry room
needs a television set, good
air-conditioning, and a door
opening into the garden so
those working there don’t
feel trapped.

Jim Morter sizes up
clients’ needs by involving
them in an on-site design
charrette that can last three
days. It’s good for market-
ing as well as design. “It
appeals to people,” he says,
“so they give us a try. These
people are investing a lot of
themselves in a home—not
just money.” Starting with
clean sheets of paper, he
gets them to divulge their
dreams and basic ideas
about home. “It’s amazing
what comes out of these

sessions,” Morter says.
“And the clients feel a pride
of authorship.”

On the other hand, a
touchy-feely approach is
torture for some. Once,
Morter literally spent 25
minutes with a client before
sitting down and designing
a $2.5-million home. “It
scared the hell out of me,
shooting in the dark,” he
says. “But I ended up doing
two other homes for him,
including his primary resi-
dence in another country.”

precision drill

A lot of high-octane clients

are successful business peo-

ple, such as bankers and
continued on page 40

"‘ - 0

i b
DETAIbS ARE

&%

T A N
DISTINCTION IS TI/\IEL

l“'\lBFLI ISHED: H. \RD\V }

\1()mecs AND. WOODE: \ﬁg, X
“WoREbwWIDE DistrIBUTI S

- REDUEST OUR CATALOG

\/quthennw ' l 800-558-0119 TP TURETIET RDWOOI)
/ woonamvn'r > /ORK OUR, SPECIAE S MOUEDINGS) &
4 -1 eﬂ‘M . . /

w.mouldings.com v B ,
Circle no. 342




..‘................-..“.,..'

eSO NORNESEOSOISINOOIPOCONONOSESPNOSODS

.I...........O........“;‘.....-.................'....“...‘.‘“...................‘..

PO OO NOOISIORNOIOGSIOSIOSINSINSEOSIOIOENOSTNTS

....’...l......'."‘.......l

eeceO0OCOOCROOOOGOOIOSCEOROPOROOTOROOGROTODS

LA N AR S AN E A AR AR AR A A R R R R R AN R R R A R N R N NN

...'..........Q....‘....é.
S0P RGO POOSRCOISENOOISORPONIEROONTES

~ Stainless Steel Sinks » Hard Composite Sinks ¢ Kitchen Faucets
Bar Sinks & Faucets « Sink Accessories » Decorative Accessories

Innovative, Premium Quality Products, Since 1925

Now Available Nationally Through Better Plumbing Wholesalers
And Decorative Plumbing Showrcoms .

800-451-5782 » www.blanco-america.com %

Circle no. 367



practice

venture capitalists, who
possess a well-developed
sense of self-confidence. So
an architect’s confidence
level is one thing they pick
up on. Says Phipps: “Peo-
ple have commented to me
that other architects don’t
know what they’re doing.
Don’t say, ‘I’'m not sure.’
Let them know there’s an
order to this; it won’t be a
soft, gushy process. It’s
black and white, like a
business. They like that
more than anything.”
Recently, for example,
Phipps was able to speed a
$6 million project through
a restrictive review process
because of his relationship
with a planning-department

“let clients know it won’t be a sofft,

gushy process. it’s black and white, like a

business. they like that more than anything.”

official. “It’s a can-do
thing,” he says. “So many
people get stalled in the
process because they don’t
have good people or orga-
nizational skills. Know a
guy who can solve your
problems. You want a
builder who will show up
and get the job done. Over
time you build up a rela-
tionship with people by
providing information in

—dan phipps, aia

the format people want.”
Contractor Bortolazzo
stresses to clients a project
delivery system that’s heav-
ily weighted toward con-
struction management, as
opposed to just budget or
quality. The firm uses Pro-
log Manager, by Meridian,
to log new job data and
constantly apply it to the
original scope of work. The
information is part of a

report that shows clients
and their business managers
how many change orders
are pending and how they’ll
affect the schedule and the
budget. “We like to think
the clients and professional
team are always aware of
changes to the job status,”
Bortolazzo says.

Indeed, wealthy clients
view their architect as the
impresario of a large group
of people who are brought
together for the project,
Rattner says. His firm also
employs sophisticated sys-
tems to channel information
and create a clear paper
trail. And it generates
extensive construction

continued on page 42
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practice

drawings that leave little to
the contractor’s imagina-
tion. “If mistakes are made,
we’re there promptly to
address those things,” Rat-
tner says. “A principal or
senior person on the team
needs to be available at all
times—for good and bad
and not quite right. We’re
not a 9-to-5 service; the
client can find us anytime
if they wish to.”

practicing your
principles

For that reason—and
because designing a sub-
stantial residence is a long,
labor-intensive process—
architects should turn a dis-
criminating eye on potential

clients. When Spencer visits
out-of-town clients, he
often stays with them as
guests for the weekend.
“Over a one- or two-year
period, that’s a lot of face
time,” he says. “If you don’t
like the way they act or find
them finicky, you can drive
each other crazy.”
Washington, D.C., archi-
tect Hugh Jacobsen, FAIA,
agrees. After 43 years of
practice, he judges potential
clients by the same criteria
as he did starting out—are
they seeking an innovative
design, or simply a seduc-
tion chamber? “Louis Kahn
once said, ‘How do you do
a beautiful building for a
rat?’ You don’t,” he says.

“When architects are being
interviewed, the client
thinks he’s interviewing the
architect, but the architect
is interviewing them, too,
judging them in terms of
design appropriateness

and personality. All of my
clients have been my
friends; that’s how you do
a good building.”

Adds Saladino: “A lot of
designers working on the
high end cater to new
money with a lot of gold
plumbing fittings. If they
come to us looking for that,
we say, ‘We don’t think we
can handle you for a year.
What I’'m known for is this
luxurious and sensual mix
of old with new, but never

over-the-top. I always like
to mix humble with rare
to take the thunder out of
the palace.”

Above all, Santa Fe
architect Elisabeth Wagner,
AIA, sees to it that her
high-end clients have fun.
Building or renovating a
house is as stressful for
them as for anyone else.

“I keep it light with humor
and sympathize with them
about the lack of privacy
and how much it costs,”
Wagner says. “You’re
there to help them have

a good time.” ra

Cheryl Weber is a contrib-
uting writer in Severna
Park, Md.
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