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A turning point
for COLUMNS?

Rob Pfaffmann, AIA President

“Remember, the music

A

“Some of us would
prefer a more critical,
scholarly orientation

to things; others a
more self-gratifying
promotional approach.”

is not in the piano.”—clement Monk The constant tug of war

unenviable task of satisfying the world's most opinionated and
demanding group of professionals. Some of us would prefer a more
oritical, scholarly orientation to things; others a more self-grati-

fying promotional approach. How can we balance these differing

sensibilities?

Since its inception, COLUMNS has steadily improved both in
graphic form and editorial content. It is now at a turning point;
for a professional “rag” we want it to promote our members and
their practices first. For those of us without professional market-
ing staff, or the ability to get published by Architecture magazine,
our marketing efforts may benefit from a good looking local pub-

lication that can be brought to an interview or used in a cold call.

between form and content is nothing new to
those who design. Just as we struggle to bring
the proper expression and life to our build-
ings, the Cantor Group and our communica-
tions committee is often struggling to find that
same balance. It has to be said up front that

Connie Cantor and her staff have had the

viewpoint

The counterpoint to this point of view to which | subscribe is
that our publication, while having an important role in promoting
the work of the membership, must also develop a credibility
founded on atradition of solid editorial content. COLUMNS can
reflect the ideals of our profession to the general public as well
as the members. It also needs to be relevant to clients; often -

our institutional and government clients arearchitects.

The opportunity to place our profession out front as a respected
source of information about the issues affecting the built en-
vironment can be effectively accomplished through COLUMNS
directly and indirectly. Well-written articles about the value of
architecture using our members’ work as examples can be ef-
fective "seeds” only if they are tied to larger issues that the print
and electronic media will latch on to. The opportunities are
impressed on me each time we receive a comment about a story
published in COLUMNS. Constructive criticism from profes-
sional journalists, graphic designers, photographers, and
publicists is useful to the continuing improvement of our

publication.

But ultimately we have to have something to say, ideas to
express. We need to have an opinion. We need to disagree.
We need to show the public that we can be self-critical. WE need
to find that elusive balance between hard-edged journalism and
self-indulgent promotional hype. If we don't, we lose our col-
lective credibility and the real opportunities to extend the pro-
fessions' positive impact upon the quality of our lives. The op-

portunity awaits us. Mt
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