
COLLJI\ANS

,
L

r

VOLUIVIE 1 1 NO 7 AIA PITTSBURGH, A CHAPTER OF THE AIVIERICAN INSTITUTE OF ARCHITECTS SEPTEMBER 1997

i
I
!

{

" -*A a ....,

?^fr* xi

'1

Il

I

}.,,
7'\

.*I f
*". :.

:{}f,p*'it t .
**q.,.

, n

"t



ffi

Jotn Deklewa A Sons, lnc. has made its mark as one of lhe

premier general contractors in the Westem Pennsylvania

construction industry by being aftentive to detail. Since the

company's founding in '1918 by John Deklewa Sr., the fimr'has

eng4ged,in most types oi.-irtrAlon activity. Frorr building'

treatmentwasteandwaterconstruction, facilities
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From the Top . .

News.........
Breaking Ground

Calendar......

0n the cover: Facade of AIA Pittsburgh building.
Watercolor by Robert Bowden.

We rett//1 aren't ma*eting
'sen'ires' or'pror/arts' or
"tlte finn" - stts'7s

mofieting L'5.

tlt THts lssuE
tllorietingforSuccess ......... 8
Many firms often c0nfuse marketing with public relations

and advertising. But is it more than that?

Wltat is Your Clapter Doing to ,lIa*et
Your Profession and Your Firm . . . . . . .1 Z
It/arketing the profession of architecture and showcasing

member f irms and architects are two of the main goals of

AIA Pittsburgh

Building Documentotion: A Student
Exercise Produces A Valuable Cornmuni4,
Re.tource . . .. . . 11
Students engage in an activity that enhances their skills

as future architects, strengthens the University's ties to

the community and in turn gives the community

important information

BoolRzu-iero ......... ZL)

Fallingwater. Frank Lloyd Wright's Romance with Nature

provides more nsight into a beloved local treasure from

its curator.

fulojor Restoration Plannerl for
Follingot:ater .........21
Temporary shoring is installed as plans evolve for

repairs to Western PAs most well known work of art.

Tonlinu Your 0uln ]lorn

Marketing is one ol those things that many

of us look upon like medicine. We know it's good for us,

but we really don't wantto do it. Whether its architecture,

law, consulting, 0r any other lield, we want to get down to

the "real" work that we love and that consumes us. But,

life just doesn't happen that way. ln order to do the "real"

work, we have t0 pay our dues - over and over again -

getting our name out there, staying in touch with once and

futu re cl ients, keepi ng up ou r techn ical ski I ls so we can be

recognized as experts in our f ields. lf we're lucky, we en-

joy this part of the business and relish the challenges o{

the marketplace. lf not, we've got a problem, Maybe a

partner who is better at it and enjoys it more will carry the

load, but we can't escape our responsibility for marketing

ourselves totally. Aye, and theres the rub: we really aren't

marketing "services" or "products" or the "firm" - lve're

marketing US. We are the productl And what an uncom-

fortable thought that is for those of us who aren't secretly

aspiring performers, poLiticians, or megalomaniacs.

You may not fall ln love with marketing after reading this

months issue, but perhaps understanding it more, hear-

ing the comments of colleagues and reviewing the basics

will establish a better comfort level. AIA is working hard

to assist, both on the chapter and national levels. You can

help by sharing your successes and {ailures with your col-

leagues. As we've noted before, architects are not in com-

petition with each other as much as with those who build
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without the services of an architect, Sharing your stories

can only help elevate the entire profession in the eyes of

the public.

The good news is that your reach is expanding. There is

solid evidence that you as professionals are gaining re-

spect in policy circles and your opinions are being sought

out more frequently by both policymakers and the media.

That can only help build recognition of the importance

and affordability of architectural services, as well as

translate into dollars for each of you who participate

in some activity.

lVany thanks to artist Bob Bowden who graciously painted

the watercolor of the AIA building on Ninth Street for our

cover Bob is back this month with another exhibition of

his works called ,4specfs of Pittsburgh, and you can see

the watercolor for yourself the way it was meant to be seen

- in color.

Here's to an invigorating fall, cooler weather, and the an-

nual Gold Medal Lecture. Thisyear, Tod Williams, FAIA, is

featured, and you don't want t0 miss hearing him. Ivlark

your calendars Ior September 15 - and be therel

And finally, i{ y0u've been waiting to read about the prac-

tice of Feng Shui, you wlii jirst have to wait a little longer.

Delays on the house wo intend to feature have caused us

to move the a(icle back to 1998. iilt

Access rHE PnoFEsstoNALs
ADA, Inc. is a niche firm specializing in ADA & other accessibilit.v-related regulations. We

provide a range of consulting services, combining the users' perspective with an in-depth, up-

to-the minute knowledge of the regulations. We offer design professionals creative and cost-

effective technical assistance, from concept through construction administration, to help ensure

compliance and usabilitv.

Our satisfied customers include: PNC Bank, Oxford Development Company, The Galbreath

Compan.v, Michael Van Valkenburgh Assoc./Pittsburgh Cultural Trust, The Pittsburgh Zoo &
Carnegie Mellon Universitv.

ContactJoan Stein, President and CEO, at

412-263 -2 NtA (voice/IDD)
ADA, lnc. is represented by Diversitywoks

Inc.
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by Cheryl R. Towers, Editor
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