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DEKLEWA Respected Builder, valued Construction Leader, Trusted partner
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.oNSTRL]CTION STR\4CES

Leader.

Builder.
Program Management

Site Selection

Feasibility Study

Pre-construction

Partner.
Site Work

Demolition

Concrete

Carpentry

Drywall & Acoustic

General Contracting

Construction Management

Design-build

Estimating/budgeting

Value Engineering
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'NC.1273 Washington Pike. P.O. Box 158. Bridgeville, pA 15017

Tel: 4'l 2-257-9OOO . Fax: 41 2-257-4486. www.deklewa.com
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Arrhi tedurc is pernto nen t
art, Viiiolt, stirl, nnd good

n n'/t i leilu re s uppo rrs a

slstem fbr pnple to lte

creoti'u-e.
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Culturul Er-olation.;
Several of Pittsburgh's cultural iewels are undergoing

design changes. Columns takes a lo0k.

7b LEED or not to LI'.ED . . . . I l
ls the process of attaining LEED accreditation worth the extra

expense and effort?

Snrn ,ltep.r to trtc.llal'ing ctf a Spettacular
€Greett Cr.tn.-ention Cenler. ... . .. ... 16

By Vivian Loltness, FAIA

The CasE lor Penmansltl Art

Columns January/February 2OO4 3

By Tracy Certo

Pittsbu rgh. They were, i n a word, dazzled, "lt s good to see

a convention center taking this kind ol risk," said one ar-

chitect who had never been here before. "Pittsburgh s great

and thrs is great." A young architect from D.C. was enam-

ored with the Will iam Penn Hotel and the convenience ol a

compact city where you can walk everywhere. Another was

impressed with "the layering and dilferent styles o{ archi-

tecture". An engineer went 0n at length about the beauty

of the center-"modern and sleek but not sterile, very

welcoming". Her favorite part? The interior anchors.

At one conterence session, Carnegie lVellon's Vivian

Loftness introduced Vifloly and presented 7 Steps to Green-

ing the Convention Center (which we have included it in

this issue). She personally thanked the architect for the

amazing new conventi0n cenler. He in turn threw bouquets

of gratitude to Rebecca Flora, executive di rector of the G reen

Building Alliance who served on the design committee.

The gold LEED rating for the center was granted the Friday

betore the conference. And although the timing is some-

thing Bebecca is sure the USGBC pushed for, she said

there was no slack granted in gaining the Gold rating. lt

was, she declared, "rigorous". More on LEED and the year-

old LEED 2.1 on page 12

As I was leaving the conference that Friday, I sp0tted an at-

tendee checkin0 out the glass elevator on the third floor He

looked up then down and all around and I was thinking,

"Engineer." "Going up?" he asked. Sure. We were whisked

t0 the tOp lvhere a slunning view ol the spl it gleaming curved

roofs framed the city sights beyond. The man gasped in de-

light as he ran t0 one side of the roof and then the 0ther. He

was shouting (yes, from the rooftop) comments such as

"Look at this!" Look at that!" lt was a double bonus to be

there, soaking up the dramatic views while watching the re-

action of someone clearly intoxicated by it all.

Rafael Vifroly received many accolades during the confer-

ence but this was one he really should have experienced.

As I stepped into the elevator to slip away, I watched the

explorer continue his discovery, He spotted me and waved

goodbye, signallng an enthusiastic thumbs up and I

nodded in understanding. Clearly, this kind 0f permanent

art is helping the city move forward.

At the GreenBuild conlerence here

this past November, architect RaJael Vinoly, FAIA spoke

ab0ut designing the center and noted "the revitalization of

architecture as a substantial component of moving the city

forward " Architeclure rs permanent ar1, Vlfroly said, and good

architecture supp0rts a system for people t0 be creative.

My first thought was of CAPA, the Pittsburgh High School

for the Creative and Perlorming Arts, leatured in this

months issue, With its dramatic curving glass wall and

prime riverlront setting, its an ideal example ol design pro-

viding the framework and support to help creative souls

achieve their potential.

Even the new The Pittsburgh Cultural Trust parking ga-

rage, which makes commuting a little more bearable, can

spark creativity. Park high then enjoy the view as you're

whisked down on the glass elevator with the cultural dis-

trict at you r feet and the subtly I it artwork i n the Agnes Katz

plaza below. You can only really see it from above. ("Are

all the garages this nice?" asked our Princeton, New Jer-

sey visitors. "Yours aren't?" we answered in mock surprise.)

ln this issue, and others to follow this year, Columns cel-

ebrates a number ol newly renovated or expanded cultural

instituti0ns. Theres a burst of activity-the [/attress Fac-

tory which just added an education center, the Senator John

Heinz History Center with its major addition and the on-

g0ing w0rk at the lush and classic Phipps Conservatory-

and most of it is green.

lf good design is essential to a thriving city, its imperative

in its cultural institutions. And ours don't disappoint.

Breaking Ground

Calendar......

0n the cover; View from the Main Stage at the new

Center for the Creative and Performing Arts, designed by

MacLachlan, C0rnelius & Filoni. Photo: Dennis l/larsico.
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During the GreenBuild conference I asked many architects

and engineers from across the country and beyond what

they thought ol the new convention center and the city of

21

And here's another: the Children's Museum of Pittsburgh,

soon to be 80,000 square feet of good deslgn-part clas-

sical, part playful-to spark creative, hands-on learning

and exploration, 0pening this lall, the expanded museum

will connect two of Pittsburgh's g0rgeous historic build-

ings with a new connector building that boasts a large en-

vironmental art piece by artist Ned Kahn. More on that in a

future issue.
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AIA Piltsburgh sewes 12 Western

Pennsylvania countes as the local

componentol the American

lnstitute of Archilects and AIA

Pennsylvania. The objective oJ AIA

Pittsburgh is lo improve Jor soclety

the quaiity 0l lhe built envimnment by

iurther rarsing the standads ol

architecturai educalion, training

and practicei lostering design

excellence; and promoting the

value ol archltectrral seruices to

the public AIA membership is

open to ail regislered architects

architectural lnlerns. and a lin'tited

number of professionals in

supportrng fieids.

AIA Pittsburgh

945 Liberty Avenue, Lof't #3

Pifisburgh, PA 15222

Telephone: 41 447 1.9548

FAX: 41 2/47 1.9501

Chapter Officers
Daniel Bolhschild, AlA, President

Slephen L. Oulck, AlA, 1st VP

Tom Briney AlA. 2nd VP

Rebecca Henn, AlA. Secrelary

Deborah Rouse, AlA. Treasurer

Anne J. Swager. Hon. AlA.

Executive Direclor

Columns Staff
Tracy Ce(0. Ed tcr
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Editorial Board
David J. Vater, AlA, Chair

RobertJ. Bailey, AIA

Thomas Eriney, AIA

Alan L. Fishman, AIA

Donald G. Zeilman, AIA

COLUMNS is published t6n times a

year by, and primarily fo( members

of AIA Pittsburgh, A Chapter ofthe

American lnstitute oi Architecls.

Prelerence may be given to the

selection o! works, articles.

opinions, letters, etc. of members

for publication. However. in the

interest o{ furthering the goals 0i

lhe Chapier, as stated monthly at

the lop ol the maslhead and in the

membershlp directory C0LUMNS

will publish the names of and

properly credit non-mernbers,

whether as parlicipafts in the

design ofworks submitted by a

membet or as designers of their

own work, or as aulhors of articles.

opinion or letters.

opinions expressed by edilors and

contribulors are nol necessarily

those oiAlA Pittsburgh. The

Chapter has made every

reasonable effort io provide

accurate and authoritative

information, but assumes no

liabilily for the contents.

For intornation aboul AIA Pittsburgh.

AIA Middle PA and the Norrhwest PA

Chapter, call 1-888-308-9099.

0nline: www.aiapgh.org

emailr info@aiapgh.org

Whal is a BBAlllD?

Among all p roft.ss io tt.s,

aru:/titects lou tle
rlistinction oJ oa,niry
one of tle fiigfie-rr "Q"

ratings.

Have you ever been in a grocery store

at the cereal aisle, staring at the panorama of colors and

messages, and wondering which one to seiect? Chances

are you were influenced by the rnanufacturer's branding

strategy. Separate lrom advertising, brandino distin-

guishes a product in the marketplace.

Branding is to Advertising as Public Bela-

tions is to Marketing Branding arrives before

an individual, distinct adve(ising effortt0 m0tivate

you to buy something, just as public relations puts

y0ur name out there before your specific marketing

effort Branding sets the table for a positive out

come. lt characterizes a products uniqueness, while

advertising provides rncentive for purchasing

Branding is an untapped resource for most archl-

tects Among all professions, architects have the

distinction of owning one 0f the highest "0" ral

ings. A "Q" rating is a "quality" rating used by ad-

vertisers and marketers to rate the acceptance of

people and professions in the marketplace. That is why

architects so often appear in ads and movies. (Although

the image of an architect on his drafting stool endorsinq

Preparation H was n0t a highlight 0f this acceptance.) lt is

why you hear people say, "l always wanted to be an archi-

tect . , " The public holds an image of architects as tal-

ented, concerned, ethically minded individuals.

from the top

By Dan Rothschild, AIA 2004 President of the Board

The AIA is in the midst of a three-year effort to study the

branding ol the American lnstitute ol Architects. I

have attended severai seminars on this issue, at both the

state and national levels Some of their findings are ex-

traordinary, and will be detailed in later columns.

For this year's President's [/essages, I am going to focus

on BRANDING as a theme that rllill help you distinguish

yoursell as an architect, and help your firm to be dis-

tinctive in the marketplace Some of the information will

incl ude:

The lour essential pillars ol our Brand, attributes

that you as a member 0l the AIA have thal other

non-afliliated architects do not have:

1 A recorded Canon of Ethics

2, Bequirements for Continuing Education

3. A 100-year history of lndustry Standard Documents

4. An association that encourages lntellectual Exploration

and Social lnteraction

r The branding of AIA Pittsburgh s product I ine to increase

synerg ies

. The use and designation of your firm as an "AlA Firm"

. Findings from the National AIA Branding Study

I look forward to a year of exploration with you and wel-

come any input. l'm just a click away at danr@rdarch.com.

Lel me know your thoughts.

The photographers who conlribuled lo last month's 2003 Design Awards issue were

Castcon Stone, lnc. Whole Foods lr4arket

LINDAJEUB DENIUARSH PHOTOGRAPHY

Pittsburgh Glass Center

MASSERY PHOTOGRAPHY

947 Liberty Avenue Lofts

MASSERY PHOTOGRAPHY

Natural Sciences Building

DAVID HEWITT ANNE GABRISON ARCHITECTURAL

PHOTOGRAPHY

EDGE studio New Design Ol{ices

N/ASSERY PHOTOGRAPHY

Renovati0ns t0 the Mother of Divine Providence Chapel

ROY ENGELBRECHT PHOTOGRAPHY

Bally Design @ R0AM North Shore Center

JACK WOLF PHOTOGRAPHY

903 Liberty Avenue Faqade Reconstruction

DAVID ASCHKENAS

Waterfront C0rporate Park, Building Number 2, Truss Detait

MASSERY PHOTOGRAPHY

South Side Works

JIIV SCHAFER

I ,o,r,rnr,, o,rfreci on iecycred paper
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