
OCO"

H33

43
NJ UJI-Q£
U1 OC>^I
oiQ£

< l-X
vjju/» ari-

(T^
*^Z>-
»OOCX O
»aa£-«'^bj>-
W a3QC(^MO} ^3
IfZ

jZr^Z

Best SpacesCover: Quarry Tile 
American Olean's Quest Winners At IDCNY

McDonalds Goes Mod 
On N.Y/s 57th St.

Public Seating, Hoor, 
& Fast-F()od Products

Three Retail Store 
Showcases



4

^, •4ft.
A9•,‘fc

I,?;.‘‘•JU

I
■ •tir*-. . % <

•> ' ^

^'V‘'*v'^-'■■\i: :

'-' ^ ’^^ >v
n



at

->

4

I!. <’ h

‘ ■ ARMSTRONG 
, = CONTRACT A 

INTERICKS-#
(^mstrong

«
»

>L

1
rCircif 2 on roodor torvieo cord



1

EXECUTIVE BUYER EDITION

Bonus Circulation to 
3,00(1 Fast Food Chain Executives 

Retail Developers

Cover

54 Shatterinji Tradition
Mount's Manhattan McDoniild's is 
mod. mod, mod 

60 Best Spaces ’89
Four IliCNV shownnniis take 
honors in ASID CONTRACT 
competition

42 Market Wise
Planned Expansion Group hits 
target market

46 Long & Winding Road
HTI jumps another hurdle lor 
Marshall Fields. Chicago

50 Personal Investment
Healthcare designer cuts knise 
in own shop

52 Good Times. Great Taste 
Business class amenities lor 
McDonalds by Bohm-NBBJ

Features

Commentary
News
Internationa] News 
People News 
Events 
Footnotes

8Industry News 12
16
36
38
75

18 Color:
Pantone awards 

20 Lighting:
Empoiio Armani. NY 

22 Textiles:
Stripes il: geometries 

24 Business:
Career tracks 

32 One-on-One:
Nick Politis

ColumnsI

r Contract December 10894



Issue lli \iilume M

o>

mrnm C3

26 Products in Print:
HBK Atelier, Christopher Lloyd, 
Nelson & Assoc.
Crowd Pleasers
Public seating for all the right
places
Floor Show
Resilient and hardwood flooring 
honed to perfection
International Trade Show 
Calendar

Directories 
& Products 66

70

72

rublic sealing, p. 66

/>. lit

Publisher, Janet L. RyanEditor & Assoc. Publisher, Len Coriin 
Executive Editor, Sara 0. Marberry 
Managinfi Editor, Caroline Siemers 
Associate Editor/Products, E.D. Smith 
Associate Editur/Business & News.

Nick Jordan
Assistant Editor/Features, Laura Mayer 
Lighting Editor, Charles Linn 
Special Features Editors. Koseann Caffaro, 

Dana Dubbs, Elizabeth Olarsh, Manta 'ntomas, 
Roberta S. Walton

Editorial Assistant. Margaret J. Alvarez

Art Director, David Emfinger 
Art Assistant. Marise Mizrahi 
Corporate Art Director, Richard 2^hrer Assoc. Pub. & Midwest Mgr, Marie Kowalchuk 

Eastern Manager, William K. Baker 
Southern Manager. Jacqueline Flannery 
Western Manager, Neil Silverstein

VbpaDirector of Marketing. Michael Hyman 
Marketing Services Dir., Thomas Flannery 
Marketing Services Mgr. Ken Chamey 
Market Research Mgr. Selma Bo<ik

ABP
Classified Adv. Dir., Nancy Leffler Berman 
Group Circulation Mgr, Barbara Nastm

Production Director, Barry Miller 
Asst. Production Manager. Jill Abramson 
Production Asst., Stefanie Fnedman

Executive Consultant. Frank A. Rizzo 
Publishing Vice President, Mark Gross

M4ni'Ib.Kli. KIllli ASH', Mjiii'lb*-!! A—i., Mitt >wuii-
mi-r. J.H, >n\tkr Cn.; Tinurtht Wjlki r. I’llH Knui'>nnk-ni».

C' 'NTk.Ac'l ISSN<i»l»-7Ka 1. iKil>k4k-<j ntxnihU bv liriiiLi 
INin'. j iik-mUi '4 Ibt.' I'nu-d I.'il' HniKJu.n.
;4iii Ntn Viii. NA liiniK-

irnti pniv'HK- vvjntiV :u<. ivar- ■>~i lui nnii»40dindividuJ« ki>- 
ik-'iioi. bu>. i< lunirAi tumi>bm.;> Ml "diLT ( 

•ub»iTiptiiin» 'lir' |KT war Ul can.«km atvl Ml-mhui «uliMTivtuiii' 
>viivi'irqualilk.'ii •ub^nlKT'.iiid 'I'T ix'i'u-iif inrti"n-inKli-. 

li-iViBi 'Ub’vnjrtiiiii' "•V" [n'l M-iir. Niwk' i >i|i\ Ni I'lic^l*- 
rv and i-m- >l<i Tlu' pul)li>lHT tV) ri">|a«>il>iln> ti -r

i-Npn.'-.'td by vdii.irul ^-aiiribuii'm* U iMKAcT- I’hi- 
pubk:<hLT thi nidK ti> natAt utiv advcrii'uut n>>( in ktniJMii:
»itli Ilk imUiMki A Mandrd. SI RSIKIKKR INFORMATION Ik 
\IH>Rh>*> tHA.V.E'*; Unii i" cnviiUiiifl Ihm . :a"l.
I't'hn-adkji NV M l*0'‘TM\>tKk "H'nd adflik—
ihamti- t" CO.VTR.V.T ur.utiteir. I'll'* iJnsKhv.ii.

NV. .VV ImitlH. JU' Si-i.-<fldcLi-- pn-laiit )jaid al
Ni'« Viirk. NV and .Kldiia^nHl iiuilina‘-nK<».

Vd\rrih.inu Ki^prr*>rniuUVfs
Nrw Vtirk: WiUuniK. Ikikur, Kai'U-rnM.inaik'r.Jakitik.-tinr Fkmik-ry. 
'•otik'rr. iiralki hiblk.iU-Mi-. l.'il.V I>r>udkd\. Z4lh Fkae.

V-rk. NV '2L'i .luinnan nl Ihc BoHfd: clilliaxl l>.Orailu Publicatiiim
Jaki->. Prckidttnt CKO: l^ibcri .N. H<>ik1XT. Jr. Vii-v IVekideniChicuKii; \Lirk K'k'.ikhuk- V—<n.. hib. \ Mithu-l \kT.. 

itralLi Ibjlilk'.itiiin'-. 'ilti” N. ck\th Aiv.. suite lli.'. chk'.ii!"- II. C'FO; 1 i.irtk-l J. .Mill' Vice President Operutions: Mnri'iii mIut-
man. Vice President Iirtillii E-\imsiiions; ll.irtr' "tu'ii. Viee 
PreHiilmi Kditiirliil director: I'an Slumi<>ii Publishint! VieeWest Ciiusi: Ni'ilMlveri-ieiii. Wl'-Iviii M.iiwui-r. 1iimII.( Puliik.ithai-. 

• p.;.Vt Ti-p.illi{:i C.ili\t>li ItKd., Sinli. IL'ii. '.V..iallaiKl HiIIk. cA 
.'i.s< .:4^-U'4:!

(Herseas; Kudi ViaiWisM. Mudi" Viai tk-dd. Vin.MdkTi'i!l-L'"14.l. 
MlLillc. It.iK. Ill •i.'-.'si.'

1‘residentK: Jiin»’ Kdi-I«iem. Mark linp". Mewn nt'iiudiuni.
Other (iriiliu PuhliciitHins:
Adu«iir\ Kiiuri>n>e' 1'ivi'Hfl: C‘<nt;kn U-n> h<nmi. ophtlvilmdi.j\ 
M.m.icviik-m. "|'*"nk-irk Ntiiuwkiik-n; ICuik M'leiii* \ Huuip- 
ilk-nt. liukkT'' Kit.lk-if a. balli': Ciattrail Ihrtst K>'|il\ Card'; 
c-irv>r.ite Tnivvl: hViJiik'' Ik-'iun \ Maiukviik-ni. (>iii iV Maivin- 
en llU'Uk —. lie.illh kiiTi' Sy>lcHi'. Iti4ire»iiiii>, Kil'hi-ii .k; li.itli 
Bu'iik-"; Mi-ftinu NfW'- Multi-litsismt.' NV«': .N.iti-iivil Ji-t'.i'k-t'; 
Ptvnuuni liKvntiu- Ikisttk^-; koal Estate Toik-s: >e« I5u>uk-"'. 
'^irtmi: ItuMm-". Trawl Aaeitt- -M.irki'iPU.

.s)i;,Nir: k^x; "J Ml'.
Kdiiorial Vdxisairy liiKird: canJ l*i>ru>l. lltl' iicnskT A: A">s. 
Vr, I'.i'v.T', Ne ll Ki .iiikd. Vl.\. K rkin' ,k Wdl. M« I llaiiali<>n. ,\1 V I 
' |i. ilk.; lleBU. Killl'. 'starielbiul: IV'iklt* A: A'ns.; Kjvrk' 
'tk-rman. JHI«, 'Hii ''herm.iti I'e'itii iin.u|j; ILi/d ficitd; .Vndn

Contract December 1989 o



On a Tuesday evening Mike Gelfand, VP of 

Sales at Waldner s, the Steelcase dealership in 

Farmingdale. NY, was having dinner with his 

family when the phone rang. “Mike, were in trouble. 

You're my only hope!”

The caller, the facility manager at one of 

New York's largest banks, was seeing red. Actually, 

red-red orange.

His bank had ordered half a million dollars' 

worth of Steelcase open-office panel systems, 

but somewhere along the line someone had keyed 

in the wrong color number.

“When the first 500 panels came inr Mike recalls, 

“the poor guy at the bank took one look and nearly

Red faces.



The Office FMvimnmeni Company

and met five of Waldner's installers at the bank. 

They set up an assembly line, ripped off the old 

fabric, put on the new. By Sunday evening, working 

around the clock, they'd completely reupholstered 

all 500 panels.

The bank was up and running by Wednesday. 

While the bank's important clients toured the new 

installation, Jane and Mike took the guys from 

Athens, who'd never been to New York City, to see 

the Statue of Liberty.

“Steelcase really came through in a clutch 

situationr Mike says. “It was an amazing job. No 

other manufacturer could do that, or would.”

No other dealer, either.

died. ‘Those aren't my panels! I ordered beige!

The carpeting was down, the walls were painted, 

the door bucks were stained. Important clients would 

be coming to see the installation in a week. Disaster.

Mike called Jane Williamson, his Steelcase 

rep, and she got on the phone to Dealer Services 

in Grand Rapids. They authorized the panel 

factory to do whatever was necessary to correct 

the rest of the order, but the 500 red-red orange 

panels that were already at the bank had to be 

fixed on-site.

On Friday, the factory flew in 1,800 yards of 

beige fabric. Saturday morning, three Steelcase 

technicians from the Athens, AL, factory arrived
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CONTRACT
Commentary

Passing the baton 
to a new generation

This month marks the 268th con
secutive issue of CONTRACT that 
carries my name as editor. It also 
is the last. Commencing next mon
th, the January 1990 edition will 
carry the name of a very talent
ed young person, Sara Marber- 
ry, as editor. My generation pas
ses the baton of leadership to a 
new generation, a new personality, 
and a new beginning in service to 
the contract industry.

After overseeing the develop
ment of contract’s new de
sign, it is with a sense of nostal
gia, accomplishment, and the 
stimulation of new directions to 
be travelled on behalf of the maga
zine that I assume a new ti
tle—associate publisher, spe
cial marketing & editorial 
projects for CONTRACT Arriving 
with the title is the luxury of time 
to work with the industry in the 
development of programs that

will effectively interface the 
supply side with the design side 
of the business.

While active supervision and 
management of the editorial arm 
of the magazine will be carried 
out by the new editor, I look 
forward to continuing involve
ment with the contract industry at 
shows, conferences, markets, in 
the field, and with special edi
torial assignments.

I also look forward to seeing, 
talking, socializing, and being of 
service to my many friends in 
this new capacity.

Corlin
EditorlAssociate Publisher

From ficmralion to f{eneriitum. Lett Corlin and Sara Marberry 
loitkin/i ahead to the exciting 'Ws.

Contract/December 19898
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Deschwanden’s Shoe Repair, Bakersfkki, Co.

In America, businesses come in all shapes and sizes. 
But there is one thing most of them share: a strong 
preference for DuPont Certified Carpets.

Nothing startling there. After all, these carpets offer 
the kind of tough, unyielding performance that keeps 
clients satisfied.



Go with Du Pont Certified. That way, your clients 
will get the carpets they really want. And the designs 
they truly deserve.

So when you specify Du Pont, your client’s comfort 
level is apt to be a lot higher. And that can come in 
mighty handy when you’re trying to sell a hot new design.

Du Pont Certified. The Carpets American Business Is Built On.

Flooring S>?»tenLsCircle S on reader service card



CONTRACTNews

Manhattan mart one 
step closer

Yavourian adds, 
however, that “if 
IDCNY were in 
Manhattan, it would 
be that much more 
effective.”

New York—A New York State appel
late court upheld a lower court ruling 
that rejected six lawsuits filed to delay 
the proposed Times Square redevelop
ment project. Three of the suits could 
have held up construction of a 20-story, 
2.4 million sq. ft. furniture mart in the 
heart of New York City.

The suits asked for reviews of amend
ments to the original 1984 development 
plan one.of which, approved by New 
Yorks Urban Development Corporation 
(UDC) in 1988, changed the mart fmm a 
computer and apparel showcase to a 
furniture display hall. UDC is currently 
seeking a developer for the site on 
Eighth Avenue, between 40th and 42nd 
Sts. For the past several years, the 
leading candidate has been a partnership 
between Merchandise Mart Properties 
of Chicago and New York realtor 
Tishman Speyer, according to UDC.

Too many showrooms
A successful Manhattan mart would 
have to overcome two main obstacles; 
the borough’s sky-high rents and compe
tition from New York’s other design 
showrooms, notably the International 
Design Center of New York, in Queens.

“I don’t think that New York can support 
more than one major design center.” 
says Stephen Brickel, executive vice 
president of the office seating manufac
turer Brickel Associates. Brickel’s 
shownxim has been on Madison Avenue 
since 1964.“We undertook our own 
survey of the design community and 
found it almost impossible to go across 
the bridge,” says Brickel.

“We don’t need another building, we 
need a k>cation,” says Stephen 
Yavourian. a managing principal of the 
architectural firm Griswold, Heckel & 
Kelly. “It doesn’t matter where it is.”

IDCNY was party 
to a lawsuit against 
the 42nd St. De
velopment Project 
but abandoned it 
last spring in the 
belief that a Man
hattan mart would 
fail on its own. “A 
mart at that location 
would not be economically viable.” said 
Alexia Lalli, vice president of marketing 
and communications at IDCNY. “Rents 
would be astronomical, not less than 
$50 a foot.”

A .fci UHii mrtiiiy in itir fironx tor homi'lr.ss lamiiien Ifimnn nhrllrn, « /usi oiir projcrt
siipptirti d hy thr Entprpnsr Rihh<UiIu>».

Building a better 
New York
New York—The Alliance of the Build
ing Community (ABC), a coalition of 
more than 300 socially conscious de
sign. architectural, and real estate 
leaders, celebrated its first anniversary 
October 25th. Guest of honor at the 
$75 per person event was James Rouse, 
founder and chairman of the Enterprise 
Foundation and former chairman, the 
Rouse Corporation. Rouse established 
the Enterprise Foundation to facilitate 
the construction of low income housing 
through neighborhood organization, in
novative financing, and the creation of a 
local building and development industry 
in distressed areas. The non-profit En
terprise Foundation is financed with the 
profits of its subsidiary Enterprise De
velopment Corporation, which 
specializes in Rouse Corporation-style 
commercial projects in smaller cities.

ABC’s goal is to “redefine national 
security as placing relatively more em
phasis on our social needs”, according 
to Joe Krevisky, ABC's president. The 
ABC has task forces on development, 
recycling and education working to 
focus the resources of the desijm ^d 
building communities on the revitaliza
tion of New York.

Stephen Kiviat. president of Atelier 
International, one of IDCNY's largest 
tenants, concurs. “I find it ironic that 
Merchandise Mart thinks it can attract 
customers into Manhattan when approx
imately 70 percent of the dollar volume 
in the contract furniture business is here 
(at IDCNY).”

For the biggest design and architectural 
firms, either mart’s existence may be 
academic. “Our firm doesn’t have much 
occasion to visit showrooms and marts.” 
says Richard Carlson, principal in 
charge of interior design for Swanke 
Hayden Connell. "We have an excellent 
product library and use mock-ups.” He 
adds that IDCNY is a "glorious” setting 
for industry-wide events.

The prestige and convenience of a 
midtown naarl may still attract enough 
customers to turn a profit. “IDCNY has 
filled as much space under present 
economic conditions as it’s going to." 
says Brickel. “To make a design center 
viable, people also have to use it.”

IDCNY has plenty of time to fulfill its 
potential before a new competitor 
comes on the scene. UDC hopes to 
have the Manhattan mart built and 
running in 1994.

For more information contact Joe Kre
visky at 212/685-8848.
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SHOWROOMS IN PRINCIPAL CITIES WORLDWIDE

SHELBY WILLIAMS INDUSTRIES. INC
Executive Offices: P.O. Box 1028 • Morristown, Tennessee 37616-1028 • Phone: (615) 586-7000 • Telex; 46-11876 • Fax: (615) 586-2260

A1969 oy Shelby Willtams inOusiries, Inc
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CONTRACTNews

Shaw-Walker sold
Grand Rapids—Westinghouse bought 
itself an early Christmas present this 
year, acquiring the metal furniture and 
casegoods manujfacturer Shaw-Walker 
for an undisclosed price. John S.W. 
(Shaw Walker) Spofford resigned as the 
company’s president and CEO, ending 
the two founding families involvement 
with the firm. He was replaced by Dave 
Roberts, strategic vice president of 
Westinghouse Furniture Systems, an
other Westinjdiouse subsidiary.

Although the final shape of the two 
companies’ product lines has yet to be 
determined, the acquisition of Shaw- 
Walker should enhance Westinghouse’s 
range considerably. Westinghouse cur
rently manufacturers a wood-based 
furniture line.

Also under discussion is the eventual 
composition of the two sales divisions. 
“A joint task force has been convened 
between the two selling forces," said 
Dave Roberts. “We’re taking it on a 
maritet by market basis.” Shaw-Walker 
is sold by independent representatives, 
not dealers, in New York and Boston.

Indoor air pollution is a vexing problem for both employees and attorneys.

dizziness, nausea, and memory loss, 
that flare up when a sufferer is in a 
particular building.

walls became the norm in building 
design. Insufficient fresh air and poor 
vent^tion cause pollutants to build up 
inside. An Environmental Protection 
Agency study of 10 new public and 
commercial buildings found interior con
centrations of many chemicals up to l(K) 
times greater than outdoor levels. The 
indoor levels had dropped considerably 
after six months, but were still several 
times higher than the outside air.

Unknown chemicals

In the Burlington case, Glenn and 
Sharon Beebe of Cincinnati contended 
that Burlington carpet installed in their 
office caused a type of indoor air 
pollution called multiple chemical sen
sitivity, where chemicals emitted from 
the carpet triggered adverse reactions 
to a host of commonplace substances 
such as cleaning fluids, hairspray, or 
perfume. Beebe was unable to pursue 
his work as a repairer of printing 
machines, and the couple claimed a loss 
of $1.8 million in earnings, although the 
jury was not persuaded. Observers 
prt^ict an increase in the number of 
indoor air pollution suits as it becomes 
better known and understood.

. ...... .. , j. It is not yet known what chemicals or
Cincmnati—|A state coi^t jury ruled m combination of chemicals might cause 
favor of defendant Burlington Industries gj^j^ bulling syndrome. The syndrome 
in one of the first indoor air pollution, or |g particularly difficult to isolate because 
sick building syndrome , cases to come jj-g symptoms can resemble those of

viral infections or job stress, which may 
c-, , j , trigger or exaggerate the effects of
Sick building syn^ome refers to a range pollution,
of symptoms, mcludmg burning eyes.

To date, the EFA has focused its 
attention on building construction mate
rials—plaster, flooring, ceilings, etc.— 
and has taken only the most preliminary 
look at the possible emissions from 
interior design materials like carpeting 
or wail- or floor-covering. Althoufdi the 
legal oblijiptions of architects and de
signers vis-a-vis indoor air pollution 
have yet to be determined, lawyers in 
the field recommend that they not 
specify any new products that have not 
been tested. Architects and designers 
should obtain pollution and toxicity infor
mation from suppliers and 
manufacturers and check standards with 
local government agencies.

Sick building verdict

Indoor air pollution seems to be rooted 
in the energy crisis of the 1970s, when 
sealed windows and heavily insulated

Contract/December 1989
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There’s really only one place to start... at The Merchandise Mart-In Chicago

Design Center 
to the World
Ahhou^l livea^iousand 

miks away. The M<zrt m 

Chicago u where J start 

every project. Whether the

Job is contract or residential,

The Mart has everything I 

ne^ all tn one place, under 

one roof. I’m always dis'

covering new resources, plus

I deal with professionals 

who can really help. It’s so 

convenient for my work. At 

The Mart, I accomplish

more in less time.

And Chicago is so ojjbniaUe. 

The Mart offers me great 

room rates and the best air 

fares, and I finisk my day in 

a wotid<lass dty filled wiA 

great dining, shopping, and

entertomment

it comes Co being 

smart about my time and 

travel, there really is oni^ 

one place to start. The

Merchandise Mart in

Cbicogo, the largest design

center in the world. It’s theFor Shoufroom Dtrecurry or loW'Cost travel information, wnte:
Dept. 124, 470 The Merchandise Man, Chicago, IL 60654. Or call: 8O0I542-627S. only resource I need.
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'S’ marks the spot of the Sheraton 
Moscow, a 4-Aar hotel to be built 
a U.S.-Soviet joint venture. The 
hotel will contain a Russian tavern, 
an English pub, and Japanese and 
Italian restaurants.

CONTRACT
International News

Kingdom via its Donn subsidiary. “USG 
Interiors is firmly committed to long
term future growth overseas," says 
Donald E. Roller, the company’s presi
dent and CEO.Canadian exports leap

Grand Rapids, Mich.—Shipments by 
Canadian office furniture manufacturers 
in the first six months of 1989 rose 16.1 
percent over the same period in 1988, 
according to a report in a recent BIFMA 
newsletter. The increase was largely 
accounted for by a 75.5 percent in
crease in exports, according to the 
Canadian government publication Statis
tics Canada. Domestic shipments rose 
only 4 percent in the first half of 1989. 
Several Canadian furniture companies 
are planning U.S. factories.

The jump in exports is attributable to 
the U.S./Canadian Free Trade Agree
ment, which took effect last January. 
The agreement will remove a’’ ‘ariff 
barriers on furniture bought oi sold 
between the two countries in five years.

Licensing world-wide
Italian lamp manufacturer PAF will be 
the European sales agent for Koch + 
Lowy’s high-end contemporary lighting. 
Both companies are part of the Chart- 
well group. . . . Panel Concepts, 
Santa Ana, Calif., licensed Steelcase's 
European division Strafor to make and 
market its Omnific seating line in 14 
countries in Europe . . . Westing- 
house Furniture Systems signed an 
agreement with OFIS, a Taiwanese joint 
venture, to market and distribute West- 
inghouse products in that country . . . 
Davis Furniture reached licensing 
contracts with firms in three other 
Pacific Rim countries—Australia. Japan, 
and South Korea—for the acquisition of 
its Traffix and Motion chairs.

aton Moscow, scheduled to open in 
1992, will be on Gorky Street and cater 
to business travelers. Construction cost 
is projected at $75 nullion. An interior 
designer has not yet been named. The 
size and cost details of the second 
hotel, the Budapest, have not been 
announced.

Sheraton will have a 40 percent stake in 
the two hotels, while Pan Am will own 
10 percent. The Soviet partners are 
Mossoviet, Moscow’s city council, and 
Aeroflot, the Soviet national airline.

11
USG’s Belgian move
Chicago—USG Interiors will build a 
new mineral fiber ceiling tile plant in 
Aubange, Belgium, scheduled to open 
late in 19k). The factory will house 
285,000 sq. ft. of production, ware
house, and office space on a 950,000 
sq. ft. site. It will employ approximately 
150 people.

USG is already a leading supplier of 
ceiling suspension systems in France, 
Germany. Sweden, and the United

Coming in from the 
cold in Moscow
Washington—The Sheraton Corpora
tion and Pan Am, along with two Soviet 
partners, will build two “world-class’’ 
hotels within a mile of Moscow’s Red 
Square. The 450 room, six-story Sher

Contract/December 198916
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CONTRACTColor

Designer wins Pantone award 
for own Calif, residence

Additional finalists in the interiors cate
gory included Bill Aumiller and Keith 
Youngquist, Aumiller/Youngquist, EC., 
Mount Prospect, 111, for Skipjacks, a 
Boston, Mass, restaurant; Akbar Ali- 
jamshid, Di-Zin Studio, Santa Monica. 
Calif., for Tommy Chongs (of Cheech & 
Chong) residence, Pacific Palisades, 
Calif.; and Amie (^ross, Amie Gross 
Architect, New York, for Gitano store. 
Carle Place, Long Island. N.Y.

In other categories, the top award- 
winners were; James S. Couch. 
FitchRichardsonSmith, Columbus, Oh., 
for Voyager, an interactive educational 
toy in the industrial design classification; 
John HomalJ and Jack Anderson. Homall 
Anderson Design Works, Seattle, Wash, 
in graphic design; and Patrick Groenen- 
daal and Stanley Steinberg, Marienbad, 
Boston, Mass, for fashion design.

“In just two years, the awards program 
has already grown more infiuential than 
we had hoj^d—it has focused attention 
on the cutting edge of color in design, 
to communicate new developments in 
color to consumers as well as to design
ers,” says Leatrice Eiseman, executive 
director. Pantone Color Institute.

For more information on the awards, 
Circle No. 255 on the Reader Service 
Card in the back of this issue. □

Roive's aim bedroom (right) was 
an award-winner in the interior 
design category. Bold color is a 
tool he to define existing 
spares without limiting them, to 
create the illusion of more.

Janus Couchs colors for Voyager 
(below, right) won an award in 
the industrial design category. 
'^The colors, developed with the 
assistance of children, were se
lected to simultaneously project 
s(fphistication of the technology 
and celebrate childhood. ”

of romance and history in a plain room.’ 
An ex-fashion designer, who now does 
mostly residential interiors. Rowe’s 
present ambition is to get into contract 
design. “As a residential designer. 1 am 
more or less a courtier, bowing to the 
whims of my clients.” he says. "There 
are lots of compromises to make be
cause of personal reactions.”

"I was able to do something really bold 
with color in the project that won the 
Pantone award be
cause it was my 
OW'D home.” Rowe 
admits, acknowl
edging that although 
there are certainly 
client preferences in 
contract design, the 
work may not be as 
personal to individu
al taste. “1 would 
love to do a Mc
Donald’s,” he says.
“It would be a chal
lenge to bring good 
design to the 
masses.”

By Sara Marberry
Many awards are given in this industry, 
but CONTRACT knows of only one 
given specifically for color. The Pantone 
(^olor Awards, sponsored by the Pan
tone Color Institute, are only in their 
second year, but have pioneered the 
recognition of color in design.

Beverly Hills-based Van-Martin Rowe 
took top honors in the interiors catego
ry this year for design of his own 
bedroom in a West Hollywood. Calif, 
residence. Inspired by Victorian life in 
nineteenth century Mexico, Rowe used 
color to “create architecture and a sense

Contract/December 1989
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TILE GROUP[

INTRODUCING “SHOP.”
AN INNOVATIVE, (BLAZED CERVMIC TILE EOR 

\^ISIONARY ARCHITECTS AND DESIGNERS.
"Shop." When vow apccifv ceramic tile, remember this name. "Shop" is durable. It features an extreme superficial 

hai'dness. the abilitv to withstand high abrasions and a total resistance to staining. Architects and designers 
can rest assured that "Shop " is applicable to most interiorpi-ojects. A nd "Shop ” is beautiful, as well 

With twelve standard designer colors, a wide range of sizes and special pieces, "Shop "offers an unprecedented 
lex'elof desigxi autonoynv. For more inforxnation. call Tile Group Italia. Let's talk "Shop."

TUe Group Italia
P.O. Ek)x 616 • Elk Grove Village. IlIinoLs 60009-0616 • 708- 439-6644 • 708 439-6876 FAX
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CONTRACTLighting

Sparkling light creates fresh,
bold look for new Emporio Armani, N.Y.C.

By Laura Mayer
Giorgio Armani’s lighting concept for his 
Fifth Avenue, New York, Emporio Ar
mani is proof that both high-tech and 
traditional/decorative lighting systems 
can be set side-by-side in a 10.000-sq.- 
ft. space.

Faced with the challenge of designing a 
spacious environment left unstructured 
and <^n, Armani’s New York designers 
Jack Travis and Scott McGraw. Jack 
Travis Architects, and lighting consul
tant Don Leithauser, Carl Hillmann 
Associates Inc., created a store that 
speaks of warehouse in an elegant 
voice. It is at once traditional in its 
wood and glass displays and custom 
pendant and counter fixtures: hij^-tech 
in its use of track spotlighting.

AI\ programmed to lights
Using 455 of Reggiani’s USA MR-16 
adjustable square spots, the designers 
were able to give the space a crisp, 
clean bri^tness complemented by long 
hardwood floors and high, open ceilings 
with pip>es and ductwork left uncovered.

In order to separate Armani’s differing 
lines—swimwear, menswear, women’s 
fashions—the track li^ts are connected 
to a sophisticated audio/visual system 
capable of programming for dimming 
and color projection throughout the 
space. "We wanted to be able to seg
ment the store into various locations,” 
Leithauser says, “This system allows 
for total flexibility, which is something 
Armani wanted—to keep it fresh and 
constantly changing. Although the men's 
and women’s sections are lighted essen
tially the same, it’s a differentiation 
regulated by the AA' system.”

In addition to 24 counter and pendant 
fixtures. 31 sconces, and 27 other track 
fixtures—all designed by Armani and 
implemented by executive vice presi
dent Gabriella Forte—the design

Reggiani is used in most of the 
overhead lighting in Giorgio 
Armanis latest New York City 
showroom, Emporio Armani on 
Fifth Avenue. The designers used 
455 of the fixture manufacturer's 
MR-16 adjustable square spots to 
create a bright, sparkling look. Also 
used in the lighting design are more 
than 80 fixtures designed by 
Armani himself

incorporates a video projection system 
and zoned speaker system that comple
ments varying levels of saturated 
colored light provided by 21 Lightwave 
Research Color Pro projection fixtures. 
While the Color Pro fixtures can be 
programmed to cast different colored 
pK)ols of light on various sections of the 
store, the zoned speakers are pro
grammed to add music in those areas to 
match the color—a hard-beat funk tune 
can be paired with a saturated red or 
violet, for example, while at the same 
time a softer music is matched to a pale 
blue or amber in another area.

However the high-tech equipment is 
used to accent Emporio Armani’s tradi
tional warehouse look, the designs focal 
point is clear: All elements reinforce 
Armani’s commitment to freshness and 
versatility. “The design is never really 
set,” Leithauser says. “It ail depends on 
the imagination of the manager. ” □
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Vertical
Integration?
At Falcon, we manufacture what we sell.
We cast it, mill it, sand it, stain it, ship it,. .even install it We’ve built our 
products, our expertise and our reputation for over 30 years. Our verti
cal integration means comprehensive selection, high quality, competitive
prices and on-time delivery—for you.
Choose from our Falcon catalogue for virtually unlimited selections in 
styles, colors and materials. Or, custom order and we’ll deliver custom
value for less.
From black tie to blue jeans, from private rooms to public places. Falcon 
understands the big picture and takes care of the last detail.

1-800-USE-FALCON
Call for the Falcon Sales Person nearest you.
Falcon Showrooms: International Design Center (IDCNY) #433; Merchandise Mart #1192
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CONTRACTTextiles

Classic stripes & sensible 
geometries are order of the day
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CONTRACTBusiness

Firms lay down career tracks

that is trained, flexible, and ready to 
meet a variety of challenges. Firms can 
create such a staff, says Hartung, but 
only with a well managed human re
sources strategy. They must delineate a 
career path where moves up the ladder 
are accompanied by increased respon
sibilities and the acquisition of skills 
necessary to meet them. “It’s neces
sary to recognize that people in these 
firms are professionals on a life-long 
learning journey. There is an unceasing 
movement toward new levels of perfor
mance.” Hartung explains.

Climbing the rungs
Gutman and The Coxe Group identify 
three levels on a typical firm’s career 
ladder. At the entry level, augmenting a 
designer’s technical ability is paramount 
and projects are a particularly valuable 
learning experience. “Firms should plan 
how a project is introduced.“ Hartung 
says, “and team meetings and post
mortems should be held."

As designers advance, they need to 
acquire managerial skills, what Hartung 
calls “teaching people how to teach." 
Some of this knowledge is acquired 
through experience, some is shared in- 
house, and some arrives via outside 
intervention and consultation. Analyses 
of projects, intra-firm debriefings, and 
other forms of education are vital.

load for the foreseeable future. Swanke 
Hayden has recently formalized and 
expanded its internal instruction pro
gram to include more training and 
weekly discussions with suppliers.

Another of the study’s sponsors is 
Perkins & Will. Chicago, one of the 
architectural firms taking the lead in 
employee development. The heart of its 
strategy is laying out a clearly marked 
track to the top for young talent.
“There is a tendency to park designers 
professionally," says Neil Frankel, se-

By Nick Jordan
“^ofessional development will be the 
issue of the “90s,” says Nina Hartung, 
consulting principal at the consulting 
firm The Coxe Group in Philadelphia. 
She should know. Along with Robert 
Gutman, a visiting professor at the 
Princeton University School of Architec
ture. The Coxe Group has just 
completed a study of human resources

‘"There is a tendency to park 
designers professionally; 
even if it*s counter to the 
long term goals of a 
better, welTrounded staff.

The teaming of Robert Gutman 
(left), an architect, and Nina 
Hartung (right), a human 
resimrces expert, syfnholizes the 
increased importance of the 
business of design. 9f

in nine sponsoring architectural firms. 
The study’s release may well be recalled 
as the moment the nurturing of em
ployees officially became a top priority 
for design and architectural firms.

According to Hartung, a number of 
forces are converging that make it 
imperative that Anns maximize em
ployees’ talents throughout their 
working life. Because baby boom 
women are delaying child bearing, 
skilled young professionals will be an 
increasingly scarce resource. This 
shortage arrives as interior design proj
ects become larger and more complex, 
with the threat of litigation torcmg more 
meticulous planning of installations. 
Costlier employee benefits, higher 
"electronic overhead,” and stiffer com
petition from in-house planners will 
squeeze profits even tighter.

The first and most important tool in 
overcoming these obstacles is a staff

nior vice president. Perkins & Will, “a 
certain seduction to maximizing what 
people can do right now, even if it’s 
counter to the long term goals of a 
better educated, well rounded staff.” 
Perkins & Will is formulating a “report 
card” that will sp>ecify position titles at 
six levels and the skills needed to 
advance. Leadership ability and respon
sibility will increase as a person moves 
up, Frankel says.

Gutman and The Coxe Group have 
issued a quiet call to action, a reminder 
to firms that profits depend as much on 
the attention they give to themselves as 
to their clients.

At the top of a firm, partners and 
principals are, to some extent, role 
models. They aid development at the 
first two levels and must remain mindful 
of a firm’s stake in the community.

Firms make changes
There is a perception among both the 
authors and subjects of The Coxe Group 
study that university architecture and 
design programs are emphasizing design 
at the expense of insights into the ways 
and means of the business of building. 
“There is little available in terms of 
professional practice," says Susan Ap
pel, director of human resources, 
Swanke Hayden Connell, New York, a 
sponsor of the study. This means that 
firms will bear the continuing education

For further information, contact The 
Coxe Group: Two Mellon Bank Center; 
Philadelphia, PA 19102; 215/561-2020. □
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Fidelity Collection
-

Perfected

LOS ANGELES SHOWROOMS TEXAS SHOWROOMS

MAIN OFFICE 
AND SHOWROOM 
2037CRANVILLE AVENUE 
LOS ANGELES, CA 90025 
HOURS: 8:30-5:00 
213/477-1500 
800/421-3235

PACIFIC DESIGN CENTER 
8687 MELROSE AVENUE 
SUITE C164 
WEST HOLLYWOOD,
CA 90069 
HOURS: 9:00-5:00 
213/652-7200

DALLAS WORLD 
TRADE CENTER 
SUITE 9000 
P.O. BOX 58272 
DALLAS, TX 75258 
HOURS: 9:00 - 5:00 
214/742-9001

DECORATIVE CENTER 
OF HOUSTON 
5120 WOODWAY 
SUITE 7017 
HOUSTON, TX 77056 
HOURS: 9:00-5:00 
713/622-7272

DEALER INQUIRIES WELCOME CALL 800/421-3235
Circle 12 on reader service card



PRODUCTS
In Print

Modernists open new vistas 
for the design world



World-class design
from Samsonite.

European design. American

craftsmanship. Varix seat
ing by Samsonite combines

both to create a chair

uniquely suited to a wide

range of environments.

Varix styling, comfort, and

durability offer you flex

ibility to meet your design

needs. The combinations

available in frame, fabric,

and colors make Varix a

chair to match your

imagination.

Find out how Varix can

work for you. For com

plete information, call

1-800-527-6278.

Samsonite Furniture
Company. Samsonite Blvd.

Murfreesboro, TN 37130.

O Samsonite'
i UHM1URE
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PRODUCTS
In Print

At least 5 ways 
to a specifier’s heart

Artisan Seating—First-time callers on 
the Philadelphia, Penn.-based interior 
desigiyspace planning firm, Nelson & 
Associates, inevitably get more than 
they bargained for when they ask for 
John Nelson. Company Resident and 
Director of Design Jolm Nelson Sr. is 
often the man sought, so John Jr., vice 
president of marketing and major ac
counts, goes by his nickname. “Ozzie" 
to help avoid confusion. Nevertheless, 
inquirers get two choices.

That same set of choices and more are 
open to specifiers with the Nelson- 
designed “Options” seating line, man
ufactured by the Omaha, Neb. company. 
Really a pared-down cube-of-a-chair (a 
bench, club, and settee are also avail
able). Options “offers enough multiple 
choices to allow a designer/specifier to 
really become involved in the final 
product.” says Nelson Sr.

“I wanted to design something that 
would ultimately cut a manufacturer’s In- 
house costs," continues Nelson. “The 
chair's common frame—including seat, 
back, and arms—can be cut and kept in 
stock. Interchangeable end panels max
imize a manufacturer’s ability to 
inventory, and to cut down lead time for 
deliveries and the selling cost.”

The Options system offers five different 
end panel styles. The woods available 
are maple, oak. and mahogany. The 
finishes range from an ebonized finish:

rubbed and washed finishes that reveal 
the wood grain; various colored lacquer 
finishes: and an oil finish.

Depending on the choice of end panels, 
the influence or style associated with 
one of several design periods are re
vealed, including Art Nouveau, oriental, 
and contemporary. "If you were to take 
a washed frame and paint it a bright 
blue lacquer, adding red leather uphol
stery would give the chair a Memphis 
look." adds Nelson.

Spontaneous reproductions
Nelson has seen some interesting 
interpretations that may mirror 
geographic tastes. For a project in 
Hawaii, designers used a gray wash on 
maple, with a bright printed fabric. The 
result is very tropical. Conversely, a 
New York advertising firm chose a black 
ebonized finish and black leather 
upholstery. “I suspect that in the South, 
we'll see more mahogany as a frame 
choice,” says Nelson. “Also, adding an 
upholstered insert gives the chair a 
corporate look.”

Which is just fine with Nelson & 
Associates, known for their high-profile 
corporate interior design work. But 
that's not to say the company is limiting 
their options. Circle No. 243. □
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BREAK FROM THE USUAL

Display System by

UNISTRUT

/

Which comes first, the display idea or the capability to produce it? With the 
modular Axent"“ Display System of tubes and nodes, they come together Because 

j* Axent gives you infinite design possibilities, in practical form. The system lets 
you create unique and exciting designs. And it is total in its capabilities to let you 
work in forms that are easy to assemble, that impress with color and dimension, 
and that are strong to the extreme. So it you’d tike a display that breaks from 
the usual, give Axent a crack at it. Call a Unistrut Service Center, or contact 
Unistrut Corporation. 35660 Clinton Street. Wayne. Michigan 48184. Phone 
(313) 721-4040. Telex 4320813 Strutui.
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When it comes to contract upholstery fabrics and 
wall coverings, no other fibers come close to the 
unique combination of rugged durability and lux
urious styling versatility of Du Pont CORDURA.

In laboratory testing, CORDURA exceeded 
the Wyzenbeek Double Rub Abrasion Test by 
such a wide margin that testing was stopped 
after a million rubs. In other testing, CORDURA 
demonstrated that it will not pill, thereby assur
ing its long-lasting good looks where alternatives

From executive suite to auditorium, 
febrics of Du Pont CORDURA® are 
unmatched for durability and styling 
flexibility. . ^



look shabby or need costly maintenance.
Of equal importance, DuPont CORDURA 

offers a soft, satisfying hand and a rich, inviting 
look in a wide range of up-to-date colors, styles 
and textures, from jacquards and heathers to 
wool blends. So whatever the setting-from 
board room to public arena-there is a 
CORDURA fabric that looks and feels just right. 
And upholstery fabrics of CORDURA are coated 
with TEFLON® WBC for advanced soil and stain

repellency, easy cleanability and quick drying.
To help designers with in-depth product 

information, technical literature, comparative 
testing or any other design assistance, Du Pont 
has established the CORDURA Design Resource 
Network.

Call us at 1-215-855-7765 or write 
CORDURA Design Resource Network, DuPont 
Company, 1CX)West Main Street, Lansdale,
PA 19446.

<gflPU)With Du Pont CORDURA, durability is always in style.
Circle 15 on reader service card US «T Off



ONE-ON-ONE
Nick Politis

Educator discusses future crop of designers: 
What do they know, how are they learning it?

and iines between residential and con
tract design continue to blur, are design 
and architecture students learning more 
about each others trades?

design students? Many times it’s a 
whole different body of knowledge 
you’re communicating. You try to make 
it more appealing by assigning projects 
that aren’t just bcx>k reading, then tie in 
the psychology with the design proj
ects—a cross-pollination of ideas. En
vironmental psychology is not a different 
course that stands by itself and doesn’t 
relate to others. We have to show the 
network between different areas.

By Laura Mayer
As interior design plunges into the ’90s, 
so is interior design education preparing 
students for a fantastically advanced 
profusion: One that utilizes technological 
equipment barely dreamt of 20 years ago; 
one that consistently introduces new re
search in color, lifting, acoustics, 
ergonomics; one that is further realizing 
that psychologically pleasing, esthetically 
stimulating design can go hand in hand 
with prac^ality—even on a budget.

At the core of this responsibility are the 
educators. Whether ^acticing designers 
or full-time teachers, they are the ones 
teaching aspiring designers the workings 
of the field, from straight theory and color 
application to technology and licensing. 
Nick Politis. associate professor of inte
rior design and chairman, 
from 1986-89, of the inte- 
rior design department 
at New York's Fashion 
Institute of Technol
ogy. has been one 
such educator for 
more than 14 
years. Politis is a 
registered archi
tect and practices 
both residential 
and contract inte
rior design.

Contract: As 
professions be
gin to overlap

Nick Politis: Definitely. Because of the 
licensing issue, which may not yet be 
geared to the majority of stales, there 
has to be an awareness of what other 
professionals are doing. The basic body 
of language students have to understand 
is greater. Most programs are attempt
ing to enlarge the scope of what they 
teach. Of course, with this, something 
is ultimately going to suffer within the 
program and 1 think the tradeoff in the 
future is probably going to be in graph
ics-concepts will still be taught in the 
classroom, but the exetnition of graphics 

will be done on computers.

How much is the psychologi- 
cal aspect of interior design 
study such as, ergonomics or 

color studies, weighing on 
education?

Interior design students often say they 
can learn more from actual practice, 
that b(K)kwork and classes don’t cait it. 
Does this hold any truth?

I think that's true to a certain extent, 
but they’re certainly not going to learn 
everything in the field. You might say 
about 50 percent of what they learn in 
class is applicable to their immediate 
experience in the industry, and the 
other 50 percent is learned on the job.

One of the strengths of larger urban 
colleges is that much, if not all, of the 
faculty members are practicing profes
sionals, so they are bringing the 
immediate experience of work into the 
classmom. With smaller schools it's 
more difficult, because most of the 
teachers in those programs have educa
tion degrees and are without design 
experience themselves.

How are the number of B.EA. programs 
in interior design developing?

Slowly, but the number is increasing. 
Architectural schools are realizing that 
they have to make a change in curricu
lum and we’re seeing some programs 
rapidly going from architectural courses 
to architectural interiors courses. It’s 
unfortunate however, that some schools 
change too readily in terms of trying to 
hone programs, polish them up. refine 
them, and make them better. TTie 
quality of the courses can suffer.

How has FIDER worked to improve 
education?

It is increasingly important. 
Environment^ psychology is 
part of fit’s B.EA. program 
and I think this is probably 
true of most interior design 
degree programs. In terms 
of that course as a program, 
however, it has to be looked 
at very carefully—how do 
you make it palatable to
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One of FIDEK's strong points is that it 
works with and is related to the big 
professional organizations in the indus
try. I only wish it could do more in 
terms of communicating itself to stu
dents. but it’s difficult to get that 
irrformation to students in non-ac- 
credited programs. I also wish there 
was some way of applying leverage to 
some of these schools to have them 
strengthen their programs toward 
FIDER accreditation. Unfortunately, 
that’s not going to happen totally. I think 
legislation is going to have something to 
do with that.

I'he NCIUy examination is constantly 
changing. Do changes in the exam's 
format accurately reflect changes in the 
field and growing needs of design firms?

I sometimes feel there’s a lot of political 
pressure on the NCIDQ to change its 
exam so more people can pass and 
that’s not the way the exam should be.
It should be refining the format in 
response to industry needs. I even hear 
“well last year we had X number of 
students pass it and that percentage 
was too low so we have to look at the 
exam." That's nonsense. The fact is 
that sometimes they just get a weak 
group of students. To be truly effective, 
they're going to have to be totally 
objective, across the board, and think of 
what the industry is all about to create 
an exam that responds to everyone’s 
changing needs.

Are students learning to become more 
diversified in their talents?

Definitely, but we have to be very 
careful. Lighting design, for example, is 
a completely different discipline. We 
should know something about it. just as 
we know something about air con
ditioning, heating, electrical wiring, and 
structure, but we don’t want to be 
lighting designers. Consequently, at FIT 
we recently implemented a lighting labo
ratory to help train students because we 
need to teach them more than just 
choosing fixtures.

Ey the time students graduate and 
prepare themselves for “the real world, 
do they have realistic salary expecta
tions for this industry?

to work with corporate clients and what 
to expect. Of course, in that area, 
experience is the best education.

How are licensing efforts affecting edu
cation throughout the country?

Schools will start to change and stu
dents will look for schools that are 
FIDER accredited that also give that 
basic body of knowledge they need to 
be well versed. I'm seeing legislation 
that determines whether a student 
needs a three- or four-year degree to sit 
for the NCIDQ exam. Interior deco
rators. for example, have taken a bad 
rap lately because that field is not 
controlled—and that’s where legislation 
comes in.

Generally, yes. Unrealistic salary expec
tations come in with the more creative 
students who get A’s and equate their 
^ades with a specific salary in the 
industry. Creativity is relative—you still 
have to work your way up.

“Students who get As equate 
their grades with a specific sal
ary in the industry. Creativity is 
relative—you still have to work 
your way up."—Nick Politis, 
interior design professor, FIT

Are students aware of these and other 
issues prominent in the field?

Educators have to keep them informed 
of what's going on because a lot of 
students don’t have time to sit down and 
read the trades. It's definitely our re
sponsibility to educate them not only to 
what's going on in the classroom, but 
the industry as well.

We also have the responsibility of keep
ing them up on design competitions, 
particularly because many of these stu
dents are also working up to 30 hours a 
week to pay for their education. For 
some, the award money from contests 
helps sustain them.

Most recently, we are addressing the 
issue of the handicapped and are just 
beginning to address design for the 
elderly. We have to realize that our 
students will be designing for baby 
boomers who will be elderly in the next 
two decades and that’s a great number 
of people. Even in Japan, department 
stores are designing for the elderly and 
taking on marketing strategies to sell 
special merchandise for this market.
This is all a major influence on the 
directions interior design will head in 
the next decades. □

flow about business—are students 
learning more about running their own?

At FIT. we have two proj^ams in 
business: A basic course in setting up 
your own firm and learning the basics of 
how a business is run: and an advanced 
course dealing with larger contracts and 
questions of ethics. Students are be
coming increasingly more interested in 
this aspect of education.

How about working with business— 
their future clients? The Corporate De
sign Foundation in Boston presents 
seminars to business students to help 
tliem appreciate design, both in prod
ucts and environments. Is the reverse 
of this true?

Definitely. We try to teach students as 
much in the classroom as possible. 
Urban schools, again, are lucky because 
students can present their projects in 
actual business settings and use real 
design firms for feedback. Students 
learn through the business courses how

Contract/December 1989
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The ‘Quest’ for color quarry tile ends with 
American Olean’s latest offering

tones, colors that would expand the 
types of places tile could be used.”

And indeed Quest colors do just that. 
Forget kitchen and institutional floors or 
the occasional Mexican eatery. Quest 
colors move tile into lobbies, retail 
spaces, and foyers.

"American Olean has a reputation for 
innovation based on its ceramic mosaic 
capabilities—designing borders and pat
terns,” says Hoyt. “We expanded on 
that creativity by first creating the 
colors, then offering the tile as part of a 
comprehensive system that includes de
sign development, sales representation, 
ordering assistance, even setting 
frames for the tile contractor. ”

find out how the tile is being used, and 
what architects and designers are really 
looking for.”

Extensive market research, including 
on-the-spot conversations with design
ers. revealed one major request— 
contemporary colors.

‘Quest’ for colors
“Quarry tile has been around for gener
ations," explains Walter A. Hoyt, vice 
president/marketing. “It’s always been a 
very durable, rugged, industrial 
strength product used for commercial 
applications. But the growth of the tile 
market in the U.S. has gone from 
people like tile to people prefer tile, 
particularly in the contract market. 
Quest came out of a demand from that 
market for colors other than earth

By Caroline Siemers 
“New and improved”—a tired commer
cial phrase that generally means “we’ve 
upgraded the packaging, raised the 
price, and left the product unchanged.” 
Every once in a while though, a product 
truly is improved, sometimes to such a 
degree that its standing in the market
place is permanently enhanced.

The Quest line of unglazed colored 
quarry tile from American Olean (I)iv. 
Armstrong World Industries) is that kind 
of product. Really a spin on the compa
ny s existing six in. by six in. quarry 
offerings. Quest expands creative pos
sibilities through shades other than 
earth tones—green, blue, peach, gray, 
charcoal—and shapes other than the six 
by six in. or eight by eight in. square. 
Quest is offered in those sizes, in 
addition to a six by six in. pentagon, a 
two by six in. rectangle, and a two by 
two in. decorative dot.

Pieces to a puzzle
Introduction to Quest begins with an 
information kit that states "the beaten

“Quarry tile in 1944 was six by six and 
red," says David R. Pascone, marketing 
manager/ceramic floor tile. “In 1988, 
quarry tile was six by six and red. We 
decided to go into the marketplace and
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David R. Pascone, marketitifi 
rmnagerlceramk floor tile, and 
Walter A. Hoyt, vice-presidenti 
marketing, (below, left and right).

The pieces of the Quest quarry tile 
puzzle arranged below include the 
six in. by six in. pentagon, two in, 
by six in. rectangle, two in. by two 
in. decorative dot, and six in. by six believe staying on top of color trends 
in. square. Thefidl range of subtle in the U.S. keeps American Olean
colorations shotvn is designed to 
coordinate with all existing 
American Olean lines.

competitive.

short. American Olean now supplies all 
the pieces of the puzzle.

path doesn’t have to look that way.” 
Inside, a comprehensive outline explains 
the product, its sizes and shapes, and 
how it fits in with the rest of the 
American Olean tile line. Also included 
are acetate layovers printed with several 
flooring patterns that can be used with 
blueprints, facilitating selection of a 
color palette and design style. (“In 1990 
we hope to offer the same service on a 
CADD disk,” reports Pascone.) The 
“Borders and Patterns” booklet included 
features design options broken down 
into “Basic Patterns,” “Creative Pat
terns," and “Innovative Patterns.” 
C^posite each page of layout pos
sibilities are four-color examples of 
typical installations, demonstrating a 
wide range of uses. Information on what 
percentage of each type of tile is 
required to create a particular floor is 
also offered.

American Olean backs up this kit with 
what Hoyt calls the company’s “most 
significant service”—its sales force. 
“They're known in the industry for their 
knowledge of tile, not only in terms of 
helping with color and design, but in

American designers tend to look toward 
the Italians for innovation and creativity 
in tile. Yet American Olean walks the 
competitive edge by staying on top of 
color trends in the U.S., particularly 
those in the contract market. The 
intensive market research, including the 
one-on-one interviews, that went into 
the development of Quest, is not un
usual for the company. Beating the 
competition means staying on top of 
what the U.S. customer wants. “We are

terms of specifications. They can assist 
the architect in writing the proper specs 
to ensure the tile is installed properly.

Their knowledge base is such that they 
could get down with the tile contractor 
and install the tile themselves.” In

a market driven company.” states Hoyt. 
“All American Olean tile products coor
dinate with products from all other 
lines—they work together, creating a 
‘corporate color palette.’ So architects 
and designers have one source for their 
tiling needs, in terms of an array of 
products, and color coordination and 
consistency. They have a total system
down to installation products, including
colored grouts and mortars. That’s
American Olean’s competitive edge." □
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COST CONSCIOUS COVES I’nrtman frw Atom
If you demand quality, but the budget calls for economy, 
Roppe durable vinyl cove base is the perfect choice. It’s 
designed with many of the same features found in Roppe 
rubber cove base. Available In Vs" or .080" thicknesses, 
Roppe vinyl cove base is flexible and pliable. But it’s tough, 
too, with a special satin finish that resists scuffs and scratches 
even when wrapped. Choose from 2’/2r A" or 6" heights and 
21 of today’s most popular contract colors. For samples and 
more information, contact your Roppe cal)
direct. Roppe Rubber Corporation, 160^

Box X, Fbstoria.

G. Joseph Ballinger is reopening the 
architecure and space planning firm Bal
linger Design Associates, in Indianapolis.

Allsteel promoted Mike Assell to direc
tor of contract sales and named Duane 
D. Fishel engineering vice-president. 
Assell has been with Allsteel for 11 years 
while Fishel worked for Haworth before 
taking his new position.

Jeff Portman (shown) was named vice- 
president of the Atlanta Decorative Arts 
Center and a member of the Atlanta 
Market Center’s management committee. 
The Atlanta Market Center includes, 
among other entities, the Atlanta Mer
chandise Mart, Apparel Mart and the 
trade show management company. AMC 
Trade Shows.

lion Street,

PE*

1-800-537-9527
In Ohio, 419/435-8546

■h

ii Robert C. Pew III (shown) has been 
named Steelcase’s first executive vice- 
president. operations. Pew will oversee 
operations, sales, distribution, marketing, 
and product development. Steelcase also 
appointed David W. Pbles director of 
product management.

Genie Agins (shown) joined Walker 
Group/CNI as director of financial ser
vices. retailing. Agins has 12 years of 
experience in marketing management and 
advertising, most recently at Citibank.

Lisa Bottom, senior designer in Whis- 
ler-Patri’s San Francisco office, has been 
named director of interior design for the 
Los Angeles office. She recently won 
the ROSCOE award for her Esplanade 
Series for Hickory Business Furniture. 
Executive Vice President Rodger 
Voorhees has been trasnferred from 
the firm’s San Francisco office to Los 
Angeles.
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mdarvis

Allan T. Britton, PhD. was appointed 
president and chief operating officer of 
Homestead Industries and its subsidiary 
Dartmouth Woolen Mills. Dr. Britton 
received his doctorate in physical chemis
try from Syracuse University.

Valerie Buschman was named director 
of communications for the Design Center 
of the Americas (DCOTA) in Dania, FL.

Kim Pendarv'is (sho\\7i) will be director 
of communications for the Atlanta Mer
chandise Mart and the Atlanta Decorative 
Arts Center. She was formerly president 
and principal owner of PR Projects.

James E Goughenour was named vice 
president, customer service and distribu
tion for the HON company. He will 
oversee service, production, and 
inventory at HON.

Haworth announced the appointment of 
Dan Spaans as group product manager- 
systems furniture. He is responsible for 
product line management of Haworths 
Places and Unigroup office systems.

Kwang K. Han (shown) has been 
named Vice Resident and Managing Direc
tor. Marketing, for Knoll International. 
Han previously worked at Herman Miller.

William E Adler (shown) has assumed 
corporate responsibility for PHH 
Envin)nments, the Maryland-based 
design firms facilities management busi
ness segment.

Wendy B. Gray, president and design 
director for the interior design and archi
tecture firm, Gray Design Group, Inc., 
was named a member of the Interior 
Design Professional Advisory Board of 
Maryville College, St. Louis.

If-? i-

Supcrioi' design and workmanship means faster, easier installa
tion and good looks that last. Premium oak booths are island-style, 
wall-style, or grout-in. Two corner arrangements form a banquette. 
The replaceable vinyl or fabric upholstery is optional. For unified 
decor, w-e manufacture free-standing or grout-in tables and chairs, 
dining counters with etched glass, oak millwork. planters and more.

Plwiolil Sealing TOLL 
FREE

507-789-5111 Fax 507-789-6192

0 800-533-0480
615 C entennial Dr., Kenxon, MN 55946
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Coming Events

February 8-9. Preview '90 annual market. 
Design Center of the Americas, Dania, Fla.: 
305/920-7997.

May 19-23. National Restaurant 
Association Restaurant, Hotel-Motel Show. 
McCormick Place; 312/853-2548.

1989
December 15. Networi( of Executive 
Women in Hos(Mtality, Fifth Annual Gala 
Scholarship Benefit. Beverly Hilton Hotel, 
Beverly Hills. Ca.; 213/285-1.348.

February 17-18. Fkx)r Decor West. 
Pasadena Center, Pasadena, Calif,; 
404/220-2330.

June 12-15. NEOCON 22 Merchandise 
Mart, Chicago.

1990
ForeignMarch 21-23. WestWeek ’90. Pacific 

Design Center, Los Angeles: 213,^657-08(X).
January 20-25. Wallcovering Distributors 
Association Convention. Marriott’s Marco 
Island Resort. Marco Island. Fla.: 
312/644-6610.

January 8-11. Domotex Hannover ’90. 
Hannover Fairgrounds. Hannover, W. 
Germany: 609/987-1202.

April 10-12. Lightfair. New York Hilton & 
Towers, New York: 404/220-2215.

January 26-29. National Floorcovering 
Market. Atlanta Merchandise Marl. 
404/220-2115.

May 19-22. American Institute of 
Architects National Convention. George R. 
Brown Convention Center, Houston, Tex.: 
202/626-7407.

January 10-13. Heimiexlil. Frankfurt, 
West Germany.

February 1-4. Heimtextil Asia. Tokyo, 
Japan.

SVMBAC»
FABRIC BACKINGS ^i (!)

r
SYNBAC-CD

What it is: An electrically conductive latex backing for contract fabrics.
What it does:

It serves as a conductor that carries off static charges before sufficient build-up occurs to create the sparking 
discharges that cause computer and other instrument malfunctions.

Synbac-CD is customarily applied to provide resistance in the range of one to ten megohms.
To utilize the conductive properties and achieve the proper performance of Synbac-CD, engineering of the 

furniture must take into ccmsideration the need for grounding.
Synbac-CD can be applied in conjunction with Scotchgard, Teflon, and selected flame retardants.
In addition to the conductive properties of Synbac-CD, the following qualities are also imparted:

Improved seam slippage, superior ravel resistance, dimensional stability, 
enhanced abrasion and pilling resistance.

One-half yard, full width samples of each fabric must be submitted for evaluation and laboratory testing to 
determine suitability for processing.

Facilities for processing fabrics with Synbac-CD exist in two plants —

mmnFINISHING
515 23rd Street. S.W.. Hickory NC 28602 

704-328-5522

^ INDUSTRIES
1400 Welsh Road, North Wales, PA 19454 

215-628-2000
COMMISSION FINISHING & LAMINATING 

Since 1901
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Bradbury is a work of art, inspired by a beautifully detailed tapestry.
Made of inherently flame-resistant fabric of Trevira® for FR, it looks sensational in bedspreads, upholstery 

and draperies in health care, life care and hospitality facilities. And it proves that a little art appreciation can 
open new doors for todays designers. Call Barry Ban-^n at Ametex Contract Fabrics,

79 Madison Ave., New York, NY 10016, (212)6%-0535, FAX (212)779-0241.
TrvvMa • n a itMMfnwn ol Hoacnii AC lot DotyoAiK

Circle 20 on reader service card



DECEMBER 1989

Good retail store design 
overcomes laggard market

While retail conglomerates try to figure 
out who (WTis whom, individual stores 
rely on their own uniqueness, as ex
pressed by interior spaces, to capture 
more of whatever sales v(>lume is out 
there. Two outstanding examples in this 
issue are Kennedy Center, designed by 
Planned lixpansion (iroup. White Plains, 
N.Y., a retail mall desired using mar
keting principles as guidelines, and 
completion of the second phase of 
Marshall Klelds flagship store in Chi
cago. which embodies rich, traditiomil. 
as well as eclectic design bv Hambrecht 
Terrell. Inti., N.Y.

Fast-food fare, exemplified by two total
ly unique McDonalds installations, one 
on N.Y.C. s fashionable 57th Street, the 
other In a luxury high-rise downtown 
Columbus. Oh., stands out for their 
attention to color and materials.

Photographs of winning showrooms in 
the International Design Center New 
York’s (IDCNY) Best Spjices Awards 
Competition, co-sponsored by the 
American Society of Interiiir Designers 
(ASID) and CONTRACT Magazine dur
ing Designers' Saturday, signal 
successful efforts to attract the atten
tion of even the most discriminating 
designers.

As for International Trade Shows, a 
directory tells all for potential atten
dees. At home or abroad, design 
excitement continues to pace special 
market developments, which should 
prove both instructive and entertain
ing.—TWE EDITORS

Vibrant graphic elements are 
key to the market driven design 
approach used by the Planned 
Expansion Group, White 
Plains, N. Y. for Kennedy Cen
ter, Union City. N.J.

l'liiilii)jrnl>liy (iiiry Sun I'liirti
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MARKET WISE

Marketing practice drives design of retail 
center by Planned Expansion Group



hiside Kennedy Center (this page)Eye-catching red metal fins draw 
the eye up Kennedy Centers spire to clear graphic elements recall the 
a quartet of brightly lit logos, send- logo treatment (vicid colors, green 
ing a message that the old Sears 
landmark is no more (opp. page).

stripes, yellow dots, black squares), 
playing into the popular-priced retail 
nuirket targeted for the center.

Q.

I
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A multistory addition (below) cre
ates a new entrance to the building, 
while improving core circulation 
and taking advantage of an existing 
bank of escalators.

Fire-engine red entry doors perpetu
ate excitement of the oterall 
Kennedy Center des^ (opposite).

Bright colors attract 
target market

design detail has to meet and reintorce 
that message. But it also has to work 
within the original structure.”

Because the clientele and tenants are 
both popular-priced, budgeting for the 
project was tight. Existing structural 
features, such as a bank of escalators to 
the rear of the building, were left intact, 
driving creation of an internal circulation 
core accessing upper and lower levels.

A multi-story addition was then created 
to expand the inner circulation area and

establish a new entrance to the building. 
Two-story windows reveal interior 
graphic elements such as banners, ac
cent lighting, and red storefronts, 
reinforcing the Kennedy Center theme.

Attention to visual detail is evident 
down to curving red bars supporting 
signage, all part of creating a unified 
identity for the Center.

“We avoided high-level finishes because 
of the budget,” Narva says, “it's mostly 
Zolatone and vinyl tile on the inside.

But what you have to 
remember is that when it’s 
gotta be cheap, it’s gotta be 
strong. Good design can be 
done in any price point— 
cheap does not mean 
ugly.

rate identity program. The building, a 
former Sears store, was a well-recog
nized local landmark too readily 
identified as “the Sears building." PEG 
worked on changing that identification 
by renaming the building Kennedy Cen
ter (after the structure’s address) and 
producing a logo/graphics program that 
dictated much of the interior design.

Bright primary colors and a distinctive 
‘K’ logo comprise the basic Kennedy 
Center theme. The logo incorporates a 
red ‘K’. a yellow dot, black squares, and 
a trio of brilliant green strip
es. elements found 
throughout the Center in 
one form or another.

Other graphic elements fol
low architectural details of 
the building: green neon 
stripes illuminate ceiling cut
outs throughout the interior, 
black and white tile squares 
cover floors, while bright 
red doors and flopped over
sized K’s recall the original 
logo. Outside, an existing 
stainless steel band was ex
tended and accented by a 
red light rail, illuminating the 
structure at night. The over
all atmosphere is exciting, 
immediately stating “retail.”

.5.

Sources
Signage—B&G Industries. 
Exterior lighting—Fair- 
mount Electric.
Banners—Abacromc Inc. 
Interior lighting—Kurt 
Versen Co.
Storefronts—A nthracite 
Plate Glass.
Vinyl flooring—VPI In
dustries.
Architecture/Interior 
Design—Planned Expan
sion GrouplArchitects & 
Planners, PC, White Plains, 
N. Y.: Kenneth D. Narva, 
partner-in-charge: Mayda C. 
Horizny, Gloria Duque, Peg 
Barth Yu, project design 
team: Gloria Duque, graphic 
design: Albert]. Krull, Paul 
Mendolia. Robert Rosit, proj
ect man^ement & 
production team.

Contractor—VRH Con
struction Inc., Englewood,

Site Engineer/Landscape 
Architect—The Office ofP 
DeBellis, White Plains, N. Y.

“We started with a good 
product.” Narva rec^s. 
“The building had good 
character. We simply added 
different elements, making 
every effort to integrate 
graphics and signage with 
the architecture. In order to 
work, the space must be 
focused on the message 
sent to the client- wery

N.J.
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THE LONG 
& WINDING ROAD

From the aisles of Marshall Field’s, Chicago, 
HTI re-creates retail sophistication

Once upon a time, long before the 
frenzied popularity of suburban malls, 
the grand, multi-floor department store 
was king of retail. Today. Hambrecht 
Terrell International's (HTI) five-year, 
$110-million renovation of Marshall 
Field's flagship Chicago store, offers 
pr(X)f that the king is indeed alive and 
well and making a comeback.

HTI, New York, recently completed the 
second phase of its overhaul, edging 
that much closer to the 1992 scheduled 
completion. This falls opening of the

Continuing on its Hve-yrur road 
to conif)lcti(m, H'ri finishes a)i- 
other hhase of its Marshal! 
Fields renovation, returnin^ito 
the rieh, <^rand tradition inher
ent in department stores of 
retails glorious p(ist.

men's and women's apparel depart
ments—both unique for their renewed 
attention to retail ambience, glamour, 
and customer trafficking—follows last 
November’s opening of the basement- 
level “Down Under"—an eclectic con
glomeration of various quick-service and 
specialty stores.

Concentrating on Field’s commitment to 
upgrading the store's image and attract
ing a more sophisticated clientele. HTI 
design team leaders Marian D’Oria. vice 
president/project director, and Martin 
Anderson, vice president/creative direc
tor. reworked the standard retail display 
philosophy, creating unique “shops with
in the store.’’

era. Boasting 30 shops offering a broad 
assortment of merchandise, the floor 
cleverly presents its shops with person
alized themes; A luggage shop is 
designed like an airport baggage claim 
carousel: a Viennese coffee shop takes 
customers to old Austria.

Basement. In this jungle of over
stocked. slow-selling merchandise. 
Marshall Field’s stacked to the hilt 
outdated items from its branch stores.

Down Under was bom from what had 
become something of an embarrass
ment to the store: The Bargain

D’Oria and Anderson completely re
vamped the 134.(M)0-sq.-ft. space, 
gutting much of the interior, to create a 
(Chicago Main Street from an earlier
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I\irl of flw (iuinn in Marshfill 
Fields Down Vuder shopping area 
is !lw eeleetidsn} of the shops, as 
this lavage store shoivs. Desi,L>ved 
to resemble a ha,ii^af^e elaim at an 
aiiport. the hri^^htly eohtred display 
marks the slurps entranee.

Down Under is desijjned to particularly 
attract the commuter lunch-hour shop
per. Accessible from the city's 
“iVdestrian Way." a walkway joining the 
subway train station and the street. 
Down Under services the last minute 
shopi^r who needs anything from air
line tickets to stationery to a good 
b(K)k. In the center, a well of esca
lators—housed in a dramatic 11-story 
glass atrium—transports shoppers to 
Marshjill Field's street-level main door.

In contrast to the eclecticism of Down 
Under, the newly completed men’s and 
women’s apparel departments are de
signed to showcase sophisticated 
designer clothing, upscale sportswear, 
and shoes.

"In the men’s department (l()().(HM)-sq.- 
ft.) one of the things we wanted to do 
was take a break from the typical dark-
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HTI blends eclectic with couture

department are wider with more promi
nent displays and the departments have 
been moved to the second and third 
floors for easier accessibility.

Lighting is another aspect of the project 
altogether. In Down Under, the scheme 
varies so vastly, fixtures had to be 
lettered and logged in order to keep

The women’s departments (more than 
350,(KX)-sq.-ft. including cosmetics, 
jewelry, and other areas still under 
construction) also feature this lighter 
sophistication, particularly in the 28 
Shop. Marshall Field’s traditional cou
ture fashion collection.

paneled library look,” Anderson says. 
"We were inspired by the work of 
French designers of the '30s—very 
beautiful streamlined and sleek designs. 
We used a light, bleached tigerwood 
with darker natural tigerwood accents, 
giving a refreshing upbeat look.” Bor
ders in this area are finished in marble 
with rich detailing. White lacquering, silk-clad walls, neo

classical detailing, and crystal chan
deliers outline what D’Oria calls “a fresh 
look for the 90s.” Aisles in the entire
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This Doivn Under stationery shop 
(opp. page) boasts southwestern ^fia~ 
vor ivith neutral colors and a clean, and is rich with silk walls and 
smooth architectural design. The 
Cafe Vienna, (below, top) creates a 
European atniosphere wlwre pa- 
trmts can relax with a snack. The 
sophisticated 28 Shop for women on

the second floor (bottom), houses 
Marsluill Fields couture collection.

crystal chandeliers in a neo-classi
cal setthig.



PERSONAL
INVESTMENT

Columbus healthcare designer cuts loose 
designing own clothing shop

In his Columbus, Oh., cbthing 
store, one designer utilizes Ad 
Hoc playfulness to “uncover 
new meaning in ordinary 
things. ” The project won best of 
competition in the 1989 Colum
bus Interior Design IBD 
Chapter awards.

Galvanized steel bucket sconces, chain 
link fences. bt)wling balls, and concrete 
beams seldom find their way into hospi
tal interiors. Perhaps this is why 
healthcare designer Joseph Kuspan’s 
work outside the office (Karlsberger & 
Assoc., Columbus. Oh.) seems to ex
plode with a playfulness rooted in the 
Ad Hoc design movement. (A hallmark 
of Ad Hoc-ism is adapting seemingly 
inappropriate objects for less obvious 
uses).

One such design is the 9(K) sq. ft. 
womens clothing shop. Moda Verile, 
owned by Kuspan and his wife, and a 
winner of the 1989 Columbus Interior 
Design (CID) IBD chapter awards in 
Columbus, Oh.

Original and modem design
Located in a turn of the century building 
north of downtown Columbus, in an area 
with a high concentration of art gal
leries, the storefront space had a 
conglomeration of origiral and modem 
design elements receptive to an un
structured. avant garde treatment. The 
merchandise itself—mostly wild, adven
turous lines from Los Angeles and New 
York—and a budget of $6,500 (including 
everything) also lent themselves to 
inventive design. “The contrast be
tween crude objects such as coiled 
electrical cords and chain link fences 
and the vividness of the clothing would, 
we thought, strike a nice balance.” 
Kuspan explains.

in three shades of gray, creating a 
mottled surface paralleling the crude
ness of fixtures and furnishings.

A long and narrow space, the floorplan 
fi)r the store became even more elon
gated by ledges where the original floor 
level had been. Instead of designing to 
minimize this narrowness, says Kuspan, 
"We decided to go with it, to accentuate 
it.” The focus of the space is the

Clothing racks are held up by steel 
tension aibles: chain link fences display 
pieces: galvanized steel buckets cut in 
half act as light sconces. “I don't like 
store-bought design items,” remarks 
Kuspan. “I enjoy uncovering new mean
ing in ordinary things."

Overall lighting is kept dark. The idea, 
explains Kuspan, is to highlight specific 
pieces on racks and display cases with 
fixtures. Walls and ceilings are painted
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M()da Verite accomplishes its un
conventional look with steel bucket 
hanf^ing fixtures and sconces, (opp. 
page and below) chain link fences 
scattered throughout the space, and 
even bowling halls strategically 
placed as part of a display table 
(below).



GOOD TIMES, 
GREAT TASTE

Flagship McDonald’s by Bohm/NBBJ 
features business class amenities

headquarters and six-story atrium, it 
found that employees wanted a fast- 
food. fast ser\’ice restaurant inside the 
complex (for rainy days).

Getting a fast-food restaurant to look as 
sophisticated and business-like as the 
rest of the Nationwide complex was the 
challenge presented to designers Bohnv 
NBBJ, Columbus. Oh.

“From the start it was clear that this 
facility would bear little resemblance to 
other McDonald's around the country,” 
says James Schirtzinger, chief designer/ 
principal. “The biggest difference is that 
most of the 6,5()0 sq. ft. restaurant is 
custom-designed.” In particular, counter 
tops, trash receptacles, and booths 
were created specifically for this facility. 
High-end materials (marble, granite, 
slate), drapery for windows, upholstery 
for seating, as well as a sophisticated 
art program, are other details typically 
unheard of for McDonalds.

But even though the Nationwide 
McDonalds was esthetically more de
manding, it still had to be completed 
within the chain's standard 90-day 
schedule.

When Natimuide Insurance 
built a second headquarters, 
they polled employees and quick
ly put a fast-food restaurant on 
order. The resultifig6,500-sq.- 
ft. McDonalds won an IBD- 
sponsored Columbus (Oh.) In
terior Design award for 1989.

In addition to plotting the common 
functions, designers also had to create a 
conference room, a sidewalk cafe area, 
and a quick service counter away from 
the main service counter.

The many functional zones that resulted 
were visually divided by flying maple 
wood beams running vertically through
out the restaurant. These same vertical 
beams also make up elements of 
screens and doors. An abstract, con
temporary art pn>gram further 
distinguishes separate areas by provid
ing different shots of bright colors.

Office workers on a lunch break d<) not 
want fancy, expensive restaurants that 
take forever to serve food. That, at 
least, is what office workers for the 
Nationwide Insurance Company in Co
lumbus. Oh. had to say. When 
Nationwide surveyed its employees dur
ing the planning of its second
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(below, top). Vertical beams thatW(X)d furniture and upholstered 
booths (opp. pg.), as well as incan- divide the restaurants functional
descent lighting make for a uniquely zones inspired the maple w(X)d screen 
“soft" environment. Marble, gra- and door motifs (below, bottom), 
nite, and slate, in black, Canadian
rose, and gray, respectively, create a 
warm, dark-neutral color scheme

Sources
Tables—Johmon Industries 
Custom booths & chairs—Shelby 
Williams
Flooring—Canital Granite, Burlington 
(slat knatstone). lAC Durapavers 
(kitchen).

Carpet—Bentley Mills
Wa 11 s—PanA merican Ceramics
Pendant flighting—F. Ramonii
Ceil i ngs—.A mis tong
Fabric -DesignTex, Cartwright
Window Treatments—Carfiegic
Art—Brenda Kroos
Mill work—Gleeson Construction

A warm, dark neutral color scheme— 
exemplified by Canadian rose granite 
floors with gray slate accents—unifles 
the overall design while providing a 
contrast to the bright fluorescent en
vironment of the offices within the 
complex and the skylit atrium.

Roman shades, wood furniture, resin 
top tables, dimmable incandescent light
ing, as well as pendant fixtures with 
glowing horizontal red accents (lining up 
across the restaurant) soften the space 
while unifying functional areas.

Canopies with a copper patina finish 
provide a focal point at the service 
counter and serve as a mediating ele
ment between the quieter public areas 
and the bright food and service areas.

The polished bronze storefront, with 
signage in Travertine marble, gold leaf, 
and etched glass, is perhaps the best 
illustration of how far a departure from 
standard McDonalds fare this design 
represents.—E.O.

Interior Design & Architecture—
BohmlNBBJ, Columbus, Oh. James 
SchirUinger. chief designer/principal: 
Bryan Shiles, architect: Tammy Ebbing, 
interior designer: jack Pettit, project 
manager: Tim Gregg, project architect.

Mechanical/Electrical engineer— 
Meyer. Strong & Jones, Columbus, Oh. 
Art Consultant—Winning Images, 
Columbus, Oh.
Kitchen hesigner—McDonalds Cor
poration
Developer—.Nationwide Insurance 
Company, Columbus. Oh.
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SHATTERING
TRADITION

Charles Mount sheds standard look, 
creating N,Y. McDonald’s with panache

Charles Morris Mount aban
doned typical McDonalds colors 
to create a design that blends in 
among boutiques and galleries 
in an upscale Manhattan 
neighbitrhood. Blue neon and 
glass tiles give the Jdst f(H>d 
eatery an underwater feeling.

When local gallery owners and boutique 
proprieters discovered that Charles 
Morris Mount was involved in bringing a 
McDonald’s restaurant to New York 
City’s 57th Street, he wasn't the most 
popular guy in that posh Manhattan 
neighborhood.

“There were some people who defi
nitely didn't think a McDonald’s would fit 
in,” recalls Mount, president. Mount & 
Associates, New York, N.Y. “But when 
we opened and they saw what we 
achieved through an atypical design, the 
critics turned around.”

E

I

Neon lighting also helps achieve the 
unique look, giving the restaurant a 
soft, inviting feel. This softness is 
carried through with curving glass-block 
walls, accented by glass tiles.

In addition to departing from corporate 
colors, the 57th Street McDonald’s 
broke new ground by installing carpet
ing. “We really didn’t have a problem 
finding material that would stand up to 
heavy traffic and coordinate with the 
design concept. This restaurant is pr(x)f

that good design can be functional and 
profitable.” Mount says.

Mount reports the cost per square foot 
was no more exp>ensive than a standard 
McDonald's. He worked primarily with 
franchisee Irwin Kreuger. although 
there was some input from the corpora
tion. The project took approximately 
two years from conception to comple
tion. The carpet design won a 1989 Du 
Pont Antron Design Award.—K. Z.

The most striking aspect of Mount's 
McDonald’s is the absence of the famil
iar red, yellow’, and orange color 
scheme, replaced by c(K)1 blues and 
pinks. “The concept was high-tech with 
a soft touch, and what we have achieved 
is kind of a space-age nightclub with an 
underwater quality. It works in the 
restaurant setting because it’s sort of a 
’90s version of the '50s diner. ”
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Cool neon blues, pinks, and yellows colors on a bi-level design (<rpp. 
help create this particularly atypical page and below, ri^t) and even 
McDonald’s in Manhattan’s Mid
town. Draining on an underwater 
effect, designer Charles Morris 
Mount continued his pallette of

added carpeting (below, left), for 
which it won a 1989 Du Pont
Antrm Design Award.



MOVEABLE FEASTS

Light & easy tables, chairs, & accessories



Mt'iidiun
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Furnishings for the fast-food generation



Serrosr
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BESTSPACES ’89

4 IDCNY showrooms earn top awards 
in 3rd annual competition



The jud^s liked the creative use of frames on imlls, and metallic paint 
cubic space that sets the theme for 
the Rosejohnson shounvom. Upon 
entering, visitors are dearly led to 
the information source and control 
point. Texture is created through the 
use of draped muslin fabric in pine

on structtdral columns. These ele
ments don’t detract from the 
product, but add interest and make 
the space inviting.



BESTSPACES ’89 The judges were amused by the 
temporary spaces playful theme. Pa
per columns and spirals, floating 
angels, and wood crates brimming 
over with sinks, tubs, toilets, and 
accessories were used to signal that 
American Standard products are 
‘'packed and coming."

CunUnued



The judges, felt that this. ,
dever and ivas
/7M / prmdifM
an m/ormitwe product stwwrtL^ 
from storetrmt to interior The

tiroduet Knes cmenntt tioor-^ntt. imlhuriacrs, „lmgs ZT 

f varies are wHUrmnued and 
explained try red graphics that are

eonsvitent throughout.

yasxiksr’^

tin dustries.
W-8,345 sq.ft.

Skylme tehifertsTn'd 
Vork. ^ Oesignere. New

)mstrong World In-

Steelcase 4, c'“5'''
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BESTSPACES ’89



The judges commented that Steel- 
cases Context furniture display, 
housed in a large (rpen space, was 
well-organized, permitting easy traf- and personalized down to his 
jic flow and user involvetnent with or her choke of accessories, 
the product. Wood blocks in the 
form of the furniture compcments 
are available for the spot design as

soon as visitors enter the space. 
Each workstation is cleverly 
assigned to an imaginary worker

photos, and books.



CROWD PLEASERS

Public seating that fits in all the right spaces

Bieffeplast—Trax is a steel beam seat- Kinetics—Designed for maximum 
ing system developed for concourse 
areas. Seat and back panels are 
anodized aluminum, stainless steel, or 
plywood. Distributed by Gullans Inter
national. Circle No. 212.

Paoli—Designed by Nick Ungaro to fit 
any size outer office, lobby, or waiting 
room, Trax modular seating system 
uses a single size seating unit 24 in. 
wide and 27 in. deep. Base units, table 
lops, and magazine racks all use one-in. 
butcher block oak available in such 
catalyzed finishes as Trax oak. ma
hogany, walnut, or ebonv.
Circle No. 210.

comfort. Plush oversized chairs are 
totally upholstered, with a wide arm 
that can be upholstered to match or 
contrast with the seat. Ganged versions 
are available in a variety of lengths. 
Circle No. 259.

Kim'tirs
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Executive Office Concepts—ThePanel Concepts—A central support 
rail provides three-, four-, and five-place 2(MK) modular seating line consists of a 
units for the Omnific multiple seating.
Arms on each seat may be raised or 
lowered independently and seats are 17 
in. or 19 in. wide. Circle No. 260.

Cumberland—Cambridge Bench is of
fered in three sizes with either a wood 
(a choice of three finishes) or stainless 
steel base. Seat is foam over hardboard 
in a Ixjx tuft upholstery detail. Base 
options include satin brass, polished 
brass, or statuary bronze.
Circle No. 209.

fully upholstered modular system with 
components to create rectilinear, 
curved, and free-form seating configura
tions. Available in 24- and ;iO-in.-wide 
seats. Circle No. 218.

Exi’cuttvi' Of/ur Cimcepls hitii l Cona-pls
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Waiting for the go-ahead can be a pleasurable experience

Sauder—ModLok chairs may be inter- Comforto—R)ur indi\Tdually uphol- Hayes—Perception can act as a small
locked and arranged in straight or stered cushion shells on System 25 sofa, ^est chair, elatKjrate seating sys-
curved rows, or used as individual multiple seating provide support at each tern with connecting or freestanding
chairs. R>rmed of select hardw(K)d lami- major contact ix)int with the body. tables, or multiple seating unit for
nates, these chairs stack seven high and Available with arms or armless, and waiting areas. Intermediate arms are

with (^tiomil tables. Circle No. 261. offered with or without w(kk1 arm caps.
and benches in three sizes.
Circle No. 223.

are available in either fabric or vinyl 
upholstery. Circle No. 222.

Thayer Coggin Institutional—Sev
eral arm/suspended table configurations 
are possible with the chair, loveseat, 
and sofa grouping, nos. 5930. 5931. and 
5932, respectively. Circle No. 258.

JG Furniture—The Dallas Chair has 
no springs (making it durable) and a thin 
profile that allows greater seating capac-

m Inslilutumal
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smooth wood on the Elissa seating 
series. Circle No. 262.

offered, as well as a number of uphol
stery fabrics. Circle No. 256.ities. Construction features include a 

three-quarter-in.-thick curved seat and 
back, finished wood veneer and a three- 
quarter-in. wood trim. Swing-out arm 
and side panel chairs provide easy 
access for the physically challenged. 
Circle No. 221.

C karli4te

Contract/December 1989 69



f pastel hues. The flooring is available in 
numerous configurations.
Circle No. 205.

Hoboken Wood Floors—Using a
finely tuned, state-of-the-art tech
nological process, raw Koto wood is
peeled, dyed, glued together layer upon
layer, and cross cut for the Legnotex
collection of wt)od flooring from Italy.
Circle No. 206.
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Armstrong—Crowne Disc rubber tile 
features low-profile, raised circular discs 
and a palette of ten colors. A self
releasing wax continously rises to the 
surface of the tile and facilitates routine 
maintenance. Circle No. 202.

Tarkett—Twelve-in. by 12 in. pre
finished parquet flooring is offered in a 
traditional mosaic pattern. One spe-

•Parawood—comes in three 
finishes including honey, polar white, 
and natural; Malaysian Merbau is avail
able in a natural finish.
Circle No. 200.

Nafco Floor Products—Cornerstone 
solid vinyl tile is made to withstand high 
traffic. The non-directional chip pattern 
closely resembles granite and comes in 
five colors, including gray, charcoal, 
sand, beige, and black.
Circle No. 204.

ciei

Congoleum—Through-color inlaid vi
nyl construction and flexibility that 
resists cracking and tearing during in
stallation. are characteristics of the 
Marathon line of flooring. “Commerce” 
offers six bright and styhsh colors. 
Circle No. 203.
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INT’L SHOW CALENDAR

U.S. design community exploring 
world markets in growing numbers

“As the World Shrinks” could be a new 
soap opera starring U.S. manufacturers 
and designer/specifiers set at interna
tional shows. The plot: new trading and 
design opportunities.

A large contingent off North American 
manufacturers recently attended Japan 
Office ’90 to meet potential Far Eastern 
customers. Designers are also v'isiting 
fairs in the Orient, bringing ideas to 
remove them from obsolete bullpens 
and install them in modem open plan 
offices—a quantum leap into the ’90s.

Just announced is the European version 
of Interior Design International (IDI), to 
be held at the RAl International Exhibi
tion and Congress Center, Amsterdam, 
October 28-31, 1991. Produced by Brit
ain’s AGB Exhibitions and RAl Gebouw 
of Amsterdam. IDI will become the 
annual international trade fair on the 
continent.

The rpriil Itas mavd to Ihf new Intcmalwnal Center 
comprising 500.000 square feet id exhibit space, unifying 
the show. More than 300 Canadian nianulaclurrrs and 65 
foreign rxhiinUrrs are expecied to parliripaie, di.-playing a 
variety id home furnishings, lighting, and acressones in 
traditional, rustic, classic, and contemporary styles.
Date: jan. 23-28
Show: Inlemational humiturc Fair CoIobtic 
Where: Exhibition Gmunds. Cologne, West Gennany 
Contact: Hans J. Teelz. German American Chamber of 
Commerce. 666 Fifth Ave., N.Y., N.Y. 101U3; ph. (212) 
074-8867; FAX (212) 974-8867. 
rfiirfv-^w frtuntrirs H'lif be represented at this sfwm'. 
hwuseson residential and conlracl furniture. Encimipass- 
mg 14 halts, the exhibit is organized by categorws. 
including Italian, English, and avant-garde ottenngs.

Date: Mav 24-27
Show: StlAK: International Exhibition for Home Furnish
ing textiles
Where: Milan Fairs South l*avilion. (.acchiarelta. Italy 
Contact: Sheila Palka. Delia Assixiate^, PO. Sox 3^. 
Route 22 West, Whitehouse. N.J. D8888; ph. (8(M)) 
524-2193. C2aU 524-W144 m N J.; FAX (2(11) 5.34-6856,
A total of 700 exhibitors are cxpirled m lltOO. a 25 permit 
increase from the previous show. Forllw prst lime, there 
will be official parlicipation Inim Ihc U.S.. with 15 
companies hrouifiil togelher M the National Bed. Bath and 
Linen .Assoaaliim. Carpeting, curtains, and upholstery 
kihrirs will hr among Hie products on display.

JUNE
Date; June 17-2D
Show; Montreal Furmlun' Market
Where: l^ce Bonaventure and Palais des Congres.
Mexitreal. Canada
Contact; Quebec Fumitun* Manutai'lurers .AsKoctation. 
1 Eiffel. RO- B‘« IOU2. Plai-e Bonaventure. Montreal. 
Quebec, Canad'i H5.A 1E9; ph. (514) 866-3631; FAX 
(5141 871-99(X)-
Orcupying 420.lgg> square hvlol space, more than 3(hf 
exhibitors participated i>i the show last year. It's Canada's 
biggest trade show covering residential furnishings, bed
ding. lamps, and accessories.

FEBRUARY
Date: Feb. 1-4 
Show; Heimtextil .Asia
Where: International Trade Center. Tokyo, japan 
Contact: Hannelore Czech. Messe Frankfurt Service 
GmbH, Ludwig-Erhard-Anlage 1 6(K)0. Frankfurt. West 
Germany; ph. (0691 7575-6415; FAX (069) 7575.695U. 

More than 2lg> exhibitors from 2H countries are expi'eled for 
the debut of this show featuring textile products. Italian. 
French and Swedish exhihilors will display decorative and 
upholslrry fabrics, while U.S. exhibitors will show mostly 
fimir anvnngs.

SEPTEMBER
Date: Sept. 19-24
Show: International Furniture Exhibition. Eurr^uce 
Where: Mdan Fairgniunds, Milan. Italy 
Contact; COSMIT, Uffici 1-2012:1 Milan, Corso Magen
ta, Italy: ph, 498:161. Telex 3:143494 COSMIT.

A wide product range will be on display from hHOO 
companies at this premier show tor funilure mtroduclums. 
inelitding over 2fXl foreign exhibitors. More than 351 
exhibitors are scheduled lo parlwipalr in Eurolurc, Ihe 
concurrrni lighting show.
Date: Sept. 24-27 
Show: Japan Office ’911
Where; Mukan Messe. Nippon CimventkHi Center, 
Tokyo,Japan
Contact: Japan Management Assru-ialiiin, 3 1 22 Shira 
K(Kfii, Mmalo Ku. Tokyo 105. Jaiwin: ph. 81 3 4:14-1391; 
FAX 81 3 4.34 8076.
This will be the seiH'nlli annual edition id the amferenee 
coivnng office furniture and offiir design systems, along 
with air l ondiiiOHtng, building maintenance, information, 
and communication lechnolofft,

MAY
Date: May 3-7
Show: Scandinavian Furniture Fair
Where; Bella Center Exhibition Hall. Copenhagen,
Denmark
Contact: SFE Center Blvd.. 1)K-2;KX). Copenhagen S. 
l>enmark; jA. (Oil) 45 I 51 8000.
Brsidenluil and contract /umilure. along wilh hibnes, will 
be on ihsplay in temporary and permanent .showriMims of 
Ihe Bella Center. Last year. mon‘ Ilian 5(g> exhihilors 
displayed at the largest /iimiturc show in Scandinavia. 
Date; May 5-8
Show: Salone Intemazioiiale Della Sedia
Where: Fairgrounds, Udine. Italy
Contact: Rosanna Purinan, Pmmosedia, Via ITadamanu,
2/A, 33100 Udine. Italv; ph. (0432) 520720: FAX ((M32)
522185,

Show organizers estimate 50 percent id all Eundu'an chair 
production takes place in Ihc Udmr regum. and Ihe 
>»w;«n/v id the 200 exhibitors expected tor Ihc seating show 
will be Italian. Sprawling over3o.OIH> sq. ft., displays will 
feature everything,from ptflee chairs to sUuiium seating. 
Date: May 13-17
Show: IntenoT Design Inlenwtional (IDI)
Where: Earls Court. London, England 
Contact: Nic<8a Hodge. AGB Exhibitions. Field End 
Kd.. Eastcote Kuislip. Middlesex, HA49LT: ph. Ill 868 
4499: FAX 01 429 3117.
This year, the shoic fuis expanded (<i \KCUpy fhr rnfiri' Earl's 
Court Exhibilion Center, formerly shared with Sliopi-x. 
Officials anticipalc approximalely 650 exhibitors at Ihe 
IF90 show, including 50 exhibitors from outside the U.K. 
Furniture, office systems, upholsteryicurlain ,labnrs. tiles, 
carpels, and accessones will be shown.

New ideas, new customers, new mar
kets: all reasons why Americans will 
soon be as commonplace at European 
design shows as they are at Notre 
Dame. Here is a list of international 
shows in 1990:

JANUARY
Date; Jan. 6-11
Show; Domotex Haimwer
Where: Hannover Fairgnxinds. Hannover, West Or
man y
Contact: Hannover Fair U.S.A., HO. Box 7066, 103 
Carnegie Center. Princeton. NJ. 08540; ph, (609) 
987-1202: FAX (609) 987-1KJ92.

Europe's largest earpeting and fUmr covering show antici
pates more than 634 eihibiiors from 35 countries in 1990. 
Calegiirws covered include woven carpets. Icxlile fUwr 
coverings, libers, and yams, afuRg iciffi fnhmihijcii and 
design.
Date; Jan. 10-13 
Show: Heimtextil
Where: Messe Frankfurt. Frankfurt, West Gemiany 
Contact: Messe Frankfurt GmbH, Ludwig-Erhard-Angie 
1. POH 97 0126 I) 6000 Frankfurt 1. West Germany; ph. 
(069) 7575-6415; FAX (069) 7575-6950.
The leading show in the textile indusiry, Ihc 1990 show is 
staled to metudf more than 2.tKH) exhibitors.from 46 
eimntries. The shim- was restrurlurrd last year lo inchuie 
exhiM spare hgulmg200.000 square meters.
Date: Jan. 14-17
Show: Toronto Furniture Market
Where: Interiuilional Center, Tonmto, Canada
Contact: Quebec Furniture Manufactiin-rs Association, I
Eiffei, PO. Box 1002. Place H^venture. Montreal,
Quebec. Canada H5A 1E9: ph. (514) 866-36:(l; FAX
(514) 871-991M).

OCTOBER
Date: Oct. 2-7 
Show; Cersaie
lA here; hairgniunds. Bologna, Italy 
Contact: CersHiie Press Oftice. Vak* S. Gwrypo, 2-41049, 
Sassu(4o(mo) lulv; ph. (05:16) 8t)fi9lXX)/80590U2; FAX 
((«i:i6) 806510
The !98!l edition o1 this inirmiilional show lor ceramic 
tiles and bathriHim tiimishings had 997 cxhibilnrs in 
95,000 square meters ql space. Tivrnty aiunlries were 
repre.sriiled. anil more than IS.OIglid the ZOO, 000 
atlenilm uvre liircign visilors.
Date: Oct. 2.5-30 
Show: Orgatech
Where: Fairgrounds. CologiM-. West Germany 
Contact; Koln Messe, PO. Box 21 07 60, 5ti(K) Cologne 
21, WeM Gernwitv; ph (1X221) 821-1; FAX (0221) 
821-2.574.
Orgalechitik will iwcupy Ihe entire 14 halls if the Cologne 
trtule show amipkx. .More than 2.000 exhibitors partici
pated in the last show, in I9SS. /‘riHlucIs include olflcc 
tiirnilurr. equipment, and communications lechniiloffi- 
(includiiq; video cimlermi iiig rqiiipmenO.

Date: May 13-17 
Show: Shs^x ImemaliiHial 
Where; National Hall, Olympia, London 
Contact: .Nicota Hodge, AGB 
Kd.. Eastcote Ruistip. Middlesex, IIA49LT: ph. 01 868 
4499; FAX 01 429 3117.

Exhibitions. Field End

Mon- than 2(M/ eihibiiors an- expirted to iwciipy the 5.500 
square meters igWational Hall, the show's new ivnue. 
Brodurts H'lff iHcfudr poml ig sair i'<}iot>mi'>i{, rush 
registers, shelving, mannequins, hating, display systems, 
tloonug. and shoplilling pm-enliim equipment.
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CONTRACTProducts

Luciting lighting: 
Introduced by Murray 
Feiss Import Corp., 
lighting duo features hand- 
cut, hand-polished ludte 
acrylic bevelled rods on 
highly polished, solid brass 
frames.The 10-light offers a 
contemporary design twist: 
the 12-light piece delivers 
tremendous light power. 
Circle No. 365.

A clear choice; Clear ftre- 
rated FireLite looks, cuts 
and feels like regular 
window glass. But it can 
withstand the simultaneous 
effects of fire and rapid 
cooling and does not require 
wire for structural 
reinforcement. As a result, 
FireLite eliminates the 
“chicken wire” look of 
ordinary wire glass while 
offering a better fire rating 
and greater impact 
resistance, according to 
Technical Glass 
Products.
Circle No. 377.

Desktop organizers 
increase productivity: 
Flexible organizers for 
desktop use reduce clutter 
and create a more attractive 
workplace environment. 
“Systemizers” organize 
forms, reference books, 
software and other items. 
From Delco Office 
Systems, these adaptable 
and versatile units can be 
wall-mounted or mounted on 
risers above the desktop 
surface area.
Circle No. 382.

Crafts on display: Adele 
Lewis Inc. seeks out 
unusual items made by 
craftspeople worldwide and 
is a direct importer. Firms 
product range includes 
model boats, bird houses, 
furniture, planters, urns, 
baskets, table bases, dried 
and silk flowers, fiberglass 
architectural elements, and 
many new items made in 
papier-mache.
Circle No. 372.

Funnel shape 
distinguishes basin: With 
a striking silhouette of 
glossy polished chrome, the 
Euclide basin is part of the 
Washmobil series of 
innovative bathroom 
furnishings. The pedestal 
basin is available through 
Hastings Tile & II Bagno 
Collection. The compact 
unit features a stainless 
steel basin and built-in

single-lever faucet. It is also 
offered in matte black, 
white, red or yellow enamel 
finishes. Circle No. 368.

Credenza matches 
presentation center: The 
Designer Series 
I^esentation Center 
features a white porcelain 
steel writing and non-glare 
projection surface. Available 
in oak or walnut, the center 
comes with flip chart and 
wall mounting bar. Luxor 
Corp. offers a matching 
Uickup Credenza with four 
adjustable shelves.
Circle No. 378.

Freeing up work 
surfaces: Work tables 
equipped with Datum 
Rotary Action Files enable 
uninterrupted consultation 
and a clutter-free work 
surface. Rotary Action Files 
are offered as an add-on to 
existing tables or as an 
option to firm’s line of 
cluster workstations and 
conference tables. They 
come in five diameters, and 
are also available with 
tambour enclosure panels in 
a wide range of finishes. 
Circle No. 374.

Grid system premieres: 
From Pittsburgh Coming 
Corp., the IBP Glass Block 
Grid System for windows, 
walls and skylights is 
designed for exclusive use 
with PC GlassBlock 
products. The aluminum 
alloy grid system is available 
in a variety of sizes in white. 
Metallic finishes include 
gold, silver and bronze. 
Circle No. 376.

Delco Oftur Svstans A(U‘lr Lewty

Miirni) Frr^s

Haslinni Tile <fi /I Haunn Collection

Trchmriil (Slass PnMturIx

Dafuni
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Footnotes

Revival houses

Reserved tray seat, 
grand opening.

Miami's newly refurbished Gusman Center for the 
Fet1orrniti/{ Arts beaun life in as one of 
architect John Kherson's “atmospheric picture pal
aces. ■' with a medieval Italian garden theme and 
projected chnals that drifted across a deep blue 
ceding. All this has been restored by the Beauchamp 
Construction Co., along with slatties. metalwork, 
and the elaborately tiled floor of the VIP lounge.
The Majestic, another Eberson theater with a 
Moorish motif was recently redone in San Antonio. 
Tex., and is now home to that city's symphony 
orchestra.

Competitions
The Steelcase Design Partnership is 
seeking submissions for “Mondo Mate- 
rialis,” an exposition of “materials for the 
built environment”, that will be held at 
WestWeek 1990. Only raw materials will 
be considered, not Hnal products. Plastic 
laminate would be acceptable, counter- 
tops would not. For further information 
contact Steelcase Design Partnership:
305 East 63rd St.: 15th floor: New York. 
NY 10021. Deadline for submissions is 
January 15. 1990 . . . Any permanent 
commercial interior completed since June 
1987 is eligible for the 1990 Du Pont 
“Antron” Design Award, provided it 
incorporates .Antron carpet as a major 
design element. First prize is a two-week 
trip for two to the Milan Furniture Fair, 
and category winners will receive $1.0(K). 
For information, contact Du Pont 
"Antron" Design Award: Burson-Mars- 
teller: 230 Park Avenue South, New 
York. NY 1(K)03 1-800/448-9835 bv Febru- 
arv 23. 1990.

UJ
eyCVJ
o

a.
occ

GLassrorm DuraForm
1435 South Santa Fe Avenue Compton, CA 90221 800 842-1121
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Footnotes

AIA database 
upgrade

New York showroom and offices to the 
15lh floor o( 1675 Broadway in January. 
Donovan & Green will desijjn the 
24,00U-sq.-ft. space . . . Designers 
Saturday was the setting for the open
ing of Allied Fibers' new 5,10()-sq.-fl. 
commercial c^et showr(X)m at IDCNY 
. . . The textile and furnishings tirm 
Lee Jofa relocated its San Francisco 
shownM)m to a street-level space in 
Showplace Square West, designed by 
architect William C. Turner . . . J.D. 
Contract, a division of Jackson of 
Danville. Ken., will open a showroom at 
Chicago's Merchandise Marl in De
cember . . . The California Leg
islative Conference on Interior 
Design (CLCID) and the California 
Interior Design Political Action 
Committee (Cll)PAC) kicked off a 
$1,(XM),(M)0 ffindraiser September 5th to

support legislative efforts for the licens
ing of designers. Shares in “Futures 
Investment” are being offered $200. For 
information call 916/961-4031 . . . 
FORM A, Seattle, recently com
pleted the design of guestnKxns, suites, 
public areas, and live restaurants and 
bars in the 27-story. 700 r(x>m Tai Ping 
Yang Hotel in Shangliai. The hotel, 
scheduled to open late this year, is a 
joint venture of the Aoki Corporation 
and the I^eoples Republic of China 
. . . The 19^ National Restaurant 
Association Hotel-Motel Show was 
named a participant in the U.S. Foreign 
Buyer lYogram. The Department of 
Commerce sponsors the effort to at
tract overseas clients to U.S. trade 
shows. Only 17 other shows were 
chosen for the program.

The AIA Library enlarged its "Design 
for Aging” database and added a new 
category. Building Security Design. The 
Design for Aging database lists almost 
4,(X)0 citations culled from various pub
lications as well as associations, 
government agencies, and academic 
pn)grams in the aging field. The Build
ing Security Desi^ database has 170 
references . . . The Marketplace 
Design Center, l^hiladelphia, intro
duced a computerized designer referral 
service. Callers to 215/561-^MK) can 
receive the names of up to eight design
ers and information about their 
specialties . . . Haworth will move its
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FREE
INFORMATION
FAST

Use handy 
Reader Service Card 
for quick and 
convenient response 
to products displayed 
in this issue.

no.

no isHierun
no.

jdm« E. Fischer, Corporate Cifiulalion Director
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Catalogs & Brochures
NEOPARIES

NEVER BEFORE HAS 
A DESIGN DECISION 

BEEN THIS 
BEAUTIFUL & EASY!

5The new collection of stack
ing chairs, including the 
ergonomically designed Ac
tion Back Series and the 
“Grand Hotel” Series are 
highlighted in a 22-page cat
alog from Shelby Williams 
Industries. The color bro
chure also includes the new 
aluminum stacking chair and 
several other popular de
signs. Circle No. 254.

5

Now you can order Neoparies Light 
direct from the manufacturer and receive 

FACTORY DIRECT PRICiNG'

)j

Call
N.E.G. America 
(800) 752-8099 ihe>tlufkv niHxl Floors 5

t

A revised, full-line brochure 
that presents Custom Clas
sics, Custom Borders, Plank 
and Parquet flooring, and 
introduces new custom de
signs, portable dance floors, 
and prefinished parquet, is 
available from Kentucky 
Wood Floors, free of 
charge to the trade. $2 to 
consumers.
Circle No. 249.

Exclusive distributors of Neopants Light 
3158 Des Plaines Ave , w232 

Des Plaines, IL 60018
r
i

)) )> )) )>
({ {K '' ''
p h ri )) '»

(( i\ (i M '♦
Y\ J} )f ti n M !•

(( (( H M I< I I n

VU'

Awkii
American Lantern, man
ufacturer of indoor and 
outdoor lighting fixtures, has 
released a 12-page, full-color 
booklet that showcases the 
company’s new “Double 
Dome,” “Glass Over Glass.” 
and “Double Crown” Series. 
Each series features a wide 
choice of sizes, mounting 
options, and finishes.
Circle No. 248.

A free. 20-page, full-color 
brochure is offered by 
Amoco Fabrics and Fi
bers Company, for 
designers and specifiers who 
want to learn more about 
PermaCoior -warranted 
commercial carpets made 
from Amoco’s polypropylene 
(olefin) yams. Included is a 
listing of Amoco's sbc region
al resource centers.
Circle No. 252.

Corporate Acoustic Sys
tems, manufacturer of 
custom acoustical interior 
finishes for walls and ceil
ings. offers a free, eight- 
page booklet that shows the 
company’s wall and ceiling 
panels in recent installations, 
including conference cen
ters. lecture halls, and 
executive dining areas. 
Circle No. 253.

The Society of Environ
mental Graphic 
Designers (SEGD) has 
published “Sourcebook II: 
Specifications Guide” to aid 
designers in specifying si^ 
and environmental p’aphic 
design programs. Guide fol
lows CSI/AIA formats and is 
free to SEGD members. 
Cost is $50 for non-mem
bers. Circle No. 251.

928 East 238th St.. Bldg. A. Carson, CA 90745 • (213) 830-7111
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CLASSIFIED
ADVERTISING
RATES: A standard classified ad costs $79 per 
column inch. Estimate a column inch as 45 charac
ters per line, b lines per inch, inciudinx headline and 
address. Please specify whether it is a sijtned ad ora 
bliiKl box number. Add $5.tK) to the cost if a box 
number is used. Payment with order is required for 
insertion of classitied. Send ad and check to: CON
TRACT. Classified Ad Dept.. 1515 Bniadway. .Tlth 
Fkxjr. New Y{>rk. NY 10036. DE.ADLINE: 5th of 
month precedinK issue date. REODL.ATIONS: 
Classified ads may be used for help or situations 
wanted: salespeople, reps, or lines wanted: busi
ness for sale: wanted to buy: and space for lease. 
Classified ads may not be used for extensive product 
descriptions; customer solicitation; or for the offer 
of merchandise or services continuously available to 
our readers, wliich is the function of display adver
tising. lYiblication reserves the ri>;ht to reject, de
lete, or re-word copy that is contrary to rcRulations.

KI.PKF.SKM vriVES WANTED

REPS WANTEDSALES REPRESENTATIVES WANTED 
FRAMED WALL DECOR 

Affordably priced limited editions. Sell to: 
hotels, hospitals, office furniturc'product deal
ers. dept, stores. Supported by color catalogue. 
Prime territories open. .Ask for Ron 
213-930-2410. HOO-472-7445.

FOR
MISSONI TAPESTRY COLLECTION

High Commission—High Image.

Contact: MANESSTREET 
30 West 21sl Street 
New York, NY 10010 
Attn; Michael ManesRESl'LTS-ORIENTED REPS

Territories involved; Illinois. California, Michi
gan. Ohio, Indiana. Mass., Washington. 
Texas, Georgia.

Small, aggressive, contract office furniture man
ufacturer featuring Managerial and Ergonomic seat
ing products is seeking professional representation 
for a number of territories across the continental 
USA.

End user-oriented Representatives will only be con
sidered. Please send resume to: Box 283. CON
TRACT, 1515 Broadway, New York, NY 10036,

SALES REPRESENTATIVELINES WAM EI)
Established Wcxxi Office Furniture Manufacturer is 
kxddng for qualified Independent Representative. If 
you have experience in the furniture industry, archi
tectural. and design community we have a key ter
ritory for you, Showroom available in the Chicago 
Merchandise Mart. Please send resume and brief 
history of lines represented to:

Box 265 
CONTR.ACT 

1515 Broadwav 
New York. NY 10036

LINES WANTED
New York City rep firm forming with solid contract 
dealer experience and strong A & D contacts in 
NYC wants mid to upper high-lines. Excellent indus
try contacts with firm understanding of NYC mar
ketplace. Possible showroom share. Box 282, 
CONTRACT. 1515 Broadway. New York. NY 
10036.

VENEER CASE GOODS 
New division <jf leading seating and systems man
ufacturer seeks experienced independent represen
tatives or rep groups with complementary lines. 
Complete sales and marketing support is in place. 
Prime territories are available. Respond to Brian 
Gagnon at DESCOR. 17 W. Stow Kd.. Marlton. NJ 
08053 or call (109-596-9754.Rep group with sales offices in Dallas and San An

tonio, calling on institutional end-users (colleges. 
GSA, corrections, hospitals) and design communi
ty: which currently has strong dormitory case- 
goods. seeks seating (wood, metal, plastic), 
draperies, cafeteria furnishings, library furniture, 
accessories for TX, OK. AR. & LA.' BOX 278. 
CONTRACT. 1515 Broadwav. New York, NY 
1(K)36.

FABRIC SALES REPEstablished & expanding wall art co. seeks ag
gressive Independent Reps to call on the hospitality 
retail markets. lYime territories open. Call or reply 
with resume to: .ALL MEDLA ART, 303 
Eisenhower Lane South. Lombard. IL 60148. Attn: 
Bill Cole. 312-627-0660.

Aggressive dist. of res./contract textiles seeks suc
cessful individual to represent diversified line. Sales 
background required. Excellent opportunity for 
growth. Several openings including CA & Chicago. 
Send resume to: Box 285, CONTRACT. 1515 
Broadway, New York. NY 10036.FOR LEASE

SALES REPS FOR OFFICE PARTITIONS
SHOW ROOM SPACE TO SHARE

Eastern manufacturer of open plan systems and 
ceiling high partitions—well-established and one of 
tew firms to produce both high and low wall systems. 
Establish dealers, key account faeSlitv managers and 
contact A&I) community. Reply to Box 284, CON
TRACT. 1515 Broadway. New York, NY 10(136.

W(H)d Office Furniture Manufacturer wants to share 
2(K)0 square feet of shownxim space at the Chicago 
Merchandise Mart. Lines preferred: Desk Ac
cessories. Chairs, or Metal Desks. Please write to: 
Box 264. CON'I'RACT. 1515 Broadwav. New York. 
NY KMXie.

SALES REPRESENTATION WANTED

Major established manufacturer of quality office 
contract caseg<x>ds and seating plus complete line of 
healthcare caseg(K)ds and seating is seeking ag
gressive and experienced sales representation in 
several terntorx-s. Send complete resume to 110. 
Box 380. Paoli. LN 47454 or call 8(K)-457-4511.WANTED TO BUY CONTRACT REPS WANTED—Many important 

and new manufacturers ask CONTRACT Magazine 
for the names of qualified independent represen
tatives who currently sell commcrcial/institutional 
furnishings and might be interested in an additional 
line. If you want us to include your name' in a con
fidential list of n*ps. which we suppK’ to manufac
turers who liave become new advertisers, write to 
the publisher of CONTRACT Magazine. State your 
name, address, type of lines ywi carry, number of 
assiK'iales or salespeople if you have any. and indi
cate product categories in which you have a par
ticular interest. Also include area covered. This is a 
free ser\’ice. CONTRACT advertisers who are in
terested in expanding sales coverage and hnding 
additional reps are invit«.*d to inquire about this ad
vertiser service. Write: Janet Ryan. Publisher, 
CONTR.ACT. 1515 Broadwav. 34th Floor. New 
York. NY 10036.

ATTENTION
FACILITIES M.AN.AGERS Established manufacturer of contract lounge seat

ing. tables and chairs for college dormitories, uni
versities. and institutions is Icxtking for qualified 
Independent Representatives. If you call directly on 
colleges & universities or through A & D's we have a 
key territory for you. Please write to: Sales Depart
ment. 2880 Blackbridge Road, York. PA 17402.

We buy all types of used panel systems and office 
furniture. For more info call our toll-free number. 

l-8(K)-325-2193 
OFFICE FURNITURE CORE

WANTED TO BUY

MANUFACTURERS REPRESENTATIVE WANTEDExperienced contract people looking to buy a rep 
group in Florida. Must have quality contract lines. 
Miami, Tampa, or Orlando areas preferred. Please 
respond with complete inf<irmation on lines, annual 
sales, etc. to: Box 286. CONTRACT. 1515 Broad
way. New York. NY 1(X):16.

Manufacturer of laminated office furniture is seeking 
aggressive representation in the Ml) • DC - VA area, 
twnd resume or call: Crown Furniture Mfg. Inc.. (589 
Lofstrand Lane, Rockville. MI) 20850; 
301-:U0-7644.

Contract/December 198978



HELP WANTED excellenceSales
Reps

We are industry professionals 
specializing in recruitment 

of key personnel for furniture 
manufacturers, dealers 

and leading architectural and design 
firms... 

nationwide.

inSales
Managers execnnve

search'^}ScnYDf Tkt Ctm met fyemshiitp 
Itvhiun In Earaine Seveh Arcbitecls

Interior
Designers TextilesAll of US at Kristan Associates thank 

you for the pleasure of your friendship 
and R(xxlwill during the past year,

A discreet personnel and consulting 
resource recognized 

throughout the interior furnishings 
industry.

Wall Covering.^Graphic
Designers

Floor Coverings
We wish you the happiest of holidays 
and the best of everything for the year 
to come.

Industrial
Designers Contract • Residential

THE VISCUSI GROUP, INC.
Kristan Associates 
12 Greenway Plaza 
Suite lUX)
Houston. TX 77046 
(713) 961-304U 
Fax (713) 961-3626

Mid West 
759 S. Shore Drive 
Holland MI 49423 

6(6.335.9690 
Fax 335.9690

New

124 Ml. Auburn Sl 
Cambridge MA02I3S 

617,5763765 
Fax 547.1431

New York

220 East 57 Stmt 
New York NY 10022 

212.371.0220 
Fax 832. 8919

Recruiters 'S'

FOR OVER 10 YEARS WE HAVE 
REPRESENTED HARD-WORKING. 
TALENTED SALES/MANAGEMENT 
AND MARKETING INDIVIDUALS 
AND THE QUALITY COMPANIES 
WHERE THEY ARE RECOGNIZED. 
DEVELOPED AND REWARDED.

IF YOU FEEL THAT YOU OR YOUR 
COMPANY MAY QUALIFY. PLEASE 
CALL OR WRITE TO:

Sales Recruiters 
International, Ltd.

RICHARD J. HARRIS. C.P.C. 
NEAL BRUCE, C.P.C.

371 South Broadway 
Tanytown. New Yorh 10591 

914-631-0090 □ 212-319-6255

EXECUTIVE SEARCH FIRM 
IN THE NATION

—OVER 150 OFFICES
—SPECIALIST IN CONTRACT OFFICE FURNITURE 
—SALES REPRESENTATIVES TO PRESIDENT 
—SAVE TIME AND LOCATE THE OPPORTUNITIES FOR YOU OR YOUR 

FIRM. CALL JOE BRYSON.

CALL:

(202)452-9100SALES
CXMiSUUANTS
Fdong anO VACiAOMm 
teta (rigik«t«ng talant %

I MM nwngamanout OMy Ouk'ntfH M
1660 L STREET N.W., SUITE 6(M 

WASHINGTON. D.C. 20036

FAX IT:
EXECUTIVE SEARCH • CONTRACT FURNISHINGS & DESIGN INDUSTRY 

414 North Orleans St.. Suite 312 • Chicago. IL 60610 • 312-527-0797 • Fax 312-527-9011

FOR EVEN DFSIGN/SALE.S/INSTALLATION OPEN PLAN PLACEMENTS NATIONW IDE

lYogressive Desiga Dealership seeking SenK>r De
signers. experienced .Account Managers and In
stallers with Steelcase experience to join our rapidly 
growing contpany. We need quality pettple for imme
diate placement. Please send resume and work his
tory to:

Sales. Sak’s Managers. District Marutgers and 
Designers. ! place pnjfessionals in the 
OPEN OFFICE SYSTEMS industry.
All fees paid by employer. All information 
handled in the strictest confidence.
Contact Linda Greer at 8(K)-777-2349.

FASTER
Personnel Manager 
11200 9th Sl. North 
St. Petersburg. Florida 33716SERVICE

DEN\ EK SAI-ES DIRECTOR

Place Your 
Help Wanted 
Ad Here

Contract furniture dealer seeking manager of sales 
reps for dealership servicing Rocky Mountain area. 
Must have pnor management experience. Send re
sume & salary history to B<jx 281. CONTRACT. 
1515 Broadway. New York. NY 10036.

212-302-6273
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ADVERTISING
Directory

Page Advertiser PageAdvertiser PageAdvertiser Advertiser Page

Ametex 
(Circle No. 20}

Glassform 
(Circle No. 22)

N.E.G. America 
(Circle No. 24)

Steelcase Inc. 
(Circle No. 3)7540 77 6-7

Armstrong (Div. World Inds.) 
(Circle No. 1.2)

Brunschwig & Fils 
(Circle No. 8)

DuBont (Antron Carpet) 
(Circle No. 5)

K1 Contract Div. of Krueger Int'l 
(Circle No. 26)

Plymold Booths 
(Circle No. 17)

Roppe Rubber Corp. 
(Circle No. 16)

Samsonite Corp. 
(Circle No. 13)

Scalamandre 
(Circle No. 4)

Shelby Williams 
(Circle No. 6)

Spradling International 
(Circle No. 11)

TSG Inc. 
(Circle No. 23)Cov 11-3 Cov. Ill 37 38

Lonseal. Inc. 
(Circle No. 25)

Unistrut Corp. 
(Circle No. 14)17 77 36 29

MTS Seating 
(Circle No. 21)

W(x)i Bureau 
(Circle No. 19)10-11 73 27 39

DuPtint Cordura (Industrial 
Fibers)

(Circle No. 15)

Malico
(Circle No. 27)

Merchandise Mart 
(Circle No. 7)

Cov. IV 9 This mdcx to advertiser paxe location is 
publishtxi for reader convenience. Every 
eSurt is TTiadi- to list numbers 
correctly. This listing is not part of the 
advertisuw contract, and the publislicr is 

liable for ermrs or omi.ssions.

30-31

Falcon Products 
(Circle No. 10)

15 13
21 nut

CMC Monoceram/Tile Group Italia 
(Circle No. 9)Fidelity Arts 

(Circle No. 12)
19 23

25

CALLWho’s Who in 
Restaurant 

Design

FOR
If your firm does 50 percent or more of its work in KES'I'AURANT design, 

you are eligible to be part of a design survey and listing of top firms to be 

published in CONTRACT'S April 1990 issue.

Bonus copies of this issue will be sent to 3,000 restaurant owners and 

managers.

ENTRIES
Write or call for your 

survey questionnaire: 
CONTRACT Magazine 
Attn: Margaret Alvarez 

1515 Broadway 
New York. NY 10036 
212/869-1300 x2522



stance
A unique ^angin^ sUn'k chair that is amjbrtahle and durable in 
both structure and style. Comfxment system desiftn permihi 
ctddition or removal of arms in the field. The easy-to-care-Jbr 
fxdypropvletieJrame wnceals a steel inner structure. It's 
techfiicat inmnation by desi^Jhm AZ Call (414) 468-8KX) or 
write P.O. BoxSKM), Green Bay. Wisconsin ‘^30B-H100fi)r 
more infimnation.
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