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he task facing Dalton Morgan
Shook and Partners was easy to
- define: Take an aging, over- |
crowded grocery store and
it into something more attractive, more

convenient for shoppers and, hopefully,
more profitable for the supermarket’s
owner.

Finding a solution proved more elusive
and required using the knowledge that
Dalton Morgan Shook had gained in sev-
eral previous jobs for the client, Harris
Teeter Supermarkets Inc.

“Buildings don'’t sell groceries,” says
Terry Dalton, a founder of the architec-
tural firm. “A building can only reinforce

the client’s merchandising plan. What you
have to do is find some character in the
building and put together something that
is not going to be a fantasy land.”

The project—Harris Teeter’s store at
Cotswold shopping center in Charlotte—
features bold graphics, neon highlights, a
waterfall and skylights, among other non-
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traditional design touches.

There is additional emphasis on the
store’s specialty foods section, bakery,
delicatessen and produce section.

“When people think of groceries, they
tend to think of produce,” says Dalton.
“That’s why we took things like (the pro-
duce counters) out of a straight line and
used a scatter approach, put in special
touches like neon fruits and vegetables on
the walls and used color to highlight the
produce.

“Neon makes a unique art form. It can
make an area of the store eye-catching
without having to make it brighter or big-
ger. The purpose is to add a freshness to
that produce area.”

And in the specialty foods area, display
racks have been put into a part of the
store “where there is plenty of room to
step back and look at what’s there,” says
principal Terry Shook.

“Grocery retailers are learning the les-
sons that clothing retailers already have,”
he adds. “Namely, that you need to set
moods throughout the store and have
many highlights to attract the attention of
shoppers. Until five years ago, delicates-

Bold graphics highlight merchandise at Charlotte store (top right) and in new Taylorsville store (above). Beams and ductwork in Taylorsville Harris Teeter (below) were left exposed.

sens and bakeries weren't even part of the
business. Now, they need a special high-
light.

“In designing something like this, you
have to look for trends in literally every-
thing that people are exposed to. You can
go to the edge in what you do, but you still
need to stay a step or two behind the cut-
ting edge.”

The Cotswold store, which will form
the starting point for a complete renova-
tion of the center, is the result of several
Dalton Morgan Shook projects for Harris
Teeter, including supermarkets on Glen-
wood Avenue in Raleigh, the company’s
original store in Charlotte, one in Taylors-
ville and one in a renovated building in
Charleston, S.C.

Dalton says each project has unique
characteristics, often reflecting what Harris
Teeter wants to accomplish in a particular
market.

“In Charleston, we took an old building
that wasn't particularly noteworthy histor-
ically and turned it into something that is
now on historic tours,” says Dalton. “Har-
ris Teeter put a lot of effort into that store
because they wanted to hit the market in

Specialty food areas, such as Cotswold’s delicatessen (left), have been emphasized.
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HOW IBM WILL SAVE $420,000
ON ITS POWER BILL.

When IBM decided to locate a new
manufacturing and development
complex in Mecklenburg County, it
was looking for ways to make the fa-
cility as energy efficient as possible.
That's why IBM asked us to work

with its technical specialists from the
carly phases ot planning to comple-
tion. But when the potential eneroy

savings were totalled. itsurprised both

of us. In fact, the estimated annual

savings on power bills are over
5420,000 from pre-conservation
building designs. And for making its
tacility so energy efficient, IBM has
carned a citation tfrom the South-
castern Electric Exchange as the most
outstanding example of energy effi-
ciency in the industrial sector in 1931

Ot course, every business can't
make such large savings. But no mat-
ter how old or how new vour business

may be, how big or how small, chances
are vou can save on vour power bill.
And we can help.

To tind out how, call or write James B.
Rickard. General Manager of Energy
Services, Duke Power, PO, Box 33189,

Charlotte, NC 28242 704-373-46069.
DUKE POWER

We've got programs
to help you save.
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The best advertising
for a bank is its satisfied
customers. If you don't
find your type of business
represented here, just

doing

Crn

y business people like

business with

4%y DENTISTS
S “Someday I'd like to

call our marketing depart- T do an ad for Southern
ment toll-free at 1-800- National Bank to show
672‘9863, and we'll be my appreciation_
happy to give you all the They ve never played
references you need. games with me, and
they've met most of
AUTO SALVAGE “my needs on the spot”
“With the help of Dr: John Plefferle
Southern National, Pedodontics, Raleigh, NC
we've grown from
3 employees to 507

Tom Hunter; President
Hunter Auto & Wiecker
Service, Charlotte, NC

BICYCLES

“If you operate a small business,
you know that getting a small loan
can be tougher than getting a big one.
That’s why we switched to Southern
National originally. Along with better
rates, they were ready to give us more
personal attention, and we've never
regretted our decision.

Toad Davis, Owner
Piedmont Schwinn, Gastonia, NC

CONTRACTING
“Banking with

Southern National means

we don't have to borrow

operating money until

the last minute’

Joan Bowling, President ‘ % d
Industrial Roofing Co., Inc. {
Winston-Salem, NC

INSURANCE

“Instead of dictating their rules to
you, Southern National actually re-
sponds to your problems. They invest
time that other bankers just don't have
for you. All in all, it’s the best service
['ve ever received, and ['ve been in the
insurance business for 19 years.

Dave McAndrew; Owner
Dave McAndrew Insurance Agency
Charlotte, NC

MICROFILMING

“When we first started
this business, Southern
National was the only bank
that took the time to give
us step-by-step instruc-
tions for putting together
a professional financing
package. Today I deal with
three different divisions of
the bank and I have noth-
ing but praise and appreci-
ation for all of them?

Jim Rumph, President
Southeastern Microfilm, Inc.
Raleigh, NC

National Bank.

PLASTICS

“When we shopped the banks in
this market for an industrial revenue
bond, it was obvious that Southern
National was the only one that really
wanted our business. Since then, they
have never left us with an unsatisfied
need or an unanswered question”

Ken Barbee, President
Plastics Manufacturing, Inc.
Harrisburg, NC

SCRAP METAL

“Southern National’s quick-decision
policy gives us terrific purchasing
leverage. We never
have to pass up a
good deal”

Bill Allen, President
Republic Alloys, Inc.
Charlotte, NC

TRANSMISSIONS

“Working with Southern National
gives me a very comfortable feeling. I
know they're looking out for me, so
instead of wasting my time shopping
the market for rates and services, I can
attend to my business”

Dick Lang, Owner
Aamco Transmissions, Raleigh, NC

SOUTHERN NATICNAL BANK

You can tellwe want your business.



you break up the rows in a grocery store
and start to use a scatter approach, you've
achieved a situation where it’s possible to
shop by product.”

Dalton adds that grocers often have to
gamble on what will be popular.

“A lot of things we've been doing in
these Harris Teeter stores reflects Harris
Teeter’s planning on what will hit the mar-
ket,” he says. “That includes things like
health foods, delicatessens and floral areas.

“As architects, we have to ask our-
selves if we’re complementing what
clients like Harris Teeter want to accom-
plish or are we just being egotistical? Peo-
ple often enjoy a feeling of being
somewhat avant garde. Fashion and
advertising are two areas that can be a
bridge between what’s happening in New
York, Chicago and Los Angeles and what

vwill be coming up in general society. And THE MOST_EXCLUSIVE CLUB IN THE WORLD —

that comes back around to the types of '

buildings we design.” YOUR OWN CUSTOM LEISURE PAVILION
Da{ton points, for. example, to §everal Distributor for IBG Solar Structures

shopping center projects his firm is work-

ing on. Most try to capture an intimate, BOB THOMPSON BUILDERS, INC.
neighborhood feel that is frequently seen Box 1067, Asheville, N.C. 28802
in small pockets within large cities. @ (704) 298-7171

Last winter this cozy playroom was just a cold back porch.

Binning’s made it easy. regular replacement windows, and vinyl

replacement windows. And today Binning’s
Eight Binning’ sliding glass doors was all  products are being used to add new beauty,
it took. This is just one of the many ways new light and new ideas to home improvement
architects, contractors and homeowners are  projects everywhere.
using Binning’s products to create exciting Backed by The National Gypsum Company
remodeling and renovation projects. and years of experience, you can trust Binning’s
Binning’s makes full lines of double-pane  products to install easily, look great and last
sliding glass doors, thermalized windows, longer. Because Binning’s makes them right.

llfi(l;ﬂ;:tzsﬁuildmg Products Binning:g
20, Bos 868 HH
Lexington, N.C. 27292 BUI,dlng
042196161 Binning’s helps you build it better. Products

National Gypsum Company

North Carolina Architect 13



PROFESSIONAL
PROTECTION

The state’s architectural firms
find professional liability insur-
ance 1s becoming even more crucial
to their practice at the very time 1ts
getting harder to obtain.

Illustration by Patrick Peirce



OFFICE BUILDING
STEVEN L. DAVIS, DDS, PA
HIGH POINT, NC

ARCHITECT:
MARTIN A. SENELL, AIA

STRUCTURAL ENGINEER:
DON LAMBERT, PE

GENERAL CONTRACTOR:
R. K. STEWART & SON, INC.

MASONRY CONTRACTOR:
CLIFTON'S MASONRY CO.

Brick Association of North Carolina

Steven L Oavis GD.S, PA.
Drthadontics
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Entrance to Wafco Mill (below) highlights existing features. Fudge store at Brookstown
Mill (right) looks out to courtyard between retail and office portions of project
> (bottom of page).

Photo by Joann Sieburg-Baker




{ CLANCY & THEYS

CONSTRUCTION COMPANY
GENERAL CONTRACTORS

INDUSTRIAL COMMERCIAL INSTITUTIONAL

WEST CABARRUS STREET/ POST OFFICE BOX 11008 RALEIGH, NORTH CAROLINA 27604 (919) 834-3601




