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LOVED A MAN FOR HIS 
VIRTUE.”  
—W. SOMERSET 
MAUGHAM

GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS02.16.09

BIFMA Leadership Conference 09

This year the BIFMA Leadership Conference was in held in Las 
Vegas and what a difference a year makes! Last year everybody 
was goin’ and blowin’; informally reporting high single digit growth 
with many enjoying teen-type percentage increases over the prior 
year. This year most companies I talked to reported an eerie drop 
in new order activity starting in October or November of 2008 fol-
lowed by remarkably bad December and January results. 
FULL STORY ON PG.3

Herman Miller: Senior Management Changes

Herman Miller announced last week that president and CEO 
Brian Walker made some very high level management changes. 
“These moves, put the right executives in the right positions to 
build brand and expand market share despite heavy economic 
headwinds. A challenging market like this creates many long-
term opportunities for industry leaders such as Herman Miller, 
and we will continue striving to develop Herman Miller’s vision.”
FULL STORY ON PG.8

Haworth: 2008 Results 

Haworth announced some of the fi nancial results for its 60th year 
in business. 2008 global sales were $1.65 billion, essentially 
fl at compared to 2007 sales of $1.66 billion. “The current global 
fi nancial crisis is affecting our customers and forcing us to take 
action to be cost competitive,” Said President and CEO Franco 
Bianchi, who emphasized that “Haworth is, and has always 
been, a sound company with a very strong fi nancial standing.”
FULL STORY ON PG.10

A Minute with Ira Joe: Fathering and Sonning

As we neared our destination, “Suite Judy Blue Eyes” started 
radiating from the radio. I was with my son and we were run-
ning errands. He was home from college for the weekend and 
we were aimed at a grocery and an offi ce supply store. And we 
planned to take in an afternoon movie. As we turned into the 
parking lot, Crosby, Stills and Nash were fi lling the car with their 
sweet suite.
FULL STORY ON PG.11

Provided by Steelcase, in cooperation with offi ceinsight
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The 2009

Kimball Office Open
The Second Annual Kimball Office Open

February 19, 2009

5:30 to 9:00 PM

Kimball Office | 215 Park Avenue South | Third Floor

New York, NY  10003

RSVP:  Scott Siskind | Scott.Siskind@kimball.com
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stories: one smallish company owner 
told me, “We’re the second largest 
employer in our county, so we’re doing 
everything we possibly can to avoid 
laying people off.” Another company 
owner told me that his factory is only 
working 4 days a week and that he 
and his management team had all 
agreed to a 20% reduction in salary 
until such time as the hourly workers 
were back on a fi ve day week. Perhaps 
most remarkably, all of the indepen-
dent designers of his products signed 

Despite the negative images of 
corporate leaders we’re fl ooded with in 
the news media, in the dock in front 
of this or that congressional sub-
committee (most of whose members 
on either side of the aisle seem to have 
less of an idea of what is happening 
and what is at stake than the average 
citizen), I was struck by the apparent 
commitment of the contract furniture 
industry’s leaders to avoid lay-offs and 
keep their people employed. 

I was particularly struck by two 

BIFMA Leadership Conference 09
by Bob Beck

This year the BIFMA Leadership 
Conference was in held in Las Vegas 
and what a difference a year makes! 
Last year everybody was goin’ and 
blowin’; informally reporting high single 
digit growth with many enjoying teen-
type percentage increases over the 
prior year. This year most companies 
I talked to reported an eerie drop in 
new order activity starting in October 
or November of 2008 followed by re-
markably bad December and January 
results. 

DR. ALLEN SINAI WITH TOM REARDON, JIM KEANE OF STEELCASE, BOARD PRESIDENT REBECCA BOENIGK OF NEUTRAL POSTURE, AND THE NEXT 
PRESENTER, BETH BELOFF
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of their products (read, LEED points), 
recognition that is science based, inde-
pendently certifi ed with a level playing 
fi eld for all. It’s hard to overemphasize 
the importance of this accomplish-
ment. I am extremely proud to be part 
of an industry that has recognized the 
need for society to reverse course and 
begin to understand (and act on) what 
it will take for all of us to live sustain-
ability. But more on this later.

Dr. Allen Sinai is the Chief Global 
Economist, Strategist and President 
of Decision Economics, Inc., a global 
economics and fi nancial markets 
research and forecasting fi rm. He 
opened the conference with a very 
interesting, if a bit depressing, analysis 
of the current economic situation. He 
is known for his fact-based analyses 
and forecasts on “big wave” economic, 
political and societal trends that move 
markets and business. To me one of 
his most interesting observations was 
that 71% of the US GDP is consumer 
spending. He thinks we are now “…
experiencing a ‘secular change’ in the 
behavior of the American consumer” 
wherein we will spend less and save 
more. Amazing, he quoted noted that, 
ever since World War II, America has 
had growth in spending at an average 
annual rate of 3.5% versus real GDP 
growth of just under 3%. 

He also said that this is the fi rst time 
in history we’ve seen 4 consecutive 
quarters of negative consumer spend-
ing and we are seeing a fundamental 
change in the behavior of the con-
sumer. Naturally, if true, the effects will 
ripple through the economy and batter 
business for some time to come. Em-
ployment will continue to be weak and 
business sluggish. Among the many is-
sues facing the government, he said, a 
top priority should be to stop the slide 
of real estate prices. “We are already in 
the 15th month of the downturn which 
makes it the longest since the thirties.” 
His answer to the question of the day, 
“How long is this thing going to last?” 

up for a temporary 20% reduction in 
their royalties…again until such time 
as the factory is working a full week. 
I’m sure there are similar stories in 
other industries (except perhaps bank-
ing) I’ve just never seen them on the 
news channels I watch.*

But I digress…Brad Powell asked 
me to report on the conference, not on 
all my conversations during the duly 
sponsored “Networking Breaks,” so 
here goes: “Over 100 offi ce furniture 
industry executives gathered at the 
Wynn Las Vegas Hotel on January 29 
and 30 to hear what leading think-
ers believe faces them in the coming 
year.” (This from the offi cial BIFMA 
press release)

The aforementioned “leading think-
ers” were from a variety of back-
grounds: economics, politics, consum-
er products, government regulators, 
green NGO’s, and the carpet industry, 
and I variously found interesting, 
important and inspiring information in 
their presentations. The offi cial theme 
was Managing in Turbulent Times, but 
I found the real unifying theme to be 
Sustainability. 

At last year’s meeting BIFMA pub-
lished its new sustainability standard 
and rolled it out for a vote of the mem-
bership. I’m very pleased to report that 
this year it was announced that with 
some minor changes the standard 
has achieved the consensus required 
for approval by the membership and 
has been adopted as the BIFMA e3 
Furniture Sustainability Standard. 
That, however, is not the end of the 
story: the standard is said to be very 
near acceptance by ANSI and will in 
all likelihood soon be the ANSI BIFMA 
e3 Sustainability Standard. 

Even before ANSI adoption, furniture 
manufacturers now have a clear path 
to begin (or continue) to make their 
organizations more sustainable and 
to get a valuable return on the invest-
ments required to do so, in the form of 
market recognition of the sustainability 

National Exposition of Contract Furnishings

To exhibit or register to attend,  

visit www.merchandisemartproperties.com 

 or call 800.677.6278.

NeoCon® World’s Trade Fair
Chicago
June 15–17, 2009
neocon.com

NeoCon® East
Baltimore
October 28–29, 2009
neoconeast.com

IIDEX/NeoCon® Canada
Toronto
September 24–25, 2009
iidexneocon.com
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with their fi ndings and their plan, they 
completely blew them away…greatly 
exceeding the activists’ demands. 
There was no demonstration against 
Coca Cola at the Atlanta Olympics! 
Communication can be such a wonder-
ful and enlightening experience.

Mr. Foote said that experience taught 
The Coca Cola Company that environ-
mental partnerships are an effective 
way, and in fact the only way, for such 
a huge company to make signifi cant 
environmental progress around the 
world. He said the outcomes have al-
lowed it to strengthen its supply chain 
relationships while lessening its global 
impact on energy, water, aluminum and 
plastic. 

Beth Beloff is the founder of Bridges 
to Sustainability Institute, a non-profi t 
organization dedicated to sharing in-
formation on Sustainability, formulating 
innovative approaches to implementa-
tion and helping companies integrate 
sustainable development concepts and 
practices with other critical business 
issues.

She put forward the idea that in-
novation can be described as solving 
problems within the context of con-
straints, and that the best and most 
innovative thinking about sustainability 
builds opportunities for the future. 
She quoted a McKinzie survey that 
found that 68% of American execu-
tives believe that business is obligated 
to balance shareholder equity with the 
broader public good. That’s encourag-
ing…I guess the other 32% work on 
Wall Street.

Breakout sessions featured Jim 
Aguila from the Substance Evaluation 
Section of the California Air Resources 
Board (CARB), Bill Stough, CEO 
of the Sustainable Resource Group 
(SRG) and Mark Strauss, Publisher 
and Vice President of Interior Design 
magazine. Mr. Aguila explained to the 
wood manufacturers present the intri-
cacies of the new CARB requirements 
for composite wood products. 

Oh yes, the November 2008 election 
is very old news to him, he’s already on 
to the mid-term elections and seems to 
have an in-depth grasp of the demo-
graphics of every county in the country. 
Check out his website: 

http://www.centerforpolitics.org/crys-
talball

But back to sustainability and envi-
ronmental issues. Two other speakers 
offered interesting insights on these 
subjects. Jeffrey Foote of The Coca-
Cola Company demonstrated a passion 
for sustainability that was delightful and 
somewhat surprising. 

One of the major tactics of environ-
mental activists has been to challenge 
the largest and most visible companies 
with negative publicity that impugn their 
brand; Coca Cola is a pretty obvious 
target. Mr. Foote told the conference 
how Coca Cola had responded to such 
a threat leading up to the Atlanta Olym-
pics. He said, rather than stonewalling 
the activists, Coke executives meet with 
them, listen to their grievances and 
developed a plan to respond. When the 
Coke got back to the environmentalists 

was an emphatic “I don’t know.” But he 
said he believed “…if you can make it 
through the next year, you will make it.” 
That’s comforting, I guess!

His did have a prediction as to a 
possible bright spot relative to our 
industry…Health Care and Education. 
Hmmm, why didn’t we think of that!

Dr. Larry Sabato is the founder and 
director of the University of Virginia’s 
Center for Politics. According to the 
Wall Street Journal, he is “probably the 
most quoted college professor in the 
land,” and he claims to have made the 
most accurate predictions in the last 
election, having called Obama’s near-
landslide victory as early as July 2008. 
He also predicted the exact electoral 
margin in the Obama/McCain race, ev-
ery governor’s race and over 98% of the 
congressional and senatorial contests. 

But what I liked about Dr. Sabato was 
his refreshing good humor about the 
state of American politics. He delivered 
his candid observations and prognosti-
cations in a rapid-fi re manner that was 
incredibly informed, yet witty and to 
the point.

RAY ANDERSON OF INTERFACE, REG BERNARD & JED MCKIE, OF SPEC FURNITURE (TORONTO)
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So how does “BIFMA e3” work? What 
does it do? What does it mean?
First some key points and defi nitions:
>The Standard is voluntary, meaning 
the stakeholders developed it, not the 
government. By law, federal agencies 
that develop standards must consider 
any voluntary standards that exist and 
use them as a basis for theirs. This 
standard also references several exist-
ing standards that have provisions that 
overlap with aspects of this one, e.g. 
California Code of Regulations, Title 
24, Part 6 California’s energy effi cien-
cy Standards.
>The Standard is a consensus stan-
dard. That means it has undergone 
a specifi c and thorough process of 
review and acceptance by all stake-
holders.
>The purpose of the Standard is to 
provide measurable market-based 
defi nitions of progressively more 
sustainable furniture by establishing 
performance criteria that address envi-
ronmental and social aspects through-
out a product’s supply chain.
>The Standard is fl exible, meaning 
companies can choose the level they 
aim to achieve; but it is also transpar-
ent and those companies choosing a 
more sustainable level will be rec-
ognized by the market through the 
certifi ed level awarded. Gold, Silver 
and Platinum
>The Standard is transparent because 
of its required certifi cation process. 
While companies are free to choose 
which type of certifi cation they use, 
the path a company chooses will be 
obvious to all. In other words, self-cer-
tifi cation and second party certifi cation 
are permitted, but the transparency 
will probably make them pretty much 
worthless. Just to review 1st party 
certifi cation is when I say I’m cool…2nd 
party is when my Mom says I’m cool, 
and 3rd party is when a completely 
disinterested stranger says I’m cool. 
You be the judge of the value of the 
statements of coolness.

ting in more green and less washing in 
the pursuit of sustainability.

Notice I said branded. Last year one 
of the strong messages sent from BIF-
MA members to the Board of Directors 
and Tom Reardon, BIFMA’s Executive 
Director was that getting the word out 
about the standard and explaining its 
integrity to concerned audiences was 
“Job One.” Mr. Reardon and the Board 
selected Martin Flaherty, founder and 
President of Viridity, Inc. a corporate 
communications fi rm out of Atlanta, to 
spearhead the project. His fi rm spe-
cializes in projects around corporate 
social and environmental responsibil-
ity. Viridity and the BIFMA participants 
came up with the brand name LEVEL 
…to metaphorically refer to the level 
playing fi eld the standard provides for 
the evaluation of the environmental 
impact a given product has. Level also 
evokes “on the level,” as in the op-
posite of green-washed. In the future, 
specifi ers will have a great tool for 
evaluating one product against another 
based on its Level rating. For example, 
you will no doubt see products adver-
tised, Level Certifi ed, Gold. 

In the days and months ahead we 
will all be exposed to the various trade 
marks and what they mean and how 
they will be used and policed, but 
the basic idea is that the third-party 
certifi ers will all use a common mark 
to which their name is added. So far 
there are only two approved third 
party certifi ers, NSF International and 
SCS (Scientifi c Certifi cation Systems). 
Picture a Level Trade Mark affi xed to 
a product in a way similar to the way 
you’re used to seeing UL or CE. Virid-
ity and the Board have developed a 
marketing plan for the brand, which 
includes a Level Brochure, Level CEU 
classes, a website, Level Podcasts, a 
Level blog and Level video casts, all 
geared to explaining the standard and 
building the stature and integrity of the 
LEVEL brand.  http://www.nsf.org/ and 
http://www.scscertifi ed.com/

Mr. Stough was hired as an outside 
expert on environmental issues to 
guide the BIFMA teams through the 
three year development of the BIFMA 
e3 Standard. As such, he is one of the 
most knowledgeable people around on 
the nuts and bolts of how the pro-
cess works. He led a deep dive into 
implementation, and answered many 
questions from manufacturers who are 
looking for help and the understanding 
they need to get started.

At last year’s conference Mark 
Strauss asked the manufacturers 
what he and his magazine could do 
to help them…beyond running their 
ads, of course! The overwhelming 
response was that he could help them 
understand their customers’ needs 
and perceptions of the industry. He 
made good on that request big-time! 
In his breakout session Mr. Strauss 
presented the fi ndings of a major pro 
bono market survey undertaken by 
Interior Design to allow specifi ers and 
end-users to express their opinions 
and perceptions of the manufacturers 
and their dealers. That the information 
was valued was evident in the fl ood 
of attendees requesting copies of the 
survey results. (Contact Mr. Strauss for 
more information: 212 616 746 6400)

The presentation of The BIFMA e3 
Furniture Sustainability Standard 
was defi nitely the centerpiece of the 
conference. So fi rst of all, I’d like to 
extend congratulations to the dozens 
if not hundreds of industry stakehold-
ers for an outstanding result. The 
process started in 2005 with a survey 
to assess what the industry itself 
thought it should do given the state 
of the environment and the growing 
public clamor for information on what 
companies are doing to protect the en-
vironment. So more than three years, 
hundreds of meetings and thousands 
of volunteer hours later the standard is 
approved, branded and ready to roll! 
Kudos to BIFMA and its membership 
for their accomplishment, and for put-
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inspiring speech of Ray Anderson, 
founder and chairman of Interface, 
Inc.

I hope every one of you has had 
or will have the opportunity to hear 
Mr. Anderson talk about his personal 
growth and the development of his 
commitment to sustainability as he has 
led Interface on its journey toward sus-
tainability. For those who haven’t yet 
heard him speak, I’ll give you a teaser 
of a preview. His goal for Interface is 
to be 100% environmentally neutral 
by 2020. They started the journey in 
1989 and as of today they are about 
half way there! His question to himself, 
which he shared with us, is whether he 
would allow this economic downturn to 
slow Interfaces progress towards that 
goal (BTW, in case you hadn’t thought 
about it, one of the paradoxes of trying 
to be more sustainable is that it ap-
pears to cost more. And In the short 
run it does.). His answer to himself 
and to his company was “Absolutely 
not!” 

*Ed.: I couldn’t make the event be-
cause of the unfortunate scheduling 
of the BIFMA conference opposite the 
annually scheduled Interiors Awards 
Breakfast, a confl ict oversight I’m sure. 
I also note that similar efforts to miti-
gate unemployment are not apparent 
in the A&D industry, another reason 
for more fl uid collaboration between 
architects/designers and businessmen 
who lead the manufacturer/dealer 
communities.

Bob Beck is a longtime veteran of the 
industry having held senior manage-
ment positions at Knoll, ai, and Vecta. 
He is the principal of Beck and Part-
ners, a furniture industry consulting 
fi rm specializing product design and 
development. He can be contacted at 
bob@beckandpartners.com

manufactured. For example, vary-
ing degrees of recyclable material, 
recycled content, energy consumed in 
manufacture, hazardous waste issues, 
worker safety issues, inclusiveness of 
the business culture and many more 
things all work together to determine 
the rating a product gets.

Once the rating is determined, the 
whole process must be certifi ed…
but as I said, the manufacturer may 
choose to self-certify; have a 2nd party 
certify or, more likely, get NSF or SCS 
to certify their rating.

What does it do?
The Standard provides a pathway to 
guide offi ce furniture manufacturers 
on a journey to Sustainability, while 
giving the marketplace (specifi ers, 
dealer and end users) an evenhanded 
(LEVEL?) and transparent way to com-
pare the environmental impact they 
are having or not having by choosing 
among different products that serve 
the same function. The vehicle for 
making this comparison will be LEED 
points. The BIFMA Sustainability 
Team has been working closely with 
USGBC to develop an appropriate 
relationship between LEED points and 
LEVEL ratings.

I tend to be pretty pessimistic about 
humanity’s ability to peacefully fi nd 
a truly sustainable existence on our 
planet. But I confess I get a rush of 
optimism when I see positive pro-
grams like the Standard, when I hear 
executives from global companies like 
Coca Cola excitedly talking about the 
progress they are making on a scale 
that is hard to imagine…billions and 
billions of containers of Coke. 

The organizers must have had 
pessimists like me in mind when they 
decided to open the conference with 
a depressing survey of the current 
economic situation and end with the 

>The Standard is “Open.” This means 
the testing protocols are open to all. 
Open doesn’t mean uncontrolled. Any 
test lab or third party wishing to certify 
compliance with the Standard must 
be evaluated and granted bone fi des. 
This is unlike proprietary standards 
such as Greenguard. Think Wikipedia 
versus Microsoft.

How does it work?
In keeping with the holistic idea of 
sustainability, companies must fi rst 
decide that they want to start down 
the long road to sustainability. The 
Standard allows them to “profi t” from 
their wise decision by advertising the 
degree to which their products refl ect 
that commitment. A company aiming 
for a “Level Gold” rating for a product 
must fi rst qualify in each of a series 
of prerequisites. The prerequisite cat-
egories, which are the foundation of 
the journey toward sustainability, are 
>Materials
>Energy and atmosphere
>Human and Ecosystem Health
>Social Responsibility
Requirements include things such as 
developing an Environmental Policy, 
a Design for the Environment new 
product process and benchmarking 
where the company is today in terms 
of a very thorough review of such 
environmental issues as water usage, 
sewage disposal, VOC discharge, total 
tonnage of waste, carbon footprint, 
etc. 

Once the prerequisites are met, a 
company can get points for showing 
continuous improvement and they 
can start to get individual products 
certifi ed. Within the certifi cation 
process, a manufacturer has a great 
deal of fl exibility with any given 
product, to choose the level they wish 
to attain by the choices they make 
in how the product is designed and 
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senior vice president of marketing. In 
her new role as a member of the Execu-
tive Leadership Team, she will focus on 
strengthening and enhancing the Her-
man Miller brand across a wide range of 
purchasers, including corporate buyers 
and individual consumers.

Mr. Gane had a highly successful 
tenure as president of HBF before he 
was bumped up to the COO position of 
its parent company, Thomasville, a posi-
tion that was ultimately not to his liking 
but did give him experience in the retail 
market. He joined Geiger in the middle 
of 2007, replacing David Guy, a Herman 
Miller veteran, but not a wood guy. 

Mr. Gain’s appointment was a move 
that we can only surmise as being 
part of an effort to keep the focus on 
Geiger as a wood/seating company and 
to emphasize its contribution to Her-
man Miller’s revenue stream as such. 
After all, as the largest wood company 
in the country, it should be looking for 
expansion and growth possibilities in 
casegoods and conferencing as it works 
through the present economic down-
turn. 

Adding Herman Miller for the Home 
and the additional architecture, de-
sign, and retail segments to Mr. Gane’s 
jurisdiction is a clear vote of confi dence 
in him. Miller for the Home added some 
important elements last year – Aria, 
Cognita, and Sense – although without 
much fanfare. (Thus far, Herman Miller 
for the Home product additions have 
stayed pretty close to its mid-century 
classics, which, admittedly, are indeed 
classics. But it may be time to break 
more boldly into a new era.) Given the 
heightened focus on a more effi cient 
use of corporate real estate (See of-
fi ceinsight 2.2.09, Steelcase: NY Metro 
Real Estate: Adapt or Die), we would 
place some chips – and we believe 

develop Herman Miller’s vision as the 
innovative leader in creating a bet-
ter world for our customers and our 
employees.”

Named as CFO in May of 2007, Mr. 
Pullen, a CPA, has been with Her-
man Miller for over 17 years, serving 
in various fi nance leadership roles, 
including Sr. Vice President of Finance 
for the company’s North American 
business. Importantly, from 2003-
2007, in the words of the company, 
he built a stronger, more focused and 
effective contract dealer community, 
greatly strengthening the relationships 
within the 250 dealer network, and 
substantially improving productivity and 
revenue expansion potential. “Curt’s 
ability to think strategically and build 
consensus across a wide spectrum of 
employees and partners will be critical 
to driving our North American opera-
tions,” said Mr. Walker. 

Ms. Manos joined Herman Miller 
in 2002, having been recruited by 
Mr. Walker. She left Haworth after it 
selected Robert Krasa to become its 
new leader after Jerry Johanneson 
retired; Ms. Manos, then Haworth’s vice 
president of global marketing, was one 
of those under serious consideration for 
the position but Mr. Krasa was selected 
because of his extensive international ex-
perience, as was his successor, Franco. 
Bianchi. “Kris made a signifi cant contri-
bution to the business,” said Mr. Walker, 
“and I want to acknowledge that and 
thank her for her leadership.” 

Mr. Bylsma has been Herman Miller’s 
Corporate Controller for over four years. 
The company said that he has been a 
proven leader within the fi nancial team 
at Herman Miller and has worked exten-
sively within the fi nancial management 
and reporting function.

Ms. Koch will continue in her role as 

Herman Miller: Senior Management Changes
by Brad Powell

Herman Miller announced last week 
that president and CEO Brian Walker 
made some very high level manage-
ment changes: 
>Curt Pullen, formerly CFO, was 
named to head the North American 
Offi ce and Learning business, replacing 
Kris Manos, who has left the company
>Greg Bylsma, the company’s Cor-
porate Controller for over four years, 
became the new Chief Financial Offi cer 
replacing Mr. Pullen 
>Kathy Koch, Senior Vice President 
of Marketing, retains that position, but 
now reports directly to Mr. Walker and 
joins the company’s Executive Leader-
ship Team
>Steve Gane, President of Geiger for 
the past 19 months, was given the 
additional responsibilities for Herman 
Miller for the Home and a new strategic 
business unit that was established to 
drive greater revenues to the architec-
ture, design, and retail segments.

“These moves,” said Mr. Walker, “put 
the right executives in the right posi-
tions to build brand and expand market 
share despite heavy economic head-
winds. A challenging market like this 
creates many long-term opportunities 
for industry leaders such as Herman 
Miller, and we will continue striving to 

BRIAN WALKER
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ment and was appointed EVP, North 
America and Learning, in 2005-2006.) 
A CEO who doesn’t make high level 
personnel and strategic changes as 
times become diffi cult is at risk, should 
subsequent performance not be as 
good or better than could be expected. 
(c.f. Knoll, which made no senior 
management changes during the last 
downturn, and nevertheless, turned in 
very commendable results.)

We also note that the changes made 
at Herman Miller are focused as much 
as organizational and strategic matters 
as anything else. In some ways, Mr. 
Walker and Ms. Manos may have cre-
ated an arrangement crying for adjust-
ment by centering such an extended 
scope of responsibility on Ms. Manos. 
Thus, we note that Mr. Gane and 
Ms. Koch, both of whom previously 
reported to Ms. Manos – which had to 
create a bit of strategic schizophrenia 
– now report directly to Mr. Walker.

One should never overlook the many 
benefi ts and opportunities created by 
economic challenges, but the achieve-
ment of these is never painless. Busi-
ness, as life, is a great trial-and-error 
experiment. We look forward to seeing 
the fruits of these developments at 
Herman Miller. And we anxiously 
await to see which doors open for 
Ms. Manos, who has our respect and 
admiration. 

In economic times such as these, 
CEOs must look carefully at the strate-
gic vision for their company and at the 
management team they think is most 
suited to carrying that out. Recently, 
there has been a marked trend toward 
revenue stream diversifi cation. It is 
not an accident that the leadership 
in North American contract furniture 
has a strong strategic background. 
Jim Keane at Steelcase was formerly 
with MacKenzie Consulting, Haworth’s 
Franco Bianchi was an European 
investment banker, Knoll’s Lynn Utter 
was the strategy leader for Coors, and 
Mr. Pullen was a strategic advocate for 
Herman Miller (See offi ceinsight 7.7.09, 
Curt Pullen Talks about the Real Her-
man Miller.)

“As my team and I have worked on 
managing through the current eco-
nomic crisis,” said Mr. Walker, “we 
have above all been intent on putting 
Herman Miller in the best possible posi-
tion to move our business and strategy 
forward when conditions improve. Our 
view is that this crisis creates an op-
portunity to increase market share and 
strengthen our products and services. 
Today’s realignment decision will let us 
leverage our existing executive leader-
ship team in efforts to create a more 
dynamic and nimble organization that 
connects more strongly to our core 
customers.”

Management and strategy changes 
of the type recited are common in well-
managed companies during diffi cult 
economic times, even absent gloomy 
fi nancial results. For example, in Her-
man Miller’s results for its last fi nancial 
reporting period, the 6-month period 
ended November 29, 2008, sales and 
earnings were still strong, with sales for 
the most recent quarter down 5.8%, 
and net earnings down only about 1%. 

But there are inevitable hazards of 
taking up a very senior position in good 
times. (Ms. Manos joined Herman 
Miller in 2002 as Senior Vice Presi-
dent, Marketing and Market Develop-

Herman Miller is doing just that – on the 
home-offi ce market and the related aug-
mentation of its interface with the A&D 
community. The new business unit will 
be focused on delivering more product 
offerings to individual buyers, interior de-
signers, architects, and corporate buyers.

As an aside, the new business unit is 
an interesting twist. Just as the 2002-
2003 downturn was moving into full 
swing, Herman Miller abandoned its then 
recently launched (and to all outward 
appearances, successful) Herman Miller 
Red initiative (which, we remember, 
contemplated some retail stores, as well 
as other retail distribution) after decid-
ing to stick with its core strength. That 
move served the company very well as 
the economy improved, but here we are 
again . . . . 

The move to core strength was a pru-
dent one for the time – especially in light 
of the severity 2001-2003 industry down-
turn, the adverse effects of which was 
greatly exacerbated by the industry’s lack 
of preparedness. In retrospect, it turned 
out to be counter (at least in the long run) 
to Herman Miller’s irrepressible philo-
sophical penchant for new directions. 
Most often, this is unhelpfully described 
by the buzzwords we are so fond of, such 
as innovation, etc. But, it can be better 
described as a sense of imaginative ad-
venture that appears to be part of – and I 
blush to say it this way – Herman Miller’s 
DNA. Thus, we have seen such interest-
ing forays as: IFMA, Action Offi ce, Aeron, 
Coro, Herman Miller Red, Herman Miller 
SQA, Resolve, and most recently Teneo 
and Embody, to name a few (and without 
even including the mid-century classics), 
all of which seem pretty Rad for conser-
vative Midwesterners with a reputation 
for sobriety.

“While none of us like to live through 
down cycles,” said Mr. Walker, “we have 
always used these times to sharpen our 
game, improve our effi ciencies, and an-
ticipate new sources of customer value. 
That is what we are determined to do at 
this time.”

CURT PULLEN
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companies

fi cations for its Dallas, Washington DC 
and Pune (India) showrooms; its new 
headquarters and New York show-
room were registered for certifi cation. 
Haworth also joined the EPA Smartway 
Transportation program, achieved 
MBDC certifi cation for Planes tables, 
issued the 3rd annual Haworth sustain-
ability report and received Programme 
for the Endorsement of Forest Certifi ca-
tion in Italy.

“As economic conditions continue 
to develop,” said Mr. Bianchi, “we 
continue to adjust our business for 
the long term future of our company, 
our shareholders and our members. 
2009 will be a very challenging year 
for our economy on a global scale 
and Haworth is not immune from its 
effects. While these are challenging 
times, there is excitement for possibili-
ties that these challenges represent. 
Haworth members and dealers are in 
the midst of designing the company of 
tomorrow.” 

notably the Business Week Architec-
tural Record “Good Design is Good 
Business” Award. Product launches 
at NeoCon included the Very chair, 
Castelli for Haworth collection’s NCB 
Resonate storage system, and Mumbai 
desks and credenzas. For the third 
time in fi ve years, Haworth’s Chicago 
showroom, designed by Perkins & Will, 
Eva Maddox Branded Environments, 
was awarded NeoCon’s Best Large 
Showroom by the IIDA. Showroom 
openings included new and renovated 
spaces in New York, Toronto, Seattle, 
Dublin, Madrid and Shanghai.

“Haworth’s global footprint is the 
broadest in the industry and best 
serves our customers all around the 
world and, in particular, in emerg-
ing markets,” said Mr. Bianchi. “Our 
network of capabilities and dealers 
continues to provide products that are 
designed and built nearby with regional 
design preferences in mind.”

The company achieved LEED certi-

Haworth announced some of the fi nan-
cial results for its 60th year in business. 
2008 global sales were $1.65 billion, 
essentially fl at compared to 2007 sales 
of $1.66 billion. “The current global 
fi nancial crisis is affecting our custom-
ers and forcing us to take action to be 
cost competitive,” Said President and 
CEO Franco Bianchi, who emphasized 
that “Haworth is, and has always been, 
a sound company with a very strong 
fi nancial standing. The hard work that 
all of our members are doing now will 
keep us in that position long into the 
future. We feel very confi dent in our 
strategies and continue to fi nd a high 
level of interest from clients in our 
organic workspace solutions. We will 
continue to gain market share through 
innovation and long term investments.”

During 2008, the company celebrat-
ed the grand opening of One Haworth 
Center, Haworth’s global headquarters 
in Holland, Michigan. The completed 
building has won several awards, most 

Haworth: 2008 Results
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a minute with ira joe

chips or carbs. And certainly never 
blue corn chips. Our corn conversa-
tions were all of an on-the-cob or suc-
cotash nature. More monologue than 
conversation, really. Dad sure knew a 
lot about corn. How to plant it. How to 
husk it. How to boil and roast it. But, 
actually, we talked little of corn. We 
mostly just ate it. 

Next, Dyl and I visited the offi ce-
supply store. He needed a case for his 
iPod and I wanted to pick up a USB 
2.0 extension cable. Another couple 
of things my dad and I never shopped 
for. We were always occupied with that 
corn issue. 

Then, it was off to the Cineplex for 
the movie. A thriller with Liam Neisson. 
Pretty exciting. And the popcorn was 
exquisite. I began to reminisce about 
popcorn. How we used to heat it in oil 
in a “popper” plugged into the wall; 
but, Dylan waved me off with, “Dad. 
You’re talking about corn. Boring.” 
And I knew he was right. I crunched 
through the previews in silence. 

My dad and I only went to one movie 
together. A Frankenstein remake back 
in the early ‘60s. No Boris Karloff. No 
Clive Revel. No Elsa Lanchester. The 
deranged doctor’s creation wasn’t 
how I (and likely, you) have come to 
picture the doomed fellow. It looked 
like the make-up artist was having 
a bad day. A bad bad day. The only 
thing monstrous about the monster 
was the make-up job. Less like he was 
comprised of spare parts from Igor’s 
graveyard raids and more like he had 
been in the spattered path of a Dairy 
Queen blender malfunction. Dad and I 
never attended a movie together again. 

Fathering in the twenty-fi rst century 
is easier than sonning in the twentieth. 
But I like it that both are still kind of 
corny. 

and we headed to the store.
That was something I never did with 

my dad. Sharing a love for good rock 
‘n’ roll. When he and I were together, 
if the radio wasn’t playing Tennessee 
Ernie Ford, it was turned off. If it was 
playing the Beatles. It was emphatical-
ly turned off. Abruptly. Accompanied 
by colorful swearing. 

My children and I love the Beatles 
and Bob Dylan and the Kingston Trio 
and Herman’s Hermits and the Mamas 
and Papas and the Dave Clark Five. 
I like the Eagles better than they do; 
but, they’ll patiently sit through the six-
minute-and eleven-second stay at the 
“Hotel California” because they know I 
know “you can check out any time you 
like; but, you can never leave.” Bless 
them. 

In the market, Dylan picked up a 
bag of corn chips. Blue corn chips. 
And checked the carbs on the label. 
My father and I never discussed corn 

A Minute with Ira Joe: Fathering and Sonning
by Ira Joe Fisher

As we neared our destination, “Suite 
Judy Blue Eyes” started radiating from 
the radio. I was with my son and we 
were running errands. He was home 
from college for the weekend and we 
were aimed at a grocery and an offi ce 
supply store. And we planned to take 
in an afternoon movie. As we turned 
into the parking lot, Crosby, Stills and 
Nash were fi lling the car with their 
sweet suite. Dylan and I added our 
two parts to their three-part harmony 
as we drummed on steering wheel 
and dashboard. The moment was still 
melodious as I slipped into a slot. 

I broke my singing to ask if Dylan 
wanted to hear the rest of the song. 
“Sure,” he answered on beat and we 
returned to the tuneful task of Crosby, 
Stills, Nash, Fisher and Fisher. We 
sounded darned good. Judy Collins 
would have been proud. After the last 
“doo doo doo doo doo! Doo doo doo 
doo doo doo!” I turned off the ignition 
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PRODUCT INTRO
>Cumberland Furniture re-
leased the latest addition to 
the Designers Speak series. 
The Sloane Tables, in side, 
coffee, and console versions, 
were designed by Jeffrey 
Botwin of Herringbone Design 
in Los Angeles, CA. Side, cof-
fee, and console models with 
a lower shelf are available in 
maple veneers and solids with 
wood, glass, or stone tops. 
The collection, reminiscent 
of the relaxed style of the 
west coast, is appropriate for 
general and executive offi ces, 
reception areas, gathering 
areas and hospitality venues. 
http://www.cumberland.com

MATERIAL OF THE WEEK

MC# 5257-05
Semi-rigid veneer like sheets of Brazilian banana (palm) fi ber 
that are bound together using natural resins. The fi bers are 
obtained from growing banana trees. They are harvested with no 
detrimental effect to the tree (the fi bers normally fall off as part 
of the growing cycle). The material has the feel of stiff card and 
is available in either matt or gloss fi nishes. It may be thermo-
formed and worked using standard woodworking tools an easy 
easily wiped clean. The sheets may be treated for fi re retar-
dance. It is suggested that the material be used as an alternative 
to high pressure laminate (HPL) in some applications. These 
sheets are produced in sizes up to 700 x 1500 mm (27.5 x 59.1 
in), in thicknesses of 0.5, 0.75, 1 and 1.5 mm (0.02, 0.03, 0.04 
and 0.06 in). Currently the colors available are natural, medium 
bleached, light bleached, yellow, gold, blue, green, red. The 
panels may be cut using standard wood working tools, and they 
are also heat moldable. The sheets won an iF Material Award 
for 2008 and the Volvo Sports Eco Design Award for 2008. Ap-
plications include surface coverings for walls, lampshades, for 
automotive interiors and for furniture. 

This column is published in collaboration with Material Con-
neXion. For more information regarding the material pre-
viewed, please contact Michael LaGreca at 
mlagreca@materialconnexion.com. T: 212.842.2050.

CUMBERLAND: SLOANE TABLES
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to install, a metal fi tting is 
installed into the receptacle 
and the threaded collar 
is tightened by hand, to 
complete electrical and me-
chanical connections. www.
waclighting.com 

NOTEWORTHY
>Jill Canales was promoted to 
Senior Vice President of De-
sign Marketing for 3form, Salt 
Lake City, UT. Prior to joining 
3form, Ms. Canales was a color 
and materials designer for Nis-
san. Since joining the company 
in 2006, Ms. Canales helped to 
create the fi rst 3form product 
made entirely from post-con-
sumer recycled material. 
http://www.3-form.com

>Patrick Pilola of the 
National Aeronautics & 
Space Administration joined 
IFMA on a 90-day tempo-
rary assignment. Mr. Piola 
will participate in the Senior 
Executive Service Candi-
date Development Program 
where he and others will 
engage in temporary outside 
work assignments in order 
to broaden their knowledge 
and increase their leadership 
skills. In his new role, Mr. 
Pilola will serve as an execu-
tive assistant to IFMA’s senior 
strategy team to learn the 
methods and tools IFMA uti-
lizes in its business practices 
and day-to-day operations at 
the senior, middle manage-
ment and frontline employee 
levels. Mr. Pilola is currently 
the chief of the Avionic Sys-
tems Division at the Johnson 
Space Center, Houston, 
TX. http://www.ifma.org

Henna is manufactured with 
Eco Solution Q nylon and is 
Cradle to Cradle third-party 
certifi ed. Henna can be 
customized with more than 
230 colors and the print 
carpet is available for cus-
tomization in more than 720 
colors. http://www.shawhospi-
talitygroup.com

>WAC Lighting added to 
its Quick Connect Pendant 
family with Komal. De-
signed for commercial and 
home use, Komal features 
a hand blown glass shade 
in three hues with glass frit 
accents hand-set on an 
art glass background. Easy 

low backrest. Cushion up-
holstery options are fabric, 
leather or faux leather. www.
sediasystems.com

>Shaw Hospitality Group 
launched Henna for guest 
rooms and public spaces. 
The collection, which 
includes eight tufted and 
20 print and computer yarn 
placement (CYP) patterns, 
was infl uenced by Mehndi, 
the art of henna painting 
designs typically applied 
during Southeast Asian 
social occasions such as 
weddings and festivals. 

>Landscape Forms, Kala-
mazoo, MI, introduced the 
Key Bike Rack. Designed 
by Lagranja of Barcelona, 
Spain, Key is reminiscent 
of handles of old fashioned 
keys. It is built with a steel 
core, protected with high 
density polyurethane plastic 
molded over steel tubing, 
and is available in red or 
grey polyurethane. Key se-
cures a bike by its frame in 
two places, the frame and a 
wheel, and accommodates 
a standard D-shaped bike 
lock. http://www.landscape-
forms.com

>Sedia systems introduced 
the Elitra offi ce armchair. 
Created by Lucci Orlandini/
Lamm, the Elitra is designed 
with a series of elastic 
nylon strips that replace 
traditional padding. Rely-
ing on gravity and a system 
of synchronized hinges 
and slide blocks, the chair 
automatically adjusts to the 
movement of the occupant 
without traditional calibra-
tion mechanisms. The chair 
is available with a swivel 
base, with or without arms, 
and with either a high or a 

LANDSCAPE FORMS: KEY BIKE RACK

SEDIA: ELITRA

WAC: QUICK CONNECT PENDANT

SEDIA: ELITRA
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Studios. The alliance, David 
Perry Studios@Cubellis, will 
offer design services to aca-
demic and cultural clients in 
the North Atlantic Region. 
The partnership strength-
ens Cubellis’ North Atlantic 
portfolio of academic and 
cultural facilities while offer-
ing David Perry Studios the 
strength of an international 
fi rm with integrated services 
and extended expertise in 
the academic and cultural 
market. http://www.cubellis.
com

>Kendall College of Art 
and Design of Ferris State 
University formed an agree-
ment with W. E. Upjohn 
Institute for Employment 
Research. The partnership 
will research the importance 
of design to business in west 
Michigan. The goal is to de-
velop a better measurement 
of design’s contribution to 
companies and their prod-
ucts, services or processes. 
The research, scheduled 
over nine months, will 
involve up to 10 case stud-
ies of fi rms that are already 
incorporating design into 
their activities. The process 
will be to measure the suc-
cess of a “design centered” 
product and match it to the 
success of a product that 
did not have a strong design 
component integrated into 
its production. http://www.
kcad.edu.

>KI announced its part-
nership with NJPA. The 
National Joint Powers 
Alliance is a municipal 
contracting agency based 
in Minnesota that allows 

tiple Locations
The new catalog is available 
for order February 16. http://
www.bretford.com

>Bretford Manufacturing 
Inc. provided customized 
work desks and adjustable 
height carts for classrooms 
in Houston, TX. The com-
pany customized a Bretford 
Connections Work Center 
for the Cypress-Fairbanks 
Independent School District 
schools by incorporating a 
third-party keyboard tray, 
specialized CPU hangers, 
larger electrical outlets and 
additional locking drawers. 
The adjustable height carts 
house and move LCD projec-
tors and laptops and can fully 
integrate all equipment onto 
one cart.  www.bretford.com 

>The Council for Inte-
rior Design Accreditation 
elected Cary Johnson as 
Board Chair. Mr. Johnson is 
the Midwest Regional Work-
place Leader at Gensler, 
Chicago. Heather Rob-
ertson Corrigan, Principal 
of Robertson MacLean 
Design Limited, was elected 
Secretary Treasurer and 
Carl Matthews, associate 
professor at the University 
of Texas, Austin, TX, was 
named liaison to the Interior 
Design Educators Council 
(IDEC). Susan Szenasy, 
Editor in Chief at Metropolis 
Magazine, also was reap-
pointed on the Board as 
public representative for a 
second term. http://www.
accredit-id.org

>Cubellis announced its as-
sociation with David Perry 

sent to randomly selected 
readers, which asked 
participants to rate over 700 
brands in 41 categories and 
4 sub-categories. http://www.
artemide.us

>Atlas Ergonomics add-
ed 29 groups to its nation-
wide network, now offering 
services in 1147 locations. 
Known for its results-based 
ergonomics programs, Atlas 
works with its network of 
physical therapists, oc-
cupational therapists, and 
ergonomists to reduce 
work-related injuries among 
employees, with an empha-
sis on measurable, bottom-
line results. Qualifi cation 
requires a full day of training 
in Atlas principles and 
methodology, and/or exten-
sive testing for competence. 
http://www.atlasergo.com

>Bretford Manufacturing, 
Inc. Chicago, IL, revamped 
its product series catalog. 
The new Bretford Basics 
brand catalog includes 
environment photos, a 
visual table of contents and 
analysis charts, in an easy-
to-read format based on 
how customers search for 
and choose their technology 
furniture. The 1,500 prod-
uct catalog breaks out into 
seven product types: carts, 
stands and trucks; worksta-
tions; mounts; projection 
screens; tables; desks; and 
lecterns and easels. High-
lights of the catalog include: 
- New Product/Environment 
Photography
- Visual Table of Contents
- Analysis Charts
- Product Finishes in Mul-

>AIA voiced its disap-
pointment that funding 
to modernize schools was 
eliminated by the Senate 
in the stimulus bill. In the 
House version, $14 million 
was allocated to modernize 
and build green, high-
performing schools, which 
also would have resulted in 
the creation of 400,000 jobs 
nationwide. www.aia.org/
walkthewalk

>Artemide, a lighting 
design manufacturer, 
was honored by Architect 
magazine readers in the 
publication’s inaugural 
Brand Preference Study. 
Artemide was a winner in 
the “Lighting Fixtures: In-
door: Decorative” category, 
prevailing in all four sub-
categories: “Brand Familiar-
ity”, Brands Specifi ed/Used 
in Past 2 Years”, “Brands 
Specifi ed/Used the Most”, 
and “Quality Rating.” Survey 
results will be published in 
the March, April, and May 
2009 issues of Architect. 
The Brand Preference Study 
consisted of a mail survey 

ARTEMIDE: MERCURY
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RE-SITED
>Jesse Davis joined Arc-
Com Fabrics, Orangeburg, 
NY, as the Director of 
Marketing. Mr. Davis brings 
over seven years of industry 
experience to the position. 
Prior to joining Arc-Com, he 
was the Marketing Manager 
for Dauphin. Mr. Davis will 
lead the marketing efforts 
in all divisions including the 
eco-tex brand. http://www.
arc-com.com

>Kathryn Patterson joined 
Mannington Commercial as 
a Marketing Manager. Ms. 
Patterson will direct mar-
keting campaigns, develop 
relationships with industry 
associations, and oversee 
the Mannington Commercial 
Web site. Previously, Ms. 
Patterson worked as an A+D 
sales representative at Lees 
Carpets. http://www.man-
ningtoncommercial.com

junior, senior, or graduate 
students enrolled in an inte-
rior design course of study. 
Five $5,000 scholarships in 
interior design will be award-
ed and scholarship winners 
and 5 honorable mentions 
will receive a one year IIDA 
student membership. www.
iidany.org/awards.html

>A trillion dollars could 
give every high school stu-
dent in the United States 
a free college education. 
A trillion dollars could buy 
16.6 million Habitat for Hu-
manity houses, enough for 
43 million Americans. www.
daytondailynews.com

>WAC Lighting will cel-
ebrate its 25th anniversary 
in 2009. The company, 
founded by Tony Wang and 
Tai Wang in 1984, began 
by marketing portable 
lamps at trade shows. It 
then expanded into track 
fi xtures and recessed trims 
and housing, and eventually 
shifted into task lighting. In 
2006, WAC established W2 
Architectural Lighting as a re-
source of specifi cation grade 
products for the commercial 
and specifi cation markets, 
and in 2007, WAC celebrated 
its showroom relocation to 
the New Wing of The Dallas 
Trade Mart. Most recently 
WAC opened a 750,000 
sq. ft. ISO 9001-Certifi ed 
Manufacturing Campus in 
Dongguan, China, where 
nearly 90% of its products 
are fabricated. Shelley Wang, 
daughter of the founders, 
now serves as General Man-
ager and VP of the company. 
www.waclighting.com

judges, recognizing the 
best, most innovative new 
product 
The winners will be an-
nounced at the LFI Innova-
tion Awards presentation on 
Tuesday, May 5, 8:30-10:00 
am at the Jacob K. Javits 
Convention Center, NYC.

>MAiSPACE, Mt. Olive, NJ, 
introduced its Systems Fur-
niture Leasing Program. At 
its Lease Calculator website, 
http://www.maispace.com, 
monthly payments can be 
calculated in seconds. The 
website contains application 
forms for lease or purchase. 
Once the application is 
received and paperwork 
is completed, the order is 
placed and installations 
are completed within 4 to 
6 weeks of receipt of the 
order.

>Mancini•Duffy was award-
ed First Prize for its 2007 
Year in Review. Titled, 
“The Client’s Goals Are The 
Lenses We Look Through To 
Find The Best Solution,” the 
report was recognized in 
the Print-Annual Reports 
category of the International 
Design Awards competition. 
The International Design 
Awards exist to celebrate 
the world’s most visionary 
designers, discover new 
and emerging talent, and 
promote the appreciation 
of design worldwide. http://
www.manciniduffy.com

>The IIDANY 2009 Stu-
dent Scholarship Awards 
Programs’ deadline is 
March 16, 2009. All entries 
must be submitted from 

participating municipal 
agencies to reduce the cost 
of procurement through 
contract purchasing. NJPA 
serves all education, govern-
ment and nonprofi t agen-
cies nationwide. NJPA is 
endorsed and a partner of 
the American Association of 
School Administrators, the 
National High School Ath-
letic Coaches Association, 
and the National Organiza-
tion of Coaches Association 
Directors. Currently, over 
22,000 organizations and 
public agencies utilize NJPA 
contracts and suppliers.

>LIGHTFAIR International 
issued a Call for Entries for 
the LFI Innovation Awards. 
Sponsored by Architec-
tural Lighting magazine and 
eLumit.com, the awards 
honor the industry’s new-
est product designs and 
recognize the best and most 
innovative companies and 
products in the lighting in-
dustry. Submissions from all 
registered 2009 LFI exhibi-
tors will be accepted on-line 
until March 6, 2009 at www.
lightfair.com. The awards, 
selected from 14 individual 
product categories are: 
- Design Excellence Award, 
recognizing outstanding 
achievement in design and 
application
- Technical Innovation 
Award, recognizing the 
best leap forward in lighting 
technology
- Judges’ Citation Award, 
special recognition at 
judges’ discretion
- Most Innovative Product 
of the Year Award, highest 
Award presented by the 

JESSE DAVIS
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requires only a screwdriver. 
Vista System was recently 
recognized as “Green” by 
SEGD, Society for Envi-
ronmental Graphic Design 
Green Committee. http://
www.vistasystem.com

PROJECTS
>EMCOR Group’s Govern-
ment Services Unit was 
awarded a contract for 
the Spanish Embassy, 
Washington, DC. EMCOR 
Government Services will 
provide facilities operations 
and maintenance, procure-
ment assistance for in-
defi nite quantity work (IDIQ) 
and interior construction 
services for the embassy 
and residence. http://www.
EMCORGroup.com

>KI provided a custom 
furniture solution for the 
Biotechnology Academy 
at Spanish River High 
School in Boca Raton, FL. 
A unique desking confi gura-
tion integrating KI’s Laptop 
Garage, University Seating, 
and PowerUp modules, 
allows the room to serve 
multiple purposes through-
out the day. In addition to 
seating and computers, the 

processes 90% of its input 
stream into useful products. 
Recycled material pro-
cessed at the Center will go 
“carpet to carpet” face fi ber 
to backing, backing to back-
ing and in the near future 
face fi ber to face fi ber. The 
center boasts the highest 
recovery rate in the industry, 
nearly three times that of 
its closest competitor. www.
mohawkgreenworks.com

>Sherwin-Williams imple-
mented EcoVision, a compa-
ny-wide mission to develop 
solutions to reduce environ-
mental impact. The company 
already has programs in place 
to reduce waste, minimize 
fuel consumptions on dis-
tribution routes, recycling 
programs and paint formula-
tions using sustainable raw 
materials. Sherwin-Williams 
also partners with the U.S. 
EPA in their SmartWay and 
ClimateLeaders programs. 
New efforts include: 
- The introduction of four 
products with the Green Sure 
mark
- Third-Party GREENGUARD 
Certifi cation 
- GreenSure designated 
products that are recycled 
in plastic containers. http://
www.sherwin-williams.com

>Vista System International 
launched an environmen-
tally friendly information 
sign that is easy to install 
and update. The sign is 
constructed for easy ship-
ping and minimum packing 
volume, thereby reducing 
shipping related energy 
use and cost. The assem-
bly of all sign components 

clable, the seat frame and 
back contain over 60% re-
cycled content, made from 
approximately 36 recycled 
two-liter plastic beverage 
bottles per chair. Aeron 
is assembled with 100% 
renewable energy and is 
GREENGUARD certifi ed. 
Aeron’s Cradle to Cradle 
certifi cation plays a signifi -
cant role in the company’s 
2010 goal to achieve 50% 
of sales from products that 
meet the DfE protocol. http://
www.hermanmiller.com

>IBM is working with Reli-
gare Enterprises Limited of 
India to build three energy 
effi cient data centers. Un-
der a recent agreement, 
IBM through its Project Big 
Green unit is designing and 
building data centers for 
the fi nancial services fi rm in 
Delhi, Noida and Mumbai 
for REL. The facilities are 
expected to cut the fi rm’s 
power costs by as much 
as 35% a year and reduce 
consumption by 3,600 
kilowatt-hours, which would 
amount to a $250,000 sav-
ings annually. http://www.
ibm.com

>Mohawk Industries 
received two 2008 Green 
Dot Awards. The company 
received a third place and 
honorable mention in the 
services category for its 
Greenworks Center recycling 
facility. The facility reclaims 
all major types of synthetic 
fi ber, Nylon 6, Nylon 6,6, 
Polypropylene and other 
fi bers that make up more 
than 75% of the carpet 
industry’s waste stream and 

ENVIRONMENT
>GreenBiz.com reported, in 
its State of Green Busi-
ness 2009 study, that only 
marginal environmental 
progress is being made. The 
report shows that companies 
are making progress on only 
a handful of the 20 measures 
of performance investigated. 
In spite of the discouraging 
pronouncement, the report 
was optimistic about the 
number of green buildings 
on the rise that lead to new 
energy saving technologies 
and the creation of healthful 
workplaces. There also is a 
green race taking place in 
the automobile industry, with 
every major manufacturer 
planning to introduce electric 
vehicles. Other fi ndings 
included:
- Greenhouse gas emissions 
rose in the U.S. in 2007 by 
1.4%.
- Patents in 2008 for clean-
energy technology were at 
the highest level in seven 
years.
- Aluminum, plastics, card-
board, and other materials 
used per dollar of GDP – 
continued to decline slightly, 
as it has for the past several 
years.
- Over the past decade, the 
amount of paper used per 
dollar of GDP dropped by 
2% and the amount of paper 
recycled rose – also by 27%. 
www.GreenBiz.com.
>Herman Miller received 
MBDC Siver Certifi cation 
for its Aeron chair. All 
Aeron chair production will 
be Cradle to Cradle Silver 
certifi ed effective February 
16. Currently 94% recy- SPANISH RIVER HIGH SCHOOL
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Conference will be at the Di-
rect Energy Centre, Toronto, 
Canada, September 24-25. 
In addition, the show will 
mark the 75th Anniversary 
of ARIDO, the Association of 
Registered Interior Design-
ers of Ontario. iidexneocon.
com.

>DreamHome will celebrate 
its 5th Anniversary at The 
Merchandise Mart, Chicago, 
IL, April 17-December 18. 
The nine rooms, designed by 
local designers, include the 
following:
- Foyer: Laurel Feldman, 
Laurel Feldman Interiors
- Offi ce: Janet McCann, Mc-
Cann Associates 
- Living Room: Larry Boeder, 
Lawrence Boeder Interior 
Design 
- Bedroom: Missie Bender, 
Missie Bender Design, Inc. 
- Bathroom: Christopher 
Michiels, Christopher Michiels 
Inc. 
- Dining Room: Leslie Jones, 
Leslie Jones & Associates, 
Inc. 
- Kitchen: Mick de Giulio, de 
Giulio kitchen design
- Library: Denise Antonucci, 
ASID and Jerry Sanfi lippo, 
ASI Interiors, Inc. 
- Veranda: Frank Fontana, 
Frank Fontana Design 
- Lobby: Janet Shiff, Blutter 
Shiff Designs
www.merchandisemartdesign-
center.com/dreamhome

>Knoll celebrated the 
opening of Eero Saarinen: 
Shaping the Future. The 
exhibition at the Mildred 
Lane Kemper Art Museum, 
One Brookings Drive, at 
Washington University,St. 

>IFMA’s FM-3D Confer-
ence is less than 2 weeks 
away. Held February 23-25 
at the U.S. Grant Hotel, 326 
Broadway, San Diego, CA, 
the conference offers high-
level learning and networking 
events. Conference highlights 
include:
- Best Practices Forum, 
Moving Toward a Zero Energy 
Future, February 23
- Sustainability Summit, 
How Can a Facility Profes-
sional “Sell” Sustainability 
Into the C-suite?; Managing a 
Footprint: The Role of Facility 
Management in a Policy Envi-
ronment of Change; Valuable 
information concerning envi-
ronmental policy as it relates 
to the facility management 
profession. February 24
- Management Summit, 
Managing Human Capital in 
the Global Economy; Learn 
about the global talent war, 
talent retention and organi-
zational leadership, Febru-
ary 25. http://www.ifma.org/
learning/events/fm3d09/
index.cfm

>IIDA NY Chapter Corpo-
rate Forum presents the 
11th Annual Pioneering 
Design: Redefi ning Cruise 
Ship Luxury. Mr. Bill Miller, 
dubbed “Mr. Ocean Liner” 
will moderate a panel dis-
cussion at the Times Center, 
242 West 41st Street, 
NYC, March 18, 6:30 pm. 
0.1 CEU will be offered. 
http://www.iidany.org/page/
page/4671598/2009-04.htm

>IIDEX/NeoCon Canada 
2009 is celebrating its 
25th anniversary of design 
fi rsts. The Exposition and 

authority, Antwerp, Bel-
gium. The port house design 
consists of two entities: the 
existing fi re station and a 
new crystalline volume lifted 
above the retained building. 
Together they form a new 
landmark as the headquar-
ters of the Antwerp port 
authority, overlooking the city 
and port. The new building is 
slated for completion in 2013. 
www.portofantwerp.com.

EVENTS
>Suzanne Tick will present 
her current work Refuse 
DC at the Museum of Arts 
and Design, 2 Columbus 
Circle, NYC, on February 
21, 2009, 11am-1:30pm. 
Refuse DC explores every-
day debris we live with from 
the dry cleaners. The trans-
formation of plastic, wire, 
paper and cardboard tubes 
into woven structures is 
both constructive and beau-
tiful. Ms. Tick, designer and 
principal of Suzanne Tick 
Inc., specializes in materials 
development for commercial 
and residential, will host a 
weaving demonstration and 
talk about her art structures. 
www.madmuseum.org www.
suzannetick.com

lecture hall features smart 
boards, video projectors and 
a large screen. To accom-
modate these various tech-
nology platforms and create 
a neat appearance, KI’s Pow-
erUp modules were included 
in the desking system. Each 
module encloses two power 
outlets and two data ports. 
www.kieducation.com.

>URS Corporation will 
perform construction 
management services at 
the Simons Center for 
SUNY. Designed by Perkins 
Eastman, the Simons Center 
is a research institute for 
theoretical physics and 
mathematics. It will include 
35 faculty offi ces and space 
for supporting staff, a faculty 
commons room, conference 
rooms, a lecture hall, a sem-
inar room, a café/kitchen 
unit and an atrium. The 
facility is being designed 
to meet LEED silver-level 
certifi cation standards. URS 
will be responsible for both 
the design-phase services 
and the construction-phase 
services. www.urscorp.com

>Zaha Hadid Architects 
won the competition for the 
new port house, headquar-
ters of the Antwerp port 

ZAHA HADID ARCHITECTS SUZANNE TICK
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Institute. The address should 
read: Pratt Store Gallery
55 Myrtle Brooklyn, NY
Gallery Open 10 am to 8 pm

>In last week’s noteworthy, 
Jacqueline Barr’s name was 
misspelled, and images of 
other Ted Moudis personnel 
were incorrectly labeled. We 
apologize for this misprint. 

recognized for their restora-
tion of the historic 1928 Fox 
Theater and the recipients 
of the 2009 Pioneers in 
Design and Honor Awards 
will be announced. Winners 
will be chosen from a fi eld 
of 108 projects submit-
ted by Northern California 
designers in six categories. 
The event will take place at 
the Fox Theater, Telegraph 
Avenue between 18th & 
19th Streets, Oakland, CA, 
5:30-9:00. www.iida-nc.org

WE STAND CORRECTED
>In the last issue of offi cein-
sight, we incorrectly printed 
the address for the Charles 
Pollock Show at the Pratt 

Louis, MO, will be on view 
through April 27. Knoll 
associates attended a 
Member Preview before the 
public opening. Present at 
the celebration was Susan 
Saarinen, Mr. Saarinen’s 
daughter, a landscape 
architect based in Colorado. 
The exhibition explores Mr. 
Saarinen’s career from the 
1930s through the early 
1960s and his furniture 
designs, many of which he 
created in collaboration with 
Florence Knoll. kemperart-
museum.wustl.edu

>The Northern California 
Chapter of the IIDA will 
host a combined program 
on March 26. Friends of 
the Oakland Fox will be 

EDWARD MANDRIN

EMMANUEL ENRIQUEZ

MANUEL SIA

© 2009 offi cesite, inc.
24 East Avenue (#1299)
New Canaan, CT 06840

Bradford J. Powell
brad@offi ceinsight.com
T 203 966 5008
F 203 972 6512

Jean Lin
jean@offi ceinsight.com
T 203 912 7423

www.offi ceinsight.com



02.16.09 GIVING VOICE TO THOSE WHO CREATE WORKPLACE DESIGN & FURNISHINGS   PAGE 19 OF 2200.00.00

JOB SITE
To place ads:
ad@offi ceinsight.com 
Billing information:
brad@offi ceinsight.com
Or, call or fax:
T 203 966 5008
F 203 972 6512

Director of Distribution

Join one of FORTUNE Maga-
zine’s “Top 100 Companies to 
Work For” as Director of Distri-
bution for Herman Miller, Inc. 
The Director of Distribution devel-
ops and maintains a sustainable, 
durable, high performance distri-
bution channel and serves as the 
primary conduit between Herman 
Miller, our Field Sales Teams, and 
our Dealer Distribution Partners. 
You will conduct an annual sales 
planning process to assure dealer 
sales performance is in line with 
HMI growth and revenue targets, 
monitor performance metrics 
and facilitate action plans when 
required. You will also review and 
analyze the market “footprint” 
and market potential to determine 
proper distribution strategies. 

Minimum qualifi cations: bache-
lor’s degree in business or related 
fi eld; 7 years experience in the 
offi ce furniture industry, prefer 3 
years in connection to contract 
furniture dealers; thorough un-
derstanding of distribution mod-
els, dealer fi nancial models and 
reporting; ability to teach, coach, 
mentor, and infl uence; demon-
strated leadership competencies; 
ability to think strategically and 
execute tactically; expert com-
munication skills; willingness to 
travel at least 50%. 

Herman Miller, Inc. creates 
great places to work through 
the design, manufacture and 
distribution of furnishings, interior 
products, and related services. 

To apply or learn more about this 
great opportunity please visit our 
website at: http://www.herman-
miller.com/careers

Sales Representative
Houston, TX

As a Sales Representative 
(Manufacturers Representative), 
the ideal candidate will have a 
successful background of fi ve or 
more years in outside sales.  

The Sales Representative will be 
a mature, polished professional 
who has excellent communication 
skills, comfortable speaking with 
many different levels of people. 
He/She must possess a solid 
foundation in using technology 
to communicate, and will have 
strong organizational and time 
management skills, as well as 
outstanding new business devel-
opment skills. 

This professional will excel in a 
very entrepreneurial, yet team 
based environment that rewards 
focused, result oriented individu-
als

Please email resume to info@
searchwiseconsultants.com or 
call Searchwise Consultants 
800.923.5003.  All resumes are 
held in confi dence. 

Soduko: Fill in the empty cells so that every row, column and 
cube contains a digit from 1-9, without duplication. (Level: 
Medium)
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business

outperformed the industry’s reported growth rate, and this 
year’s September and October orders were the highest monthly 
totals in our 40 year history.” In addition, Trendway continued 
to gain signifi cant success in Federal Government business.

Credit for the company’s success was placed directly on its 
service model, which delivers products quickly, completely, 
and on time, as promised. “These are challenging times, to say 
the least,” said Mr. Bundy, “but there is still a need for offi ce 
furnishings. Products that provide workplace solutions are 
important, and customers are even keener to fi nd value and 
reliable relationships when they choose suppliers. We deliver 
quality product quickly, completely, and on time, as promised. 
This means our customers can worry about one less thing– and 
in today’s world there is plenty to worry about.” Trendway’s 
promise “On Time or On Trendway,” means that it will refund 
the price of any item that does not ship on the acknowledged 
date. “We hardly ever give away free furniture,” he said. “We 
ship on time, 99.95% of the time.” (We hope that’s by price.) 
“We actually tend to do well during tough economic times,” 
noted Don Heeringa, Trendway board chairman. “Other manu-
facturers may extend cost-cutting measures that impact their 
service levels. Our service and customer response are never 
compromised, and that sets Trendway apart.”

In 2008, the company celebrated its 40th anniversary by 
focused on a major rebranding initiative, eliminating the “T” 
logo and replacing it with “>” logo for more than. The company 
also recognizes that its continued success depended on an 
outstanding sales organization. http://www.trendway.com 

BUSINESS AFFAIRS

>Herman Miller, Inc., announced that on Feb. 9 its Board 
of Directors declared a quarterly cash dividend of 8.8 cents 
($0.088) per share payable on April 15, 2009, to stockholders 
of record on Feb. 28.

>HNI Corp. announced on Feb. 11 that its Board of Direc-
tors declared a quarterly dividend of 21.5 cents ($0.215) per 
share on its common stock. The dividend will be payable on 
Feb. 27, 2009, to shareholders of record at the close of busi-
ness on Feb. 20. 

>Knoll, Inc., in a fi ling with the SEC Tuesday, reported that 
the Compensation Committee of Knoll and their Board of 
Directors approved and authorized payment of cash bonuses 
to their executives. CEO Andrew B. Cogan netted the largest 
bonus - $1.25 million. Mr. Cogan was followed by Lynn M. Ut-
ter, Knoll’s President and COO (North America), who received 
$500 thousand. Barry McCabe, Executive VP and CFO, took 
home $400 thousand, and Stephen Grover, the company’s Ex-
ecutive VP of Operations received $300 thousand. Art Graves, 
the Executive VP and President of Sales and Distribution, got 
$400 thousand. It good to see bonuses going to people who ac-
tually deserve it . . . and have earned the money to pay them. 
(We note that, as reported last week, despite the economic 
headwinds fi nally reaching our industry in the last months of 
2008, Knoll’s net income for its fi scal quarter ended 12.31.08 
was $8.2 million, a 95% increase over the $4.2 million of the 
same period in the preceding fi scal year.)

>Trendway Corporation reported an increase in net sales, while 
industry-wide sales were down 2%. “Our 2008 shipments are 
up more than 8% over 2007,” said Bill Bundy, Trendway’s 
president and CEO. “For two consecutive years now we have 
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business

2.13.09 12.26.08 9.26.08 6.27.08 3.28.08 12.28.07 9.28.07 %frYrHi
%fr50-
DayMA

ChromC 0.3 0.4 1.7 3.3 4.7 4.9 4.7 -94.9% -21.1%

CompX 5.3 5.2 5.8 5.2 9.3 14.8 19.6 -54.9% -3.2%

HMiller 11.8 13.9 25.1 25.2 24.5 28.8 27.1 -64.9% -4.3%

HNI 12.9 14.7 25.6 18.4 27.7 35.7 36 -62.5% -10.2%

Inscape 2.0 2.3 3 3.5 3.5 3.5 3.7 -55.6% -10.7%

Interface 3.5 5.3 11.9 12.9 14.3 17.5 18.1 -80.7% -18.1%

Kimball 7.5 8.2 11.2 8.6 10.8 14 11.4 -41.2% -4.8%

Knoll 7.3 8.6 15.2 12.4 11.6 16.6 17.7 -61.0% -8.3%

Leggett 12.8 14.7 22.3 17.2 14.9 18.7 19.2 -47.8% -6.3%

Mohawk 33.3 35.7 69.9 64.8 71.5 75.5 81.3 -58.6% -11.0%

OffDepot 1.7 2.6 5.8 11 11.1 14.4 20.6 -88.5% -33.4%

Staples 15.7 16.9 23.1 24 11.4 22.6 21.5 -40.8% -8.0%

Steelcase 4.5 6 10.4 9.9 3.1 15.3 18 -71.0% -7.0%

20-20 
Tech 1.0 1.8 3.4 5 6.1 6.4 6.6 N/A% N/A%

UntdStat 30.8 33.3 49.4 36.6 47.7 47.4 55.5 -49.0% 0.3%

USG 7.1 8.8 28.7 30.1 35.2 36.6 37.6 -93.9% -14.8%

Virco 2.1 1.9 3.6 4.7 5.4 5.9 7.8 -65.8% -0.6%

SUM 159.4 180.1 315.9 292.9 335.5 378.6 406.4 -40.5% -

DJIndust 7,850 8,629 11,143 11,346 12,216 13,339 13,895 - -

Industry Stock Prices
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technology
The Plastic Logic Reader is 8.5 x 11 with a large readable 
display, just like a pad of paper. Yet it’s thinner than a pad of 
paper, lighter than many business periodicals, and offers a 
high-quality reading experience, which the company says, “are 
better than alternatives of paper or other electronic readers on 
the market today.” 

Plastic Logic says it will “bring a panoply of business informa-
tion to your fi ngertips,” and that the reader will support a full 
range of business document formats, such as Microsoft Word, 
Excel and Powerpoint, and Adobe PDFs, as well as newspa-
pers, periodicals and books. It will have an easy gesture-based 
user interface and powerful software tools that will help busi-
ness users to organize and manage their information. Users will 
be able to connect to their information either wired or wirelessly 
and store thousands of documents on the device. The reader 
incorporates E Ink technology for great readability and features 
low power consumption and long battery life.
http://www.plasticlogic.com/

>Wired posted a video demonstration of Powermat’s wireless 
power technology, which uses magnetic induction to charge 
devices placed on a mat or other surface. Charging units can 
be imbedded in tabletops or behind walls. http://www.wired.
com/video/gadgets/ces-2009/6310841001/wireless-power-
energizes-any-device/6751413001 

TECHNOLOGY
>Computerworld reported that the “real news” from the 
Kindle 2 e-reader unveiled last week by Amazon might be 
its new Whispersync technology. Whispersync allows the new 
unit to automatically synchronize with the original Kindle, and 
Amazon’s press release said that it “will also sync with a range 
of mobile devices in the future.” Which technologies it will sync 
with remain to be seen, but the statement suggests that soon it 
might be possible to begin reading a book on Kindle and fi nish 
reading it on an iPhone or other mobile device. http://www.
computerworld.com/action/article.do?command=viewArticleBas
ic&articleId=9127642

>Drawbase Software, Randolph, NJ, and PeopleCube, 
Framingham, MA, entered into a strategic partnership. 
Drawbase Software, a supplier of building design and facilities 
management information systems and PeopleCube, a provider 
of workplace and resource management technology will use the 
partnership to provide a total workplace management solution 
offering ROI. www.Drawbase.com http://www.peoplecube.com

>InformationWeek launched “Plug Into The Cloud,” a new 
website dedicated to cloud computing. http://www.informa-
tionweek.com/cloud-computing/
 
>PC Magazine will host a free webcast to help businesses 
choose the most effective green technologies. ”Going Green: 
Switching to Environmentally-Friendly Tech” is scheduled for 
Tuesday, Feb. 24, at 11:00 a.m. Pacifi c, 2:00 p.m. Eastern. 
Experts will discuss which types of green technologies work 
best for different types of businesses; how to evaluate the 
environmental impact of technology usage; and best practices 
for growing a green technology strategy. Sponsored by Lenovo. 
http://www.pcmag.com/article2/0,2817,2340305,00.asp

>Plastic Logic launched its new Publisher Program to help 
content creators and publishers large and small provide 
material for its e-reader in open document format. Already it 
has signed up a handful of major publishing partners, including 
fi ctionwise, Financial Times, Ingram Digital, Libre Digital, USA 
Today, and Zinio. The company’s market laurnce will begin in 
the second half of 2009 with pilots, and trials with key partners. 
It expects to accelerate the momentum of our sales in 2010. PLASTIC LOGIC: PUBLISHER PROGRAM




