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TO THINE OWN SELF bE 
TRUE, AND THOU CANST 
NOT bE FALSE TO  
ANy OTHER mAN.
— WILLIAm SHAKESPEARE, 

HAmLET 

Compliments of Steelcase, in cooperation with officeinsight

Coalesse

If you weren’t at NeoCon and are beginning to sense that  
something is happening to the Steelcase Design Partnership 
companies, Brayton, Metro and Vecta, and you have been  
wondering what this peculiarly spelled Coalesse stands for, 
here’s your answer. Coalesse, Steelcase division, has made the 
concept of using residential ideas in a contract setting – in an 
expanded sense, which it refers to as WorkLife – the bullseye 
of its target market. 
full Story oN Pg. 3

Italian House 

Italy has well earned its reputation for good design, and this is 
not a frivolous, cape swooping indulgence. this is a conscious, 
earnest endeavor built upon hard work, rigorous and innovative 
design education and well educated sensibility, some of which 
have long drifted to this side of the Atlantic through architecture, 
automobile design, fashion and the culinary arts. 
full Story oN Pg.11

A Single Voice 

Interior design is a noble profession in all aspects of the practice 
and it should be represented by a single professional organization 
that can represent the broad interests, talents and contributions 
of its members.  We encourage professionals who believe in the 
merger of ASID and IIDA, and the manufacturers who support 
these organizations with their contributions, to voice their  
concerns and their hopes for a single voice for interior design.
full Story oN Pg.16

Something to Sneeze At 

october. What a scamp of a month. oh! the leaves, the colors, 
the hills awash and shimmering like a big bowl of trix. the wind 
takes something cold from coming winter and weaves it through 
the day. through the crisp and starry night. october. the cider. 
the pumpkins. the scarecrows. the charm. And the sudden 
head cold. uninvited. unanticipated. 
full Story oN Pg.19
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recently, Jason Heredia, vice presi-
dent of Marketing, and Robert Arko, 
vice president and creative director, 
joined me in New york City to further 
explain the premises and ambitions  
for Coalesse. 

 
OI: Is Coalesse Steelcase’s answer  
to Knoll Studio and Herman miller  
for the Home, but taking it to a  
new level? 

JH: It’s broader than that. our 
strategy was informed by focus on 
the customer and not so much on the 
competition. If you looked at the Steel-
case portfolio when we were forming 
the strategy the brand architecture was 
all about putting a portfolio together for 
the customer. our target market con-
tinues to be contract clients who share 
our belief in creating inspiring spaces 
and bringing more “life” to the office.  
these solutions also have application 
for professional-grade consumers.

10.20.08

What Happens after you Coalesse? 
The metamorphosis of Brayton, Metro & Vecta
by Brad Powell

If you weren’t at NeoCon and are 
beginning to sense that something is 
happening to the Steelcase Design 
Partnership companies, Brayton, 
Metro and Vecta, and you have been 
wondering what this peculiarly spelled 
Coalesse stands for, here’s your answer.

Coalesse is a division of Steelcase 
headed up by Frank merlotti, Jr. It 
was launched at NeoCon 2008 in 
showroom with black walls in the Mer-
chandise Mart, which otherwise held 
an ocean of white. Surely you have 
seen the drift toward a more residen-
tial look in some recent contract prod-
ucts. Coalesse has made that concept 
– in an expanded sense, which it refers 
to as WorkLife – the bullseye of its 
target market. Building on the legacy 
products of its progenitors – Brayton, 
Metro and Vecta, now subsumed 
within the new brand – Coalesse intends 
to add a premium design and craft 
brand to the overall Steelcase portfolio 
to answer the demands of those who 
think that the work environment should 
create the same refined and stimulating 
environment as the home (assuming,  
of course, that you have a very nice 
and tasteful home).

FRANK mERLOTTI, JR.

OI: O.K., but where do you see the 
demand? 

RA: As companies are rethink-
ing how they plan space – there is a 
shift we see happening in terms of the 
personality, the flavor of the requests 
that were being made. It started with 
dot.coms. 

When dot.com market imploded, 
we all said, “No more ping-pong 
tables.” Still, there is still a need for 
some way of attracting and retain-
ing the best people with something 
other than cubes. Some thing that is 
more relevant to the way people really 
work. We asked ourselves, “when life 
and work converge what would that 
opportunity be?” And that’s Coalesse. 
that’s the thread that we are pulling. 
In part its about premium-natured 
objects, but primarily it’s about what 
would happen if someone took the life/
work convergence as the foundation 
premise and created solutions around 
for this future state.

NEOCON 08 SHOWROOm
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OI: What are designers or any clients 
going to be able to get from Coalesse 
that they weren’t able to get from 
the combined independent Steelcase 
Design Partners? 

RA: those successful companies 
operated under a product typology 
paradigm. Brayton was a seating com-
pany; Vecta was a table company; and 
Metro was a casegoods-oriented com-
pany. the ability to bring those assets 
together and begin to plan solutions 
across those brands at the premium 
level is growing fruit. And, ultimately, 
that’s the way the design community 
uses the products. 

Coalesse, as the name suggests, 
enables us to better address premium 
solutions, and avoid the boundary 
space around a product type or the 
discrete brands. on top of that, we can 
put those assets together and deliver 
the appropriate experience, services 
and so on. We can also tailor our 
products to more easily produce the 
solutions designers want.

OI: What do you mean by premium 
products experience?

JH: It’s an alternative quality level 
and value equation. At the commodity 
level, products are more performance-
oriented and always price-driven. the 
premium level is about many things, 
including uniqueness or specialness, 
and materials. for example, we might 
otherwise be reluctant to offer a solid 
wood desk because of concerns of, 
say, variations in color. 

With Coalesse, we’ve opened our-
selves up, and accept that, if people at 
work want products that appeal to resi-
dential sensibilities and they appreci-
ate that quality, we can be comfortable 
with all wood solutions. It’s a different 
experience and creates a much differ-
ent impression when you walk into a 
space furnished in that way. It has a 
different quality set to it. 

Premium mainly means that the 
product or the setting in which the 

ANDOO TAbLE AND CHAIRS

bOb CHAIRS
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now as part of Coalesse.  these same 
folks are now working side by side with 
the best from the other brands towards 
our new vision.  We continue to base 
our research and design teams out of 
San francisco to preserve this spirit 
and innovation.

OI: What has been the criticism? That 
you didn’t capitalize on all the money 
you put into the brand names of 
Vecta, brayton and metro?

RA: I think it’s mostly just our ability 
to communicate our intent across the 
reach of our customer base. those 
who were at NeoCon and visited our 
new showroom got an experience that 
was visceral; but for those who weren’t 
at NeoCon, Coalesse is a completely 
different story. that’s where some 

product is used doesn’t look like 
everything else in the market. We’re 
expanding the range of our portfolio, 
maintaining the craft and quality levels 
that we were achieving under Brayton, 
Metro, and Vecta, but adding new 
dimensions that designers were going 
elsewhere for. 

OI: Where else were they going? 
JH: they were going to our interna-

tional competitors or in some cases 
residential stores.  An example of our 
new approach is a product we are in-
troducing in the spring called Denizen.  
It has distinct craft levels, significantly 
different from what’s typical of contract 
furniture. that broadens greatly the 
qualitative range of what an interior 
designer can do.

OI: And what are you trying to do 
with metro? In the past, it has come 
out with such very interesting designs 
as bix and Topo. I’ve always had the 
feeling that these product ideas were 
not exploited to their full potential, 
perhaps for want of resources.

JH: Bringing these three former De-
sign Partnership companies together 
allows us to draw upon the best from 
each and provide more resources.  
Brayton was known for amazing 
upholstery and service, Vecta for in-
novation and detailing in conferencing 
and Metro for cutting edge design and 
brand.  Metro was one of the first to 
pioneer water based wood finishing 
and use of sustainable materials. they 
also have a brand vibe that is distinctly 
west coat.  the Metro spirit continues 

NEOCON 08. mETRO TOPO SEATING
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confusion lies and our marketing and 
sales force has to deliver the message. 
the fact is that we haven’t really heard 
criticism that we’re doing something 
negative to those brands. they’re still 
active brands that are now being man-
aged under a new entity.  Customers 
are excited about the new brand, but 
also about how this coming together 
simplifies the experience to create 
solutions.

OI: But aren’t those brands going to 
disappear? 

JH:  the brands are still marching at 
what they are good at…but you’ll see 
all our categories migrate towards our 
new vision. there’s now a common 
path. live/work and inspiration are two 
mantras that apply to conference and 
training rooms as much as they apply 
to lobby and reception settings. that’s 
an opportunity for differentiation based 
on what we’ve heard from clients. 

Everybody has a lot of products. But, 
if we can walk the portfolios toward the 
direction signaled by those two man-
tras, we’ll find a client who’s drawn 
to those messages. that’s what we’re 
trying to do. the market’s been asking 
for more clarity in these messages  
and how they translate into interior 
products and solutions. that’s what we 
are doing, but it takes time to commu-
nicate that. 

OI: Do you have a tag line, what they 
call the one-minute elevator pitch, for 
what Coalesse is? 

RA: “Bring work to life, bring life 
to work” is something that actually is 
a legacy tag line that fits the portfolio 
or the brands just perfectly right now. 
My premise is that our opportunity lies 
right at the intersection. 

Coalesse, because of its products 
and resources is well positioned to in-
vestigate and develop that intersection, 
which, in our view, most closely paral-
lels life today. What it comes down 
to is that, for many, the boundary 

between what people do at work and 
what they do at home – or how they do 
it and the environment in which they 
do it – is largely artificial. 

We go to work every day as knowl-
edge workers and we socialize. We 
have some very nice, ergonomically 
designed performance furniture, but 
we spend very little time there most of 
it in social settings. then I go home at 
night to a nicely appointed modernist 
house with great social-oriented furni-
ture. that’s where I do my productiv-
ity work, my email and all the project 
work I would otherwise do at the office. 
It’s completely inverted. And that was 
true of my time at IDEo, and it’s true 
for most of the knowledge workers that 
I know. 

JH: If you map the behavior we see 
today to the furniture, it raises some 
fundamental questions about why so 
many settings designed in what are, 
clearly, old paradigms.

OI: Isn’t it also legitimate to ask why 
we should be less stimulated and  
less comfortable at work than we are 
at home? 

JH: Designers use our portfolio in 
conjunction with the broader Steel-
case portfolio – turnstone, Steelcase 
and Coalesse – to deliver solutions, 
Coalesse and its inspirational prod-
ucts plays a role whose importance 
depends upon the objectives and 
values of the client. there are smaller 
companies that use more of the Coa-
lesse level of execution because as it 
expresses the values of the company. 
our mission within the larger Steelcase 
enterprise is to provide the inspired, 
design-oriented set of solutions. to  
do this, we will not just focus on the  
enterprise customer, but also on 
the large number of image-oriented 
smaller businesses who many not 
want or need of the normal Steelcase 
distribution system. 

OI: So, your distribution will be Steel-
case dealerships for the enterprise 
customer, and then what? 

JH: Coalesse will be multi-channel, 
including consumer distribution. We 
are developing this right now. Part of 
this is a touch-feel experience that 
requires more than internet buying.

WEGNER WING CHAIR
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today we have retailers, for example 
our PP Møbler products that were part 
of the Brayton brand continue to be 
sold by elite retailers around the coun-
try.  these will continue and it’s our 
starting point, but we want to be very 
careful about how expand from there.

OI: How is Coalesse going to distin-
guish itself from Bernhardt, HBF, and 
other companies that have recognized 
design products in limited areas? 

RA: there are many differences, 
ranging from Coalesse being able to 
leverage the beneifits of being part of 
the Steelcase family …to the beautiful 
craft level of our products.

Also, I point you to the type of 
products that had been sold by the 
SDP companies. Metro’s Bix was a 
groundbreaking product that has been 
further developed and refined. The 
concepts embedded in Bix have also 
been copied by other contract compa-
nies. our competitors may have nicely 
designed products, but not many of 

those companies have asked funda-
mental questions about what furniture 
is and how to innovate.

OI: Coalesse is a division within 
Steelcase. How self-contained is the 
unit, and how much you rely upon 
Steelcase resources? 

RA: We leverage them when we 
needed, whether for r&D in various ar-
eas or supply chain. But, we also have 
our own r&D and capabilities. We can 
now design to the market, rather than 
for a brand, such as Metro, Brayton or 
Vecta. And we can draw on the total 
Steelcase organization to satisfy the 
manufacturing requirements. 

OI: What is the focus on craft and 
are you concerned that that may be a 
limiting factor? 

RA: Craft in North American con-
tract arguably was engineered out of 
contract furniture to a large extent be-
cause of efficiencies, reliability, quality 
compliance and other concerns. our 

challenge is to bring craft back with 
economics that work. for us, that 
begins in a simplest way with concerns 
such as materiality. 

We will have to deal with questions 
such as, “Can you write with a ball 
point pen on that surface?” Well, no, 
and that’s true of a wood desk in your 
home. It is our belief that those who 
value the craft will do what is necessary 
to protect. 

JH: you probably remember the to-
gether table and chairs that we showed 
you at NeoCon, and how comfortable 
and appealing these products are. 
We probably wouldn’t have spent that 
much attention on that comfort if they 
were just contract benches. So, even 
though we are aiming these products at 
a contract market, the target we’re try-
ing to hit is more residential sensibility 
but with contract performance.

RA: As we expand our capabilities 
and offerings, we want to offer a clear 
alternative to performance-oriented 
products, but that doesn’t mean that 

FLAG HALyARD CHAIR AND WISHbONE CHAIRS.
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our prices will always carry a hefty 
premium. By clarifying our role around 
inspiration and qualitative options to 
the performance office, we can do that 
at any price. generally, though, the 
craft level is going to cost more, but 
not out of reach.

JH: We also want to push the en-
velope with technology and materials; 
naturally that might lead to a premium 
price at least initially. But, as we build 
mass and capability, we can push the 
developments into the channel to other 
things. that is an approach that no 
one in North America has focused on 
for a while in contract furniture. take, 
for example, the FSC-certified teak on 
Denizen: in the past we would have 
been concerned that no one would pay 
the price. But, if we’re able to build a 
consumer base for this, and make the 
economics work to sustainably harvest 
that teak, it will benefit a much larger 
market.

OI: Is it fair to say that this is just 
one part of the multi-pronged attack 
that Steelcase is making towards the 
A&D community? 

RA: yes, as well as other markets. 
What you see now is certainly a more 
focused effort on Steelcase’s part to go 
after opportunities and A&D is one of 
these opportunities. A&D is a natural 
target for us. our direct sales team 
is probably the largest A&D-focused 
sales team outside of the Haworth, 
Herman Miller, Knoll and the Steelcase 
brand. Coalesse helps bring the A&D 
community closer to one stop shop-
ping at Steelcase, and that allows us 
to create more options, and to get the 
feedback for what the market is look-
ing for. 

the Coalesse portfolio also enables 
dealerships to approach design firms 
and offer a little icing on the cake, 
something with a little sex appeal – 
inspirational – something to get excited 
about right now. We also want to de-
velop a new generation of the classic 
designs that have so appealed to the 
A&D community over the years. Many 
of those products were never designed 
with today’s problems. 

JH: that’s another twist to the whole 
thing. there’s a reason the Barcelona 
Chair was a standard for so long and it 

was more than by just great design. It 
was great design plus something else. 
What happens to the modern version 
of that? What if you take that same 
problem set and the reason that was 
accepted, and translate it into today? 
you saw bits of that at NeoCon in  
Denizen and much more is coming.

OI: What can you tell us about  
how your portfolio’s going to develop 
and your schedule for new product 
introductions? 

male: It’s pretty aggressive. We’ve 
broken down our portfolio by business 
area, and when we take the legacy 
businesses and then we add the new 
life-work-category, it’s a very broad 
collection. 

We have unified our design process 
to take the best capabilities from the 
legacy portfolios as one starting point 
for our insight-driven design solutions. 
that’s why we’re looking at the appli-
cation level – the solution level verses 
the product category level – because 
that’s where the innovation starts. 
Social, spatial, informational, life-work 
and lifestyle considerations inform our 

WEGNER CHAIRS
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Jason Heredia & Robert Arko

Jason Heredia was named vice president of 
Marketing of Coalesse in March 2007, and 
oversees all marketing and product manage-
ment efforts for the division. He was previously 
director of Advanced Marketing for Steelcase 
North America (August 2006-March 2007), 
leading an advanced marketing team tasked 
with designing innovative ways for customers 
and channels to engage with Steelcase.

                                                     He joined Steelcase in 1992 as a market 
manager for the Southern California and 
Denver areas. In 1997 he became a senior 
consultant for Steelcase’s Advanced Solutions 
team in los Angeles, working with clients on 
the West Coast to develop space solutions that 
addressed alternative methods of work and 
real estate utilization. In 2000, Mr. Heridia 
became manager of field research for  
Advanced Concepts research and Develop-
ment. In this role, he led observational user 
insight studies and beta site development, as 
well as “deep dive” teams chartered to   

      envision future product and business con-
cepts. He also co-led development of BlueSpace, a joint effort with IBM Watson 
research labs, which sought to understand business opportunities created by 
the emergence of pervasive computing in the workplace.

later, he became director of Marketing and Product for Turnstone, a Steelcase 
company that produces office furniture for small business and value oriented 
clients, where he led the launch of 18 new products and set the creative direc-
tion for the brand.

Robert Arco was appointed vice president and creative director of Coalesse  
in March 2007. He first joined the Steelcase family of companies in 1984, as 
a designer at Metro in oakland, Calif., where his responsibilities included the 
design of seating products and a comprehensive materials, fabric and finish  
program, and managing the implementation of corporate showrooms and tempo-
rary exhibitions.

He was named director of Design at Metro in 1990. In 1993, Mr. Arko became 
vice president of Design and Product Development, responsible for research, 
design and development of products in three business segments: seating, private 
office and collaborative work. He left Metro in 1995 to serve as Industrial Design 
Studio head at IDEo, the largest independent product design and develop-
ment firm in the nation. In 1998 he became IDEO design lead for the Steelcase 
Innovation Center, directing various research, advanced concept and product 
development initiatives in the collaborative work and technology domains.

In 2004 Mr. Arko joined A+O Design Methods in Palo Alto as a principal and 
owner, focusing on the intersection of design and business. He is currently a 
member of the Industrial Designers Society of America and holds nearly a dozen 
patents. His designs have won numerous honors, including several Best of  
NeoCon Awards and good Design Awards from the Chicago Athenaeum. n

product development. We are also 
plugged into the Workspace futures 
group at Steelcase on a project basis, 
and that’s a key asset.

OI: Will your products be limited to 
furniture?

RA: No. our aspiration as we move 
outside of the contract furniture area 
is that we’re not going to be bounded 
so much by the furniture boundary but 
more by the boundaries of the work-life 
domain As we move into products that 
are not furniture, they won’t necessar-
ily be at a high craft, high premium 
level. It may be a technology product 
or it may be an accessory or maybe 
something that is more of a personal 
artifact that has to do with mobility. 
All these things fit within that domain 
and they’re not exclusive to necessarily 
premium level execution. 

OI: Can you tell me more about your 
plans in this domain?

JH: Within North American contract, 
our legacy is as a furniture company. 
But we’re very serious about our mis-
sion to develop the concept of work-
life. that leads us beyond the bound-
aries of traditional furniture. there 
are many adjacent areas that support 
work-life experiences that present 
opportunities, some of which we’ve 
identified already. We want to build 
the Coalesse brand outside of contract 
around that domain.n
 

JASON HEREDIA

RObERT ARCO
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REGISTER NOW!
October 21, 2008 • American Conference Center

New York, NY

For sponsorship 
opportunities, 
contact Mike Uliss:
e: muliss@ddimagazine.com
t: 770.291.5617

Networking Sponsors

EASTMAN

Presenting Sponsors

Join us for an exciting day full of 
information to help you in creating the right environment:

Hear from design experts responsible for inspiring 
the colors and materials decisions of specifi ers in our fi eld!

Among our speakers*:

Presented by
Early registration price extension!
$99 per person applies to October 10th 

(regular rate $129)

Produced by 
Nielsen Business Media, 

a part of the Nielsen Company

Barbara Richardson
Director of Color Marketing,  
AkzoNoebel

Color,  Trends & Psychology
in the Built Environment

Genevieve Flaven 
Managing Director,  
Style-Vision, Lyon, France

Key Consumer Trends 
2009/2010: Design, Color 
and Material Directions

*Check for speaker updates and register online 
at www.ddimagazine.com/colorandmaterials

Peter-Tolin Baker
VP Visual Merchandising, 
Tiffany & Co.

The Color of Luxury - Tiffany

Dana Jenkins
Principal & Design Director
Gensler 

Authentic Sustainability 

 • Discover innovative product uses
 • A one-stop shop for specifi ers
 • Stay ahead of the curve in design   

 • Network with the design community
 • Learn the latest trends in colors
 and materials
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Re-creation of five areas of the  
traditional Italian home to include  
more than 150 products from  
35 participating design companies 

Italy has well earned its reputation 
for good design, and this is not a 
frivolous, cape swooping indulgence. 
this is a conscious, earnest endeavor 
built upon hard work, rigorous and 
innovative design education and 
well educated sensibilities, some of 
which have long drifted to this side 
of the Atlantic through architecture, 
automobile design, fashion and the 
culinary arts. from the architectural 
breakthroughs of the roman Em-
pire through the dome of Filippo 
brunelleschi, the treatises of Andrea 
Palladio, to the contemporary work of 
Renzo Piano, Italian architecture ideas 
have long been a source of inspiration 
to architects and designers in North 
America. Any list, however brief, of the 
great masters in sculpture, painting, 
graphics, etc. would be impressive, if 
not overwhelming.

Evidence of these influences cannot 
be missed these days as one passes 
through grand Central Station, New 
york City. there, in the Main Con-
course, the Maserati Quattroporte  
sedan (my favorite) and the gran 
turismo coup. While I don’t lust after 
these beauties, one cannot help but 

Living the Italian House in SoHo
by Brad Powell

admire the design and craftsmanship. 
one also cannot help but wonder about 
the culture that continuously gives rise 
to such functional works of art.

While involved in such musings, I 
received some information about the 
launch of Living the Italian SoHo House 
at 172 Mercer Street, NyC, on october 
27, 2008. Living, as it is referred to, was 
created in collaboration with Regione 
Lombardia, to present a selection of 
lombardy-designed furniture and home 
accessories, as set in a traditional Italian 
home. the display will be maintained 
through December 20, 2008.

Living consists of a welcome room 
for related seminars, events, and 

bONACINA PIERANTONIOmASERATI qUATTROPORTE

presentations over Living’s eight-week 
residency (see below.) and five spaces 
typically found in an Italian house: a 
kitchen and dining room, living room 
with garden, office and entertainment 
room, bathroom/spa, and bedroom. 
These spaces will be filled with over 
150 products elements and products, 
all selected by interior designers, from 
35 of the most innovative Italian design 
companies and include from compa-
nies including Paola C, Bizzari, Bodema, 
luceplan, Progetti, and more. Among 
the items will be seating, bathroom 
and kitchen furnishings, lighting, 
windows, flooring, tables, and more. 
All products on display will be avail-



event
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able for purchase. for a complete list 
of participating companies, please visit 
www.livinglombardy.it. 
“Many people around the world know 
of the high quality and cutting edge 
nature of Italian design,” says Pier 
Andrea Chevallard Director of Promos. 
“But many people don’t realize that the 
lombardy region is often at the center 
of these incredible works. following 
the success of recent projects we’ve 
done in Milan during fuori Salone and 
in New york during the ICff, we are 
eager to direct the world’s attention to 
this region and its amazing history of 
creativity and innovation.”

Most made-in-Italy products are  
designed, manufactured, and show-
cased in Milan and in the lombardy 
region, which is often considered the 
world’s capital of interior and furni-
ture design. lombardy’s tradition of 
offering innovative design ideas and 
creating new trends has always been 
at the center of this region, which also 
features the world’s largest university 
faculty focused on industrial design. 

Living the Italian House in Soho will 
launch with an opening night party 
on october 27, 2008 at 7 PM at 172 

Mercer Street. there will also be a host 
of presentations by Italian design com-
panies. to rSVP or for more informa-
tion, contact BDE at 212-353-1383 or 
rSVP9@BDEonline.biz. 

In october through December 
20, Living the Italian House in Soho 
will also host approximately twenty 
seminars and film screenings, free of 
charge and open to the public. the 
goal of Living’s event schedule is to 
present a rich, detailed portrait of 
how Italian design started, became 
successful, and developed over time 
through the synergy of great designers 
and innovative manufacturing tech-
niques. The seminars will explore past, 
present, and future of Italian design. 
The films were selected to give a de-
tailed overview of contemporary Italian 
life while also highlighting the best of 

classic and contemporary Italian films 
including Pupi Avati ’s la cena per farli 
conoscere” and Bernardo Bertolucci’s 
Io ballo da sola. 
Living the Italian House in Soho will 
wrap up with a closing party the week 
of December 14th. 

the events, in addition to the 
opening and closing parties indicated 
above, are:

> Tuesday, November 4: 
Seminar: Turn on the Lights!

this panel will explore the current and 
future state of Italian lighting design 
along with an exploration of Italy’s 
design classics. Turn on the Lights! will 
be moderated by Michael Cannell,  
Editor-in-Chief of Homefront l.A., who 
has also been on staff with The New 

bODEmA ARTEmIDE



event

> Tuesday, November 11: 
Seminar: Visions, Materials, and 
New Trends to Live in the Future

this panel will explore the materials, 
processes, and visionaries that are 
shaping the future of Italian design. 
Visions, Materials, and New Trends to 
Live in the Future will be moderated by 
Dr. Andrew Dent, PhD, Vice President 
of Material Connexion, the leading 
global platform for materials solu-
tions. Material Connexion has offices 
in New york, Milan, Cologne, Daegu, 

>Wednesday, November 5:
Film: La Cena per farli conoscere

this Italian comedy tells the story of 
Alessandro lanza, a failed soap opera 
actor whose career is in decline fol-
lowing a plastic surgery accident and 
a highly publicized suicide attempt. 
While in the hospital, Alessandro is  
visited by his three grown daughters 
who vow to find the right woman for 
their father. Starring Diego Abatantuono 
and Vanessa Incontrada. Written and 
directed by Pupi Avati. 

York Times, Real Simple, and Dwell, 
and contributed to The New Yorker and 
Sports Illustrated, among others. Panel-
ists will include Jan Vingerhoets, CEo 
of Artemide Inc and giuseppe Butti, 
CEo of luceplan uSA—two leaders in 
the field of modern Italian lighting. The 
panel will also include Carlo forcolini, 
the former President of the Italian  
Association for Industrial Design and 
a product and lighting designer whose 
clients include Nemo, Artemide, and 
luceplan, and Bill Costa, marketing 
and product development consultant to 
Swarovski Crystal Palace and Marzorati 
ronchetti, an Italian producer of Archi-
tectural Metalwork.
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and Bangkok and consults with both 
Fortune 500’s and smaller, forward-
thinking companies on their material 
selections. Panelists will include  
Elena Manferdini, an architect and 
designer who heads up her own  
design practice, Atelier Manferdini, 
and also teaches design to graduate 
and undergraduate students at  
the Southern California Institute of 
Architecture. 

SLIDELUCEPLAN CARRARA



offering a sense of healing they never 
could have anticipated. Starring Nanni 
Moretti and laura Morante. Directed 
by Nanni Moretti. 

> Wednesday, November 26: 
Film: Lo Ballo da sola  
(Stealing Beauty)

After learning of the suicide of her 
mother, a 19-year old American girl 
named lucy Harmon travels alone 
to Italy in search of the father she 
never knew. She also hopes the trip 
will reunite her with Nicolo Donati, a 
young boy she fell in love with four 
years before, on her last visit to Italy. 
Starring liv tyler, Joseph fiennes, and 
Jeremy Irons. Directed by Bernardo 
Bertolucci. 

> Tuesday, December 2: 
Seminar: Sustainability: Italian Style

The final panel for Living the Italian 
House in Soho will focus on green 
initiatives and how Italian design com-
panies are becoming more ecologi-
cally responsible in their products and 
manufacturing processes. Sustainability: 
Italian Style will be moderated by  
Susan Szenasy, Editor in Chief of  
Metropolis Magazine. Panelists will also 
include Peter Kercher of the Italian 
Association for Industrial Design and 
Kendall P. Wilson, founder of Envision, 
a Washington, D.C.-based multidis-
ciplinary design firm with a focus on 
sustainability and smart design. 

> Wednesday, December 3: 
Film: Chimera 

this provocative drama examines the 
nature of love and intimacy through 
the story of tomas, a magician, and 
his wife Desire’. one night in bed, 
tomas begins to tell his wife of the 
story of Emma and Sal, a married 
couple who begin to play increasingly 
elaborate role-playing games to spice 
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>  Wednesday, November 12: 
Film: Per Sempre (For Always)

this emotional Italian story follows the 
life of giovanni, a criminal attorney 
whose personal and professional lives 
are filled with drama. Starring Gian-
carlo giannini and francesca Neri. 
Directed by Alessandro Di robilant.

> Tuesday, November 18: 
Seminar: Feeding the Body and Soul

this panel will focus on Italian prod-
uct design as it relates to the dining 
experience and how we eat. Feeding 
the Body and Soul will be moderated by 
Deborah Wilk, senior editor of Interior 
Design Magazine. Panelists include 
Paolo Barichella, a food technology 
expert and owner of food Design® 
Studio in Milan, Italy. Feeding the Body 
and Soul will also feature Elio fiorucci, 
designer, businessman, and founder 
of the Italian fashion label, fiorucci 
and Milan-based photographer, 
videographer, and installation-artist 
Silvio Wolf. the panel will also include 
Paolo Cravedi, Managing Director of 
Alessi uSA; laura guido-Clark, a color 
and materials expert whose Berkeley, 
California-based consultancy works with 
companies including Apple, Mattel, and 
toyota; and Marco Pasanella, a vintner 
and designer. 

> Wednesday, November 19: 
Film: La Stanza del figlio  
(The Son’s Room)

Winner of numerous awards including 
the 2001 Palme d’or at the Cannes 
film festival, La Stanza del figlio tells 
the story of giovanni, a successful 
psychoanalyst whose son Andrea dies 
suddenly in a scuba diving accident. 
giovanni begins to obsessively dwell 
on the tragedy, as the rest of his family 
also struggles to come to terms with 
their loss. In the midst of this turmoil, 
a secret of their son’s life is revealed, 

up their relationship. Starring Iaia 
forte, tommaso ragno, tomas Arana, 
and Marit Nissen. Directed by Pappi 
Corsicato. 

All seminars and films start at 6 
PM on the dates listed above. further 
information and details on these con-
ferences will be released shortly.

Living the Italian House in Soho is 
made possible through Promos-Milan 
Chamber of Commerce, and re-
gione Lombardia. Confirmed partners 
include the Italian Consulate and 
Institute of Culture in New york, fiera 
Milano International, IED-Instituto 
Europeo di Design, Istituto Marangoni, 
IulM university, ADI, george little 
Management, Clac, grana Padano, 

Living the Italian House in Soho is 
made possible through Promos-Milan 
Chamber of Commerce, and re-
gione Lombardia. Confirmed partners 
include the Italian Consulate and 
Institute of Culture in New york, fiera 
Milano International, IED-Instituto 
Europeo di Design, Istituto Marangoni, 
IulM university, ADI, george little 
Management, Clac, grana Padano, 

Promos is a Special Agency of  
the Milan Chamber of Commerce 
for the development of international 
activities. Its mission is to promote 
the entrepreneurial system and the 
pre-eminent areas of Milan and its 
province worldwide.

Promos also operates through 
consolidated alliances with the most 
important bodies, institutions, national 
and international government agen-
cies and trade associations, as well as 
through an efficient network of offices 
and desks located in the most strategic 
areas for SME’s competitiveness. 

for further information on Living 
the Italian House in Soho, visit www.
livinglombardy.it; for information on  
Promos, visit www.promositaly.com; 
and for information on regione lom-
bardia, visit www.regione.lombardia.it 
n
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last week we received a hearten-
ing press release, one each from the 
ASID (American Society of Interior 
Designers) and the IIDA (International 
Interior Design Association), noting 
that the respective boards of direc-
tors of these organizations had “met 
recently to discuss the future of the 
interior design profession and issues 
that face each organization and their 
members.” this probably wouldn’t 
have drawn much more than a grunt 
– unh, good – from us, but then the 
meeting was characterized as historic, 
noting that the “meeting marks the 
first time that the full board leadership 
of the two organizations have met.” 
(Even if literally true, this statement is 
totally misleading. As noted below, as 
recently as 2002 these organizations 
were seriously discussing a merger.)

this joint board meeting doesn’t 
strike me as giving anyone bragging 
rights. Indeed it seems no more than 
a shameful admission, given that the 
political and economic heft of the 
interior design profession is negligible. 
Even prominent practitioners seem to 
be more focused on winning architec-
ture merit badges than in educating 
the profession and the public about 
the incredible potential arising out of 
– and the great public need for – the 
knowledge, experience and skills of 
interior design.  the fact is, this is a 
noble profession in all aspects of the 
practice and it should be represented 

A Single Voice for Interior Design
by Brad Powell

by a single professional organization 
that can forcefully present the broad 
interests, talents and contributions of 
its members. 

It seems as though it takes the 
shock of an industry downturn to clear 
the often muddied thinking, and to 
spur the timid advocacy, of the profes-
sion. to put this in a little context, it 
wasn’t too long ago that there was 
another serious economic crisis in the 
interiors industry during which merger 
talks between the leadership of these 
two professional organizations took 
place. these talks fell apart for reasons 
never clearly articulated, once again 
proving that secrecy may protect some 
interests, but rarely provides the basis 
for progress. Among the whispers in 
the streets explaining the failure of the 
merger talks were the following:
> entrenched executive staffs protecting 

their turf
> the imbalance between ASID’s hefty 

treasury and the more modest  
accounts of IIDA

> the timorous structure proposed  
for the merger, which seemed to 
anticipate an unraveling

> the lack of vision for the profession, 
as a whole, and the unwillingness to 
put long-term profession advance-
ment above short-term personal 
considerations

A final consideration – and perhaps 
the most important – is that all-important 

issue of professional pride, which has 
been dubbed cultural differences. the 
gist of this roadblock is that, qualified 
interior designers who do commercial 
work believe that their experience sets 
them apart from, and above, interior 
designers with the same qualifications 
who choose to work in a residential 
setting. (this is a perplexing point 
since both organizations solicit resi-
dential interior designers as members 
and, although IIDA is a successor to 
the International Business Designers 
association, it has created, among its 
many forums, a residential forum.)

to be blunt, this type of thinking 
makes my stomach roil, and I almost 
cry over the manifest and pathetic lack 
of coherent reasoning, ignorance and 
petty ego-centrism that it represents. 
Personally, I expect much more from 
interior designers, and I am continu-
ously astonished at the tail-between-
the-legs diffidence with which they 
follow in the footsteps of the architec-
ture profession. thus, architects look 
down on interior designers, ostensibly 
because of their less rigorous educa-
tion; commercial interior designers, 
in turn, replicate this fuzzy thinking, 
nay prejudice, as they look down on 
interior designers who specialize in 
residential design, without even giving 
a thought to such matters as:
> universal design
> aging in place, even though it is 

expected that many if not most of the 
retiring baby boomers will remain in 
their own residences

> the necessary transference of learn-
ing from residential design to institu-
tional residences, and vice-versa, for 
vulnerable populations

> the emerging trend of bringing resi-
dential design concepts and crafts 
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opinion : a random walk
arrowhead, fragmenting the profes-
sion rather than providing a more 
robust single voice to advocate for the 
industry. Second, their thinking seems 
to equate residential interior designers 
with decorators and interior stylists, 
i.e. those whose talents are said to be 
limited to picking colors and placing 
pillows: the floppy-hat community. But 
these are not identical skill sets and 
every interior designer understands 
this. furthermore, architects and inte-
rior designers should have long since 
recognized the valuable contributions 
of decorators, many of whom, although 
not interior designers, create visually 
stunning interiors, greatly appreciated 
and well rewarded by their retainers.

the bottom line is that the master of 
the universe thinking that is too often 
cultivated in architecture school, now 
being echoed by some commercial 
interior designers, is an anachronism 
and a barrier to progress. of course, 

to the workplace and workplace 
products (See What Happens When 
You Coalesse?, this issue.)
. . . and so on.
Isn’t this the same type of disdain 

that causes architects to be blind to 
developments in the interior design 
profession?

I don’t mean to suggest that a resi-
dential interior designer without experi-
ence in workplace design is qualified 
to undertake substantial projects in the 
workplace, any more than an experi-
enced office designer would necessar-
ily be qualified to design the interior 
of a hospital, concert hall, school, and 
so on. 

It also seems that some commercial 
interior designers are, in a couple of 
ways, playing into the thinking of those 
who are adamantly against any form of 
regulation for the interior design pro-
fession. first, their position prevents 
putting all of the wood behind one 

this has been brought home to us 
recently by the current financial crisis 
caused by this same sort of king-of-
the-mountain thinking in the banking 
community, whose derivative masters 
brought many marvels and advance-
ments in thinking in the economic 
sphere, but ultimately forgot that ev-
erything works as a system. And when 
one important variable in that system 
fails, the whole system falls apart. take 
a look at any eco-system failure, and 
you will see that it doesn’t take much.

In the end then, we need all of the 
knowledge and sophistication we can 
get from every quarter before even 
beginning to think that we can make 
progress in creating built environments 
that work for humans and their activi-
ties and appropriately interface with 
the natural environment.

In officeinsight, 10.14.02 issue, we 
wrote of the then recent announce-
ment by both the ASID and IIDA 

www.dTank.com

Architect:
Felderman Keatinge
and Associates
Los Angeles, CA

Client:
Oversee.net
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Boards that merger discussions had 
ended. upon receiving this announce-
ment, a group of prominent members 
of both organizations, including many 
fellows and some recent past-presi-
dents wrote a letter to all members of 
both boards expressing their surprise 
and anger that the talks had been 
called off. 

At the time, we wrote that, “when 
much of the industry, and certainly 
the association supporters in the 
manufacturing sector, have been 
forced to make very difficult and pain-
ful decisions in order to respond to 
the present economic situation, one 
cannot expect much patience from 
this segment. As one of the petitioning 
group wrote:

 I cannot in good conscience go to 
our friends in the industry and ask 
for funds for programs when we are 
duplicating staffs (national as well  
as local), energies, programs, initia-
tives, salaries, time and efforts. This 
latest roadblock to unification can 
only be seen as a refusal to get over 
saving an organizational structure 
versus what is best for the profes-
sion. I am angry and I am not going 
to stand for it any longer.

Declaring that no issue, however 
important, overrides the importance of 
unification, the petitioners then urged 
that merger talks be resumed under a 
new set of procedures.”

Six years have passed and, finally,  
it appears that all is not lost. the  
organizations assert again, as they 
have before:

ASID and IIDA will maintain a col-
laborative approach to joint initiatives 
that support the profession of Interior 
Design, and continue their dialogue 
about expanding opportunities for 
increased interaction. 

The Premier Design Exposition and
Conference for Commercial Interiors

on the East Coast with a special focus on 
the federal government design community

NeoCon® East is part of
The National Exposition of

Contract Furnishings family of shows.

supported by:

October 29-30, 2008
The Baltimore Convention Center

 neoconeast.com

CHECK OUT THE PRIME DESIGN 
AT NEOCON EAST! 

DBI Architects’ winning design concept 
will be showcased on-site at NeoCon East 
in GSA’s Integrated Workplace Acquisition 

Center! Don’t miss the unveiling of the 
PRIME DESIGN on the show floor at 

9:30 a.m. on Wednesday, October 29.

To view the winning design concept, visit 
www.neoconeast.com/primedesign.html
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“It was an historic occasion…and 
more to the point, we got some posi-
tive first steps accomplished, and set 
in motion some collaborative ideas 
that certainly make sense in today’s 
changing marketplace,” said bruce 
Brigham, fASID, President of the 
ASID Board of Directors. “This first 
meeting was a very important step in 
understanding our common goals and 
identifying potential opportunities for 
collaboration between the two associa-
tions. Collectively moving forward, the 
associations will continue to explore 
ideas that will shape the future of de-
sign for our members,” said mitchell 
Sawasy, fIIDA, AIA, President of the 
IIDA Board of Directors.

No offense guys, but, if that is the 
sum of your current thinking, we have 
a Rip Van Winkle problem on our 
hands. Nevertheless, we are con-
vinced that this tepid endorsement of 
joint action is just another sign of the 
timidity and insecurity too often appar-
ent in the interior design profession. In 
truth, things seem to be gelling behind 
the scenes. We encourage profession-
als who believe in the merger of these 
organizations, and the manufactur-
ers who support these organizations 
with their contributions, to voice their 
concerns and their hopes. n

Contact (IIDA): Cheryl Durst, Hon. 
IIDA, Executive Vice President/CEO, 
312.467.1950, cdurst@iida.org 

Contact (ASID): Michael Alin, 
Hon. FASID, Executive Director, 
202.546.3480, malin@asid.org 
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was blown out of my consciousness 
and into a tissue reaching my explod-
ing nose just in time. And I am left hal-
lucinating about old television shows.  

I continued to try to fool myself by 
claiming it was an allergy. Heck, I am 
allergic to nothing. Well almost nothing. 
I don’t do well with chunks of tomato in 
a salad or carrying stuff up to the attic. 
But, that’s really more disinclination 
than allergy. And now the october cold. 
Not the air cold or the leaf cold or the 
want-a-cup-o’-hot-chocolate-to-get-rid-
of-the-cold cold. No. It’s the october 
head cold. It’s here. It’s hit me. And 
the fragrance of october is no longer 
the goldened smell of piling leaves, 
the pungency of new apples bulging in 
boxes, no longer the soft sweet scent 
of popcorn balls sitting on wax paper, 
waiting for Hallowe’en. 

Nope. With four sneezes and memo-
ries of 30 year old re-runs, october 
has taken on the odor of Vicks Vapo-
rub. Sigh and a-choo. n 

forehead was sweating. I heard the 
word back in the ’70s on an episode 
of Emergency with Kevin tighe and 
randolph Mantooth. they were ambu-
lance drivers or paramedics or firemen 
or some kind of emergency workers.  
(I guess they had to earn the title of 
the show …Emergency.) 

look at me. Experiencing a fever- 
induced delirium. from an october 
cold. My october cold. I ought to be 
taking joy in the changing of the leaves, 
the carving of a jack-o-lantern, the 
shopping for little versions of cherished 
candy bars (a bag for the trick-or-
treaters, a bag for me). I should have 
been focusing on baseball’s inexorable 
march to the World Series. I ought to 
have been exulting in small talk carry-
ing words like “bowl bid,” “QB sacks” 
and “Nittany lions.” But, no! With the 
advent of four where-in-the-name-of-
freddy-Kruger-did-they-come-from 
sneezes, the season of falling leaves, 
cinnamon sticks and apple-picking 

10.20.08

Something to Sneeze At
by Ira Joe fisher

october. What a scamp of a month. 
oh! the leaves, the colors, the hills 
awash and shimmering like a big bowl 
of trix. the wind takes something 
cold from coming winter and weaves 
it through the day. through the crisp 
and starry night. october. the cider. 
the pumpkins. the scarecrows. the 
charm. And the sudden head cold. 
uninvited. unanticipated.  

We never think about the head cold. 
When we’re splashing in the August 
lake or belting a Wiffle ball over the 
hedges of June; as we’re April shower-
ing or May poling or pouring a glass of 
tea trying to ice July, we never consider 
the october head cold. 

Mine’s here. Just as I was delighting 
in light from the angling sun and how 
it bounces from up in the tree tops 
to down in the piney needles along 
the driveway, I sneezed. “Just a mild 
allergy,” I assured myself. then, a 
second sneeze shook my reverie. And 
a third. And a fourth. Sneezing loudly, 
dramatically, disconsolately. As I was 
luxuriating in the mosquito-emptied air, 
thinking about Keats’s sweet poem cel-
ebrating Autumn, I sneezed. My teeth 
were jarred and my lips were loosened. 
Hairspray shook out of my coiffure. 
the sneeze caused the CD playing on 
my car’s stereo to freeze in its tracks. 
oddly, in the eighth track. I thought 
for a moment I’d sneezed myself back 
into the 70s. It was that powerful an 
autumn sneeze. And only the first.  
followed by sneezes two, three and 
four. I’d gone from a poet loving the 
day to a …serial sneezer.  

And then my eyes were watering. 
My throat began to scratch on its way 
to sore. My ears seemed suddenly 
plugged. No! My ears were suddenly 
plugged. And my forehead felt warm 
and diaphoretic. that means my 
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mATERIAL OF THE WEEK

mC - 6253-01
Textiles for flooring with integrated RFID-tags for navigation and 
logistic applications. RFID-tags (radio frequency identification) 
serve as invisible landmarks to support the navigation of robotic 
vehicles or the localization of movable objects as long as they are 
equipped with a scanner and wireless data communication. The 
passive rfID-tags receive their energy from the electromagnetic 
field of the scanner and therefore do not need their own power 
source. Information that was sent from the scanner can be saved 
in the rfID-tag, e.g. for logistic purposes. the rfID-tags consist 
of 33% PEt, 66% polyamide, aluminum as well as a silicon chip. 
the manufacturer currently offers an optional impact sound 
insulation and a fiber glass reinforcement material in which the 
rfID-tags are integrated. the impact sound insulation, based on 
polyester non-woven, is suitable to be used under laminates and 
carpeting and the fiber glass reinforcement material is suitable to 
be used under any type of flooring and can also be embedded 
in poured flooring like resin or tile screed. However, the material 
cannot be used under metallic or highly conductive flooring. The 
materials are offered on 39.4 in (100 cm) wide rolls with a length 
of 1969 in (50 m) with four RFID-tags/m2. The impact sound in-
sulation is EN ISo 9239-1:2002 (according to the radiant panel 
test) certified and is suited for castor chairs (according to EN 
985:2001) under tufting flooring. Embedded in resin, the glass 
fiber reinforcement with tags passes the pressure test DIN EN 
12390-3 with up to 45 MPa (45 N/mm2). Applications are for 

PRODUCT INTRO
>Knoll Textiles introduced 
the Compass CR. Designed 
by Dorothy Cosonas, the play-
ful pattern has an organic, 
yet structured look and is 
made using Crypton green. 
It is MBDC Silver certified for 
human safety and reduced 
environmental impact. http://
www.knoll.com

>q-Tran introduced q-Scape 
for landscape lighting appli-
cations. Q-Scape is the first 
power system infrastructure 
invented and engineered spe-
cifically for landscape lighting 
applications. A system with 
217 originally designed com-

the navigation of robots, the logistics and locating of goods and 
products, as guidance system in e.g. stores as well as collect-
ing of information of the course of movement of customers with 
shopping carts.. n

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

COmPASS CR by KNOLL q-SCAPE by q-TRAN
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ponents, Q-Scape includes 
everything from the fixture to 
the home or building-- offer-
ing flexibility, ease of instal-
lation, exceptional industrial 
design, high performance, 
low maintenance and long 
life. the system is ul listed 
for landscape lighting; pool & 
spa lighting (including water 
fountains); and low voltage 
luminaire power supply 
(ul2108) for both indoor and 
outdoor lighting. http://www.q-
tran.com

NOTEWORTHy
>Elizabeth Bava is the first 
recipient of a $15,000 
Thornton Tomasetti Founda-
tion scholarship. Ms. Bava 
is a first year student in the 
new concentrated 10-month 
master of engineering pro-
gram at lehigh university in 
Bethlehem, PA. She began 
her graduate studies in July 
and expects to earn her 
degree next May. Ms. Bava 
was chosen for her academic 
standards and her interest in 
building design. She was also 
one of two students selected 
for a week-long externship, 
where she will have the op-
portunity to shadow engineers 
at thornton tomasetti. Ms. 
Bava is a summa cum laude 

graduate of the university of 
Arizona, tucson. www.thorn-
tontomasetti.com

>President bush spoke at 
HON dealer, Guernsey Office 
Products in Chantilly, VA, on 
October 7 about his admin-
istration’s efforts to restore 
order to markets.

>marybeth Shaw, principal 
of Shaw Jelveh Design, 
opened a studio on NyC’s 
Lower East Side. She 
retained the services of The 
Brown Group/Cliff Brown 
for marketing and Pr in the 
Northeast markets – focusing 
her branding and design  
efforts on manufacturers 
in the contract interiors 
marketplace. Ms. Shaw’s 
multi-disciplinary firm is 
expanded rapidly, extending 
its reach into website design 
and programming, trade show 
booths and building signage & 
interior graphic programs. the 
Manhattan location creates 
access to corporate headquar-
ters and design resources, as 
well as the design media in 
both contract and architectural 
interiors. Ms. Shaw’s alliance 
with the Brown group also 
will expand her reach into 
both contract interiors and 
the design media. http://www.
shawjelveh.com

>The buckminster Fuller 
Challenge deadline for en-
tries is November 7.  
A prize ceremony along with 
four days of fuller-inspired 
events will be held at the 
Museum of Contemporary Art 
in Chicago, Il, June 13-16, 
2009. the winner of the 2009 
Buckminster fuller Challenge 

will receive the $100,000 
cash prize and an omnioculi 
sculpture.  http://challenge.
bfi.org/movie

>Coreland Companies 
opened a new office in the 
City of brea, CA. It is the sec-
ond office in Orange County 
for the private real estate 
company. Cynthia Swanson 
will lead the office, located at 
330 West Birch Street, Suite 
201. Ms. Swanson has been 
with Coreland since 2005 and 
oversees the real estate man-
agement and operations for 
retail and mixed-use proper-
ties. www.coreland.com

>Geiger International, a 
Herman miller subsidiary, 
announced a new collabora-
tion with Manuel Saez. Mr 
Saez, founder of manuelsaez 
ltd. and former Humanscale 
design director, will become 
Geiger’s first Head of Design, 
consultant. the role was cre-
ated to bring greater aesthetic 
and functional continuity to 
geiger’s product, marketing 
and showroom experiences. 
Mr. Saez is best known for 
his award-winning ergonomic 
designs for Humanscale, in-
cluding Switch mouse, Cinto 
stacking chair, Access rail 
system and M7 monitor arm.

>Great britain’s Penny Post 
was the first issued postage 
stamp. On May 6, 1840, The 
Penny Black was issued with 
the profile of Queen Victoria’s 
head, which remained on all 
British stamps for the next 
sixty years. At the time of the 
Penny Black, there was no 
reason to include the united 
Kingdom’s name on the 

stamp, and to this day the uK 
remains the only country that 
does not identify itself.

>Herman miller initiated a 
program designed to offer 
limited edition products 
for collector appeal. Its first 
release in the Herman miller 
Select program is the Eames 
Molded Plywood Lounge 
Chair, fashioned in a walnut 
veneer with a leather hairhide 
upholstered seat and back. 
Only 500 chairs will be avail-
able. originally introduced in 
1946, the Molded Plywood 
lounge Chair is an outcome 
of the Eameses’ plywood 
molding process used to cre-
ate splints and stretchers for 
the united States Navy during 
World War II. http://www.
hermanmiller.com/select

>HOK Chicago participated 
in a “Community Service 
Challenge.” It was called a 
“challenge” because HoK’s 
global headquarters chal-
lenged each HOK office 
around the world to close 
down its office for a day in 
order to give back to their 
local communities. from 
9-5pm on Oct. 10, 100+ 
employees worked on a city 
park in lawndale, a neighbor-ELIzAbETH bAVA

EAmES mOLDED PLyWOOD 
LOUNGE CHAIR



>Inscape Corporation gave 
away an Apple macbook Air 
during IIDEX/NeoCon Canada 
08. the company hosted an 
injazz party at the reservoir 
lounge in toronto’s historic 
district. Michelle Berry, from 
the firm of Smith Grimley Harris 
Design Partners, was the lucky 
winner. (We never win. Do you 
think that’s intentional?)

>KI’s newest products and 
furniture solutions are on 
display at NeoCon East, 
space 2058. New this year is 
the Arissa Collection, a lobby/
lounge seating collection, Ar-
istotle casegoods, a laminate 
desking and storage solution, 
and the Glimmer Seating 
Collection with four-leg chairs, 
task chairs and task stool. 
Pallas Textiles will bring its lat-
est upholstery collection, Pure 

green and Investor relations 
categories and the Scala & 
Planna book won in the Busi-
ness to Business Products/
Services Category. the green 
Piece promotional pack-
age is an envelope made 
of plantable paper embed-
ded with wildflower seeds 
and a uSB key made with 
a bamboo shell containing 
files on Inscape’s sustain-
ability initiatives. the Scala & 
Planna book, a compilation 
of sketches, renderings, and 
photographs interspersed 
with printed velum, was 
recognized for “design that 
differentiates and promotes a 
company’s products to other 
companies.” Scala and Plan-
na earned a Best of NeoCon 
award in June and Scala won 
an Innovation Award at IIDEX/
NeoCon Canada in September. 
http://www.inscapesolutions.
com

>IIDA announced the ad-
dition of the IIDA Institu-
tional Forum and the IIDA 
Knowledge Forum. these 
two new forums replace the 
IIDA Education and research 
forum to best serve the broad 
spectrum of IIDA Members’ 
areas of practice. IIDA has 
ten specialty forums with the 
Institutional and Knowledge 
forums joining eight others: 
Corporate, facility Planning 
and Management, govern-
ment, Healthcare, Hospitality, 
residential, retail and Sus-
tainability. the IIDA Institu-
tional forum is being led by 
forum Advisor Stacy Reed 
and Phil Bulone will serve 
as forum Advisor for IIDA 
Knowledge. www.iida.org

>Inscape received two 
DESIGN AT WORK awards. 
“Green Piece” won in the 
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hood on Chicago’s west side. 
the park received a mini-
makeover with mulching trees, 
repairing bleachers, landscap-
ing, painting, creating artwork 
and murals, and cleaning up 
the park. 

>The HON Company’s 
Showcase Program awarded 
five dealers with F3 chairs. 
the Showcase Program is a 
direct mail and management 
program through which dealers 
can join and participate in pro-
motions. http://www.hon.com/

HOK: COmmUNITy SERVICE CHALLENGE

HON COmPANy’S SHOWCASE PROGRAm INSCAPE: GREEN PIECE

INSCAPE: mACbOOK AIR GIVE AWAy 

INSCAPE: SCALA & PLANNA bOOK



workplaces and showcase 
exceptional employers who 
have provide an atmosphere 
and benefits that encourage 
employee loyalty. the top 
Small Workplaces have been 
in business an average of 42 
years and have demonstrated 
that they can survive difficult 
economic times. Beginning 
with 782 eligible nominations, 
the final list came down to 15. 
the winners are:
–  AtA Engineering,  

San Diego, CA
–  Decagon Devices,  

Pullman, WA 
–   Integrated Project Manage-

ment Co., Burr ridge, Il 
–  JA frate, Crystal lake, Il 
–  Jackson’s Hardware,  

San rafael, CA
–   Jump Associates,  

San Mateo, CA 
–  King Arthur flour Co.,  

Norwich, Vt
–  landscape forms,  

Kalamazoo, MI 
–  lundberg family farms, 

richvale, CA
–  New Belgium Brewing,  

fort Collins, Co
–  Paducah Bank and trust 

Co., Paducah, Ky
–  Phenomenex, torrance, CA 
–  rainforest Alliance,  

New york, Ny 
–  resource Interactive,  

Columbus, oH 
–  redwoods group,  

Morrisville, NC
News articles, slide shows 
and videos about the selec-
tion process and winners are 
available at on wsj.com.

>OFS and metropolis are 
sponsoring The Heat Is On. 
finalists will win a trip to 
Santa Monica to present their 
designs at the ofS Santa 

>Knoll became a Gold 
level sponsor for the USGbC 
2008 Greenbuild Inter-
national Conference and 
Expo. the conference will 
take place in Boston, MA, 
at the Boston Convention 
and Exhibition Center, 415 
Summer St, November 19-
21. Knoll’s presentation will 
highlight SMaRT Certification 
(Sustainable Materials rating 
technology) which considers 
environmental, social, and 
economic impacts and is 
based on the uSgBC’s lEED 
model. The Life Chair by Knoll 
achieved a Sustainable gold 
rating for its recycled and 
recyclable content, environ-
mental fabric options and 
easily replaceable parts.

>Landscape Forms and 
Santa & Cole expanded their 
marketing alliance. Santa & 
Cole, Barcelona, Spain and 
landscape forms, Kalama-
zoo, MI, originally formed an 
agreement in 2006 giving 
landscape forms exclusive 
distribution in the u.S. and 
Canada. the company is now 
the exclusive distributor for 
Santa & Cole in the united 
Kingdom and Santa & Cole 
will now represent landscape 
forms in Italy, france,  
Portugal, and Spain. http://
www.landscapeforms.com 
http://www.santacole.com

>Landscape Forms was 
named one of the Top Small 
Workplaces for 2008. the 
list was compiled by the Wall 
Street Journal, in partnership 
with Winning Workplaces, a 
nonprofit whose mission is 
to help small and midsize 
organizations create better 

–  See Me Screens use an 
openwork pattern to  
filter distractions without 
isolation.

–  Terraces are raised, hori-
zontal planes that give 
people the means to 
organize work and share 
information in ways that 
make sense to them. 

–  “Meet Me” Spaces are  
positioned where two 
Personal Workspaces abut, 
creating a natural point for 
teammates to exchange 
ideas without missing a 
beat. http://www.kimballof-
fice.com/

>Knoll hosted a sustainabil-
ity conference at Cranbrook 
School in Bloomfield Hills, 
mI. the  “Day of Design” 
forum discussed recent in-
novations in environmental 
design with the A&D commu-
nity. guest speakers included 
Kathleen Neary who present-
ed on life Cycle Assessment, 
a requirement for SMaRT 
product certification; Paul 
goldsmith, who discussed 
changes to the lEED 2009 
rating system; and Benjamin 
Pardo who discussed his role 
in bringing sustainable prac-
tices to Knoll. knoll.com

Luxury, designed by tracey 
reinberg. the showroom also 
will feature a series of proven 
furniture, including the Strive 
Seating Collection, the Soltice 
Collection and Smart touch 
files. NeoCon East is oct. 29-
30 in Baltimore, MD. http://
www.ki.com/neoconeast/

>Kimball’s Hum. minds at 
Work received the highest 
honors at the 2008 beST 
Design Awards. the awards, 
sponsored by the Designers 
Institute of New Zealand, 
celebrate the country’s best 
achievements in product, 
interior and graphic design. 
Hum received gold awards in 
the furniture and Sustainable 
Product Design categories, 
as well as the Stringer Award 
for outstanding achievement 
among all category entries. 
Hum is manufactured and dis-
tributed in the united States 
by Kimball Office. Designed 
for collaborative workspaces, 
Hum uses four components 
to facilitate shifts between 
individual work and teams.
–  Personal Workspaces are 

height-adjustable convex  
tabletops that enable 
smooth transitions from  
solo to group work. 
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KImbALL’S HUm



the development of a new 
master plan for the university 
in 2000. 

>Andy Kunz will lead the 
Sustainable Urban Plan-
ning Studio for Group Goetz 
Architects. As principal, 
Mr. Kunz will focus on the 
integration of energy efficient 
buildings, public spaces, 
smart growth, green transpor-
tation and renewable energy. 
Mr. Kunz is a leader in New 
urbanism and is the owner/
publisher of key websites 
focused on urban design 
including www.newurbanism.
org and www.urbandesign.
org. Prior to joining ggA, he 
worked for several notable 
design firms including his 
own company headquartered 
in Clearwater, fl. http://www.
gga.com/

>Edward Peck was hired by 
Thornton Tomasetti as senior 
associate in the Chicago 
office. With an expertise in 
building skin materials, Mr. 
Peck will support the com-
pany’s ongoing expansion in 
the building skin practice. Mr. 
Peck’s expertise with ethylene 
tetrafluoroethylene (ETFE), 
a new and highly sought 
after material for building 
façade and roof applications, 

the book is based on a 
three-year exploration of the 
relationship between national 
culture and office space and 
how to successfully integrate 
workers who may think differ-
ently. The Office Code will be 
presented later this month at 
a Steelcase event called,  
“Future Starts Now,” taking 
place in Cologne. research 
for the book spans six Euro-
pean countries and shows 
how national culture and 
physical office space are not 
always in harmony, likely due 
to pressing economic con-
straints or the adoption of tra-
ditional office configurations. 
Case in point, in germany 
it is essential to be on time, 
whereas in Italy, being late is 
acceptable or expected. The 
Office Code addresses the 
nuances between different 
cultures under one roof and 
how that information can 
help in space planning to 
maximize collaboration and 
communication. Currently in 
german only, the book will be 
translated into English and 
french in the coming year. 
A similar study with North 
American countries is also 
underway. to obtain a ger-
man copy of the book (ISBN 
978-3-87422-818-3), please 
contact mailto:mtatjana.geil-
ing@steelcase.com.

>Trendway Corporation will 
highlight its new brand 
identity at NeoCon East. Visi-
tors to the Baltimore Conven-
tion Center, October 29-30, 
need not look for a trendway 
banner and a display of the 
company’s furniture. Instead, 
trendway presents a front 
porch overlooking an active 

Monica Showroom, opening 
February 5, 2009. Design 
criteria: incorporate wood in 
materials usage, environmen-
tally conscious technologically 
relevant, sustainable, progres-
sive, accessible & aestheti-
cally pleasing. Deadline for 
submissions is December 29, 
2008. Winning entry will be 
debuted by ofS at NeoCon, 
June 15-17, 2009 with the 
designer receiving royalty 
fees. for details, visit: ofsthe-
hotseat.com

>Parsons brinckerhoff will 
provide professional staffing 
for ongoing school construc-
tion projects. Hired by the 
New York City School Con-
struction Authority (SCA), PB 
will provide on-call staffing for 
project officers, schedulers 
and estimators, to supple-
ment the SCA staff. Gerry Chi, 
with 22 years experience, is 
PB’s project manager. http://
www.pbworld.com

>Perkins Eastman opened 
a new office in Guayaquil, 
Ecuador. Strategically lo-
cated, the company is able to 
provide architectural services 
to South and Central America. 
Mr. Stephen forneris, as-
sociate principal will lead the 
agency, although he will split 
his time between New york 
and Guayaquil to facilitate the 
work share between the two 
offices. Mr. Forneris helped to 
form the Code and Safety for 
the Americas (CASA) Act, for 
building codes and standards 
in latin America. perkinseast-
man.com

>Steelcase is releasing a 
new book, The Office Code. 
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MicroStudio workspace with 
the image of a young profes-
sional worker saying, “We 
work. therefore we don’t have 
time to worry about the furni-
ture.” the new brand design 
from Palazzolo Brand Design 
reinforces the idea that work-
places are about people and 
their work, not furniture. A 
recent visitor, not a customer 
summed the situation up by 
saying that furniture is only 
7% of the budget, but it takes 
80% of the time. Bottom line, 
“Just fix it.” Furniture is just a 
means to the end. It is not the 
end. www.trendway.com

RE-SITED

>Edward belbusti joined 
Skanska USA Building as 
Regional Design Manager. 
He will oversee architecture 
and design operations for 
the company’s southeast 
operations. Prior to joining the 
company, Mr. Belbusti served 
for 14 years as University Ar-
chitect and Director of Archi-
tecture and Construction for 
Vanderbilt university. While 
at Vanderbilt, Mr. Belbusti 
supervised more than $150 
million in active construction 
projects and coordinated 

EDWARD bELbUSTI

EDWARD PECK



>marner Architecture  
officially opened its new 
offices at the old McGraw 
Hill building at 330 West 
42nd Street, New york, Ny. 
(212.239.1030) the open-
ing was held last week at the 
offices. The firm was formed 
by larry Marner and some 
colleagues from Butler rogers 
Baskett: Heidi de Bethmann, 
AIA, and Noel Quesada, AIA, 
both principals and fang 
Juei-Chen, IIDA, Interior 
Design Director, and Dannay 
Maghuyyop, Associate. two 
new young architects have 
joined the firm: Sherry Aliberti 
and Chrisopher Smith-Adkins.

>National Office Furniture is 
offering FSC Certified Wood 
options for its products. 
these forest Stewardship 
Council Certified woods are 
now available for the com-
pany’s casegoods, table 
products and select seating 
models. National received 
FSC Chain-of Custody certifi-
cation as assurance that wood 
based materials in National 
products come from forests 

with appealing design. the 
winner should be familiar 
with current practices in the 
sustainable field and be on 
a path of seeking leadership 
in Energy and Environmental 
Design, or lEED, accredita-
tion. The application requires 
a 200- to 300-word essay, 
a letter of recommendation, 
class transcript with grade 
point average, and copies of 
original work featuring one or 
more aspects of green/sus-
tainable design with detailed 
explanations. the application 
deadline is March 31. for 
more information on the new 
scholarship, visit http://www.
ifdaef.org.

>Jofco earned a Forest Stew-
ardship Council (FSC) Chain 
of Custody Certification. the 
Certification was granted by 
Scientific Systems (SCS), an 
independent third party certi-
fier accredited by the FSC. 
Custody Certification is the 
latest step in Jofco’s ongoing 
efforts to employ practices  
to protect the environment 
and its natural resources.
http://www.jofco.com

>Karastan achieved ISO 
14001 certification for its 
manufacturing plant in 
Eden, NC. Karastan’s spin-
ning and worsted facilities 
in greenville, NC also will 
receive the certification. ISO 
14001 is a management stan-
dard with requirements that 
focus on helping organiza-
tions protect the environment, 
prevent pollution and improve 
environmental performance. 
the director of manufacturing 
also noted that its New Zealand 
wool meets the nation’s  

will help the company meet 
the rising demand for the 
product. Mr. Peck was previ-
ously a design director for 
Vector-foiltec in Albany, Ny, 
involved with the skin design 
of the National Aquatic Center 
in Beijing, ¬where Michael 
Phelps won eight gold metals 
in the 2008 olympics. www.
thorntontomasetti.com

ENVIRONmENT
>Copeland Furniture, brad-
ford, VT, received Silver Ex-
emplary membership Status. 
the recognition comes from 
the Sustainable Furnishings 
Council for having met the 
following requirements:
–  using 15-25% FSC-certified 

wood
–  using 1-25% non-wood 

products from recycled  
or bio-based materials

–  completing a Carbon  
footprint report

–  showing a positive impact 
on supply chair improve-
ments as a result of  
sustainability efforts

the company is already 
Forest Stewardship Council 
certified, making it one of a 
few American furniture manu-
facturers to have met those 
requirements. http://www.
copelandfurniture.com

>The Education Foundation of 
the International Furnishings 
& Design Assn. established 
a $1,000 Green/Sustainable 
scholarship. offered for the 
first time in 2009, the scholar-
ship will go to a full- or part-time 
student focusing on the field 
of sustainability. Scholarship 
criteria will include balancing 
green, eco-friendly practices 
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Environmental Choice specifi-
cations. http://www.karastan.
com

>Mannington Commercial 
became a Gold Level Partner 
in the Partnership for a  
Sustainable Georgia Program. 
Selected by the Georgia De-
partment of Natural Resources, 
Mannington Commercial, only 
one of 14 companies to be 
named a gold level Partner, 
will join other businesses to 
develop corporate sustainabil-
ity efforts. Mannington Com-
mercial strives for environmen-
tally responsible production 
standards with its ISO 14001 
certified manufacturing facil-
ity and diverts carpet waste 
streams from landfills with its 
looP reclamation program. In 
addition, the company is the 
only manufacturer that takes 
post-consumer drywall and 
reformulates it into a carpet 
product. the Partnership for 
a Sustainable georgia is free 
and open to any business or 
organization that operates in 
georgia. manningtoncommer-
cial.com

mARNER ARCHITECTURE: SHERRy ALIbERTI, CHRISTOPHER SmITH- 
ADKINS, FANG KUEI-CHEN, LARRy mARNER, HEIDI DE bETHmANN,  
NOEL qUESADA, DANNy mAGHUyOP



and fitness center, business 
center, and an education 
center for residents. www.
ktgy.com

>Olson Sundberg Kundig 
Allen Architects designed 
the new Wing Luke Asian 
museum. The firm’s design 
preserves and restores the 
historic fabric of the East 
Kong Yick Building while 
offering new and expanded 
space to the Wing luke Asian 
Museum, a Smithsonian Insti-
tution affiliate and America’s 
premier pan-Asian Pacific 
American museum. located 
in Seattle’s Chinatown Inter-
national District, the new wing 
offers space for community 
meetings and events, theatre 
space for performances and 
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that meet stringent environ-
mental, social and economic 
standards. 

>Nucraft earned LEED silver 
certification for the expan-
sion and renovation of its 
headquarters. the expansion 
of the company’s head-
quarters, in Comstock Park, 
MI, added office space and 
included a new front en-
trance. During the construc-
tion, demolition of existing 
walls, floors and roof were 
minimized, diverting 75% 
from construction disposal 
and recycling the rest. All 
wood used for the project was 
sourced from forest Steward-
ship Council approved suppli-
ers, and materials used, such 
as paints, carpet adhesives, 
etc. were low in VoC. the 
headquarters has a green roof 
using plants indigenous to the 

NUCRAFT EXPANSION

KTGyy: SINGLE STORy

WING LUKE mUSEUm

area, on-site storm water re-
tention and motion-activated 
light fixtures. The renova-
tion/expansion project was 
designed by Via Design, and 
Rockford Construction served 
as the general contractor. 
http://www.nucraft.com

>Shaw Industries expanded 
its Environmental Guarantee 
worldwide. the Environmen-
tal guarantee, also in keeping 
with the company’s Cradle 
to Cradle design philosophy, 
pledges that Shaw will take 
back its tile and broadloom 
products backed with Eco-
Worx at the end of their useful 
lives and recycle back into 
new EcoWorx carpet backing. 
www.shawfloors.com

PROJECTS
>EmCOR Group subsidiary, 
Tucker mechanical, received 
a contract from Mohegan 
Sun Resort and Casino. the 
company will install me-
chanical and fire protection 
systems at the casino located 
in uncasville, Vt. In addi-
tion to installing a 2,000 ton 

chiller and making required 
updates for the central utility 
plant, the company will install 
the fire protection, plumb-
ing, and HVAC systems for a 
165,000 sq. ft. Mohegan Tribal 
government gymnasium arts 
and crafts center, and cafeteria. 
http://www.EMCorgroup.com

>KTGY Group will design 
Villaggio at Route 66 in 
southern California. the 166 
unit mixed-income will be 
built with 80% of the units 
set aside for those who earn 
35-60% of the area’s median 
income. the tuscan-inspired 
development, with one, two 
and three-story buildings, will 
have two and three-bedroom 
units, as well as a community 
building, two tot lots, a pool 

NATIONAL OFFICE FURNITURE 
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sionals in the industry. guests 
will be trained on Q-tran’s 
products, processes and the 
role of power supply centers 
and toroidal transformers in 
low voltage and lED lighting, 
as well as Q-Scape, the first 
power supply infrastructure 
for landscape lighting. Classes 
are forming now, space is 
limited, and registration is on 
a first-come, first-serve basis. 
www.q-tran.com

>The Taste of T will be held 
on November 6, 2008. the 
fifth annual event at the Ar-
chitects & Designers Building, 
150 East 58th Street, NYC, 
6-8:30 pm, melds the best in 
food with design. guests will 
explore ultra-luxe show-
rooms with innovative ideas 
in kitchen, bath, appliances 
and home furnishing design 
while savoring haute cuisine 
by esteemed chefs. the event 
is sponsored by the New york 
times. http://tasteoft.com  n

on October 23. the lecture, 
organized by Humanscale, 
takes place at the Center for 
Architecture, 536 La Guardia 
Place, NyC, with cocktails at 
5:30 followed by the program 
from 6-7:30. Mr. Schendler, 
Executive Director of Com-
munity and Environmental 
responsibility at the Aspen 
Skiing Company, equates the 
practices that will save the 
planet to trench warfare. He 
will discuss what is working 
toward sustainability, what 
it actually entails and will 
recount his stories of success 
and failure. Aspen is the first 
u.S. ski resort to receive ISo 
14001 certification. Due to the 
overwhelming response, the 
event is no longer accepting 
rSVPs. 

>ddi presents Colors &  
materials East on October 21, 
8 am-6:00 pm. the one-day 
gathering at the American 
Conference Center, 780 third 
Ave., NyC, will bring to the 
forefront the newest informa-
tion, trends and products in 
the color and materials uni-
verse for specification in retail 
environments. guest speak-
ers include Barbara richard-
son, AkzoNoebel, Peter-tolin 
Baker, tiffany& Co. genevieve 
flaven Style-Vision and Dana 

presentations, space for com-
munity art, and family-cen-
tered learning environments. 
the architects saved as much 
of the 1910 multi-story build-
ing as possible, maintaining 
narrow doorways, corridors 
and small rooms on the upper 
floors for immersion exhibits.
www.oskaarchitects.com

EVENTS
>Commissioner Shaun 
Donovan will discuss the 
progress of sustainable, 
affordable housing in New 
york. Commissioner Donovan, 
head of the NyC Department 
of Housing Preservation and 
Development, will be at the 
Center for Architecture, 536 
la guardia Place, NyC, on 
tuesday, October 28, 6-8:00 
pm to review what is happen-
ing now and what to expect 
in the future. Commissioner 
Donovan will receive the 
Center for Architecture Award 
at the 2008 Heritage Ball, 
october 30, 2008 at Chelsea 
Piers, Pier 60, 23rd Street at 
the Hudson river, New york 
City. aiany.org

>Auden Schendler will 
discuss Trench Warfare, Not 
Surgery: Implementing Sus-
tainability in the Real World 

Jenkins, gensler. to register: 
http://www.ddimagazine.com/
colorandmaterials

>Knoll became a Gold 
level sponsor for the USGbC 
2008 Greenbuild Inter-
national Conference and 
Expo. the conference will 
take place in Boston, MA, 
at the Boston Convention 
and Exhibition Center, 415 
Summer St, November 19-
21. Knoll’s presentation will 
highlight SMaRT Certification 
(Sustainable Materials rating 
technology) which consid-
ers environmental, social, 
and economic impact and is 
based on the uSgBC’s lEED 
model. the Life Chair by Knoll 
achieved a Sustainable gold 
rating for its recycled and 
recyclable content, environ-
mental fabric options and 
easily replaceable parts.

>Q-Tran is offering a Q-
School training session on 
December 5 in Bridgeport, 
CT. the Q-School training 
sessions, at the company’s 
headquarters, 304 Bishop 
Avenue, are available to light-
ing showroom and electrical 
distributor employees, lighting 
designers, engineers, electri-
cal contractors, architects, 
specifiers and other profes-
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The number of mobile workers has increased over the past 10 years, impacting 
the office environment, according to research in the Journal of Corporate Real Estate. 
To learn more about workspaces that meet technological and collaborative needs, see 
our Research Summary, “Satisfaction of Mobile Workers.”  
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RAymOND JAmES bRIEF 10.16.08 
HNI: Cost Control Drives 3q beat 

Analyst(s): Budd Bugatch

> After Wednesday’s market close, HNI reported 3Q08 gAAP 
EPS of $0.44. Excluding $0.02 of restructuring, adjusted EPS 
were $0.46, $0.08 above our $0.38 estimate and $0.06 above 
the $0.40 consensus. Total sales declined 1.7% year-over-year 
to $663.1 million, $12.9 million below our estimate. Acquisitions 
boosted revenue by $30.9 million; organic sales declined 6.3%. 

> on a gAAP basis, operating EPS beat our model by $0.06 as 
higher gross margin (+$0.07) and lower SG&A ratio (+$0.01) 
were offset partially by lower sales (-$0.01). lower tax rate 
(34.1% versus our 35% estimate) benefitted EPS by $0.01. The 
company did not repurchase any of its shares during 3Q; it has 
$163.6 million remaining on its current board authorization.  
Excluding restructuring charges, normalized operating EPS beat 
our model by $0.08. 

> Office Furniture sales were $560.7 million, flattish year-over-
year (at the low end of management’s guidance range of flat to 
+5%), but $13.3 million below our estimate. Excluding $17.8 mil-
lion of acquisition revenue, organic sales fell 2.9% driven by contin-
ued weakness in the supplies driven channel. Excluding charges, 
office furniture EBIT margin was 7.2%, down 392 basis points 
year-over-year but 98 basis points better than our 6.2% estimate. 

> Hearth segment sales declined 11.5% year-over-year to 
$102.5 million (within guidance of down 10% to 15%), and 
modestly higher than our $102 million estimate. Acquisitions ben-
efitted hearth sales by $13.1 million; organic sales fell 22.8% due 
to pervasive weakness in new home construction. Impressively, 
HNI delivered a 4% EBIT margin (excluding charges) despite the 
dramatic organic volume decline; 228 basis points better than our 
1.8% forecast. 

> Partially offsetting better than expected margins in its Office and 
Hearth segments, corporate overhead increased 13.1% year-
over-year to $13.6 million, $1.8 million above our $11.8 million 
estimate. 

> Net-net, the 3Q performance was “vintage HNI,” reflecting the 
company’s financial discipline, cost cutting acumen, and ability 
to profitably manage through a difficult demand environment. 
given the headline beat, elevated short interest (nearly 30% of 
shares outstanding), and the stock’s recent pullback, we expect 
a positive reaction in today’s early trading. We will have additional 
commentary and estimate adjustments following management’s 
11:00 a.m. (Et) conference call. n

RAymOND JAmES bRIEF 10.16.08 
HNI: Lowering Estimates Post-Call 

Analyst(s): Budd Bugatch

> We reaffirm our Market Perform rating on HNI while lowering 
EPS estimates following its 3Q08 EPS release and management’s 
conference call. HNI shares now trade at ~14x our 2009 EPS esti-
mate, still highest among its peers. While HNI continues to manage 
admirably through harrowing economic conditions, the near-term 
earnings outlook is murky at best, prompting us to maintain our 
neutral rating. 

> As noted in an earlier comment, HNI reported 3Q EPS of $0.46, 
significantly above our $0.38 estimate and the $0.40 consensus. 
Total sales declined 1.7% year-over-year. Excluding acquisitions, 
organic sales fell 6.3%. Office furniture sales increased a mod-
est 0.3% as 3.2% growth from acquisitions was offset by a 4.6% 
organic drop in the supplies-driven channel and a 0.2% organic 
decline in its other office furniture businesses. Hearth segment 
sales fell 11.5% (down 22.8% excluding acquisitions). 

> Citing poor visibility, management provided a wide range of guid-
ance for 4Q. The company expects total sales to decline 1-7%; 
with office furniture sales down 3-9% and hearth products 
sales up 5-10%. Within office, guidance assumes a mid-teens 
decline in the supplies-driven channel and flattish organic growth 
in its contract businesses; partially offset by acquisitions. Hearth 
revenues are expected to benefit from acquisitions and strong sales 
of alternative fuel products, offset by continued weakness in new 
home construction.
 
> Management expects gross margin to decline 4-4.5% versus 
the 36.4% reported in 4Q07. SG&A ratio, excluding restructur-
ing is expected to increase 1.6% to 2.1% versus 27.7% in 4Q07. 
Additionally, the company expects $0.5 million of restructuring in 
4Q, interest expense of $4.2-$4.9 million, and a 23.4% tax rate. 
Net-net, this suggests 4Q EPS in a range of $0.15 to $0.28. 

> Accordingly, we are lowering our 4Q EPS estimate from $0.43 
to $0.22. 2009 goes from $1.64 to $1.39. n
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RAymOND JAmES bRIEF 10.16.08 
KNL: Blow Out 3Q; Reaffirm  
Outperform 

Analyst(s): Budd Bugatch

> We reaffirm our Outperform rating on Knoll after the 
company reported 3q EPS that handily beat both our and 
consensus forecasts. our $20 target price is unchanged, 
representing 10.9x our FY09 EPS estimate of $1.84, below 
the five-year median forward P/E of 16x and a discount to 
our calculated intrinsic value. 

> Before today's market open, Knoll reported GAAP EPS 
of $0.52, $0.12 better than our $0.40 estimate (also 
consensus). "Above the line" EPS beat our model by $0.09, 
driven by higher sales (+$0.02/share) and gross margin 
(+$0.11/share), and offset partially by a higher SG&A ratio 
(-$0.04/share). "Below the line" items contributed to the 
remainder of the beat, due to higher other income (+$0.03/
share) attributed to gains from foreign currency transactions 
and lower interest expense (+$0.01/share), and offset by a 
higher tax rate (-$0.01/share). 

> Total sales increased 11.6% year-over-year to $283.5 
million; $14 million above our $269.5 million estimate and 
better than management's guidance for $266 million to $272 
million. Management noted strength in its International, Spe-
cialty, and Complimentary products businesses, as well as 
benefits from a 4% price increase implemented in February 
2008. reported ending order backlog increased 19.6% to 
$203.1 million, implying high-teens percentage order growth 
- sequentially improved versus 10% growth in 2Q. 

> During 3Q, Knoll generated $47.1 million of free cash 
flow, repurchased $14.4 million worth of stock, and 
repaid $21 million of debt (Debt-to-EBITDA was 1.95x at 
quarter-end). 

> Acknowledging "uncertain economic times", management 
guided to 4Q revenue of $278 to $283 million, below our 
prior $297 million estimate. The company expects 4Q EPS 
in the range of $0.44 to $0.47. Accordingly, we are lower-
ing our 4Q EPS estimate from $0.47 to $0.45. Due to 
the 3Q beat, our FY08 EPS estimate goes from $1.72 to 
$1.82. Our Fy09 estimate is now $1.84, up from $1.78, 
which assumes a modest decline in sales, offset by slightly 
better margins. n

bUSINESS AFFAIRS
> HNI Corp. on Oct. 16 announced its third quarter results 
for fiscal year 2008:

Third quarter Summary
(Dollars in millions, except per share data)

3 Mos. Ended 9/27/08 9/29/07 %Ch.
Net Sales $663.1 $674.6 -1.7%
Gross Margin % 33.9% 35.6% -4.8% 
Oper. Income $33.6 $59.1 -43.0%
Inc./ Cont. Oper. $19.5 $35.3 -44.8%
EPS/Cont.OP(Dil). $0.44 $0.76 -42.1%
(When excluding restructuring charges, non-gAAP net 
income per diluted share was $0.46.)

“We effectively adapted and responded to the economic 
challenges facing our businesses during the quarter,” said 
Chairman, President, and CEo Stan Askren. “Inflationary 
cost pressures and a weak demand environment negatively 
impacted our profitability, as expected. We were able to 
partially offset these pressures with price realization and 
cost containment initiatives despite the difficult conditions. 
We also maintained our focus on long-term value creation 
by continuing to develop new products, investing in selling 
initiatives, and working to improve our competitiveness.”

Acquisitions contributed $30.9 million or 4.6 percentage 
points of sales.

the company attributed its slight decrease in gross margin 
primarily to decreased volume and increased material costs 
partially offset by increased price realization.

Sg&A expenses, including restructuring charges, as a 
percent of sales, increased to 28.8% compared to 26.9% 
in the prior year's quarter due to higher non-volume related 
freight and distribution costs, and the impact of non-operat-
ing gains on prior year results. these were partially offset by 
lower volume-related spending, incentive-based compensa-
tion, and restructuring costs as well as cost containment 
initiatives.
 
The Corporation incurred $1.5 million of restructuring charges 
during the third quarter, compared to $4.3 million in the prior-
year quarter.

Consolidated net sales for the first nine months of 2008 
decreased $62.4 million, or 3.3%, to $1.8 billion compared 
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erated “very strong” government sales, but demand from the 
channel’s core small office customer continued to be weak. 

HNI’s Hearth Products segment also benefited from 
acquisitions, which were completed in 2007; excluding 
acquisitions, sales in this segment declined 22.8% due to 
the continuing severe decline in new construction channel 
revenue. 

Fourth quarter Outlook

Cfo Kurt Tjaden, emphasizing a “lack of visibility given 
the recent economic developments” and noting that the 
company’s outlook may need to be updated in the coming 
weeks, said that HNI currently anticipates overall fourth-
quarter sales to be down 1% to 7%, with sales in the Office 
furniture segment declining 3% to 9% and Hearth segment 
sales increasing 5% to 10%. 

“We will continue to adapt our businesses to the eco-
nomic environment and are preparing for more uncertainty 
and potentially severe conditions,” said Mr. Askren. “We 
anticipate working through higher input costs in the fourth 
quarter and offsetting their impact by the beginning of next 
year. the unprecedented turmoil faciling the economy limits 
our ability to forecast. that said, we expect a weak and de-
teriorating economic environment to negatively impact our 
office furniture business. In our hearth business, we expect 
a mixed demand environment with continued declines in 
the new home construction channel offset by strong sales 
of our alternative energy products. our response in these 
uncertain times is to take strong action to reduce operating 
expenses and eliminate structural costs. I am confident that 
we will respond well to these challenges, and I continue to 
be excited about the future of HNI.”

> Interface, Inc., announced that it will release its third 
quarter 2008 results on Tuesday, Oct. 21, after the close 
of the market, with a conference call to be webcast on 
Wednesday, oct. 22, at 9:00 a.m. Eastern time. the live 
webcast can be accessed at http://phx.corporate-ir.net/
phoenix.zhtml?p=irol-eventDetails&c=112931&eventID=1
993975 or at the company’s website -- http://www.interfa-
ceinc.com/results/investor/ -- and an archived replay will 
available at either site for one year beginning approximately 
one hour after the call ends.

to $1.9 billion in 2007. Income from continuing opera-
tions was $36.9 million compared to $82.4 million in 2007, 
a decrease of 55.1%. EPS from continuing operations 
decreased 52.3% to $0.83 per diluted share compared to 
$1.74 per diluted share last year. EPS was positively impact-
ed $0.05 as a result of the Corporation's share repurchase 
program.

Cash flow from operations for the first nine months was 
$104.6 million compared to $178.3 million last year, with 
the decrease attributed to lower earnings and a less favor-
able working capital reduction in the current year. Capital 
expenditures increased to $54.6 million in 2008 from $41.7 
million in 2007, primarily due to new product introductions 
and the facility consolidation completed during 2008. Also 
during the first nine months, HNI completed the acquisi-
tion of HBF for a total purchase price of $75.5 million, and 
repurchased 1,004,700 shares of its common stock at a 
cost of approximately $28.6 million. Approximately $163.6 
million remains under the current repurchase authorization

Results by Business Segment
(Dollars in millions)

Office Furniture
3 Mos. Ended 9/27/08 9/29/07 %Ch.
Sales  $560.7 $558.8 0.3%
Oper. Profit $39.5 $58.1 -32.0%

Hearth Products
3 Mos. Ended 9/27/08 9/29/07 %Ch.
Sales $102.5 $115.8 -11.5%
Oper. Profit $3.7 $8.7 -57.0%

The slight increase in third quarter net sales for the Office 
Furniture segment was due to acquisitions contributing 
$17.8 million, or 2.3 percentage points of sales, and also 
strong international sales. organic sales decreased due to 
lower sales in the supplies-driven channel. the company 
attributed the decrease in operating profit for this seg-
ment to lower organic volume, increased freight costs, and 
increased investments in selling initiatives and product de-
velopment offset partially by lower restructuring costs, price 
increases, lower incentive-based compensation expense, 
and cost reduction initiatives. Mr. Askren noted that in the 
supply-driven channel, HNI’s Office Furniture segment gen-
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> Knoll, Inc., on Oct. 16 announced its third quarter 2008 
results, reporting double-digit growth in sales, gross profit, 
operating profit, net income, EPS, and backlog. 

Third Quarter Financial Results Highlights
(Dollars in millions, except per share data)

3 Mos. Ended 9/30/08 9/30/07 %Ch.
Net Sales $283.5 $254.0 11.6%
Gross Profit $104.2 $88.2 18.1%
Oper. Income  $41.1 $34.3 19.8%
Net Income $24.1 $18.4 31.0%
EPS (dil.) $0.52 $0.37 40.5%
Backlog $203.1 $169.8 19.6 %

“We had a very strong quarter,” said CEO Andrew Cogan. 
“our focus on high design content businesses together 
with a rigorous, proactive, and environmentally responsible 
business philosophy continued to produce industry-leading 
levels of profitability. We realize that we could be in for a 
bumpy ride ahead but are confident that with our strong 
balance sheet, talented associates, and committed dealers 
that we will be able to handle whatever comes at us.”

“I don’t believe Knoll has ever been in better shape,” 
continued Mr. Cogan. “our product portfolio is more diverse 
than ever, with significantly reduced dependence on North 
American office dynamics. We have some of the most 
important new products in our pipeline for 2009 and 2010 
with the potential to accelerate our market share gains.” 

He noted that the company’s international businesses and 
specialty products segments experienced the strongest 
growth in the quarter, followed by its complimentary prod-
ucts – seating, storage, and casegoods – while its systems 
business “was pretty flat.” 

Net sales also benefited from a price increase implemented 
in february 2008. gross margin increased to 36.8% from 
34.7% in the same quarter of 2007, an improvement attrib-
uted to improved price realization, favorable product mix, 
and increased volumes that allowed for better absorption of 
fixed costs. Operating expenses were also higher, increasing 
from $54.0 million in the third quarter of 2007 to $63.1 mil-
lion, largely due to the inclusion of Edelman leather, which 
was acquired in the fourth quarter of 2007. 

operating income as a percentage of sales for the third 
quarter of 2008 increased by 100 basis points to 14.5% of 
sales, compared to 13.5% of sales in third quarter 2007. 
“We set a goal when we went public back in 2004 of try-

ing to get 15% operating margins,” said Mr. Cogan. “This 
quarter, 14.5%, round it up to 15%. We delivered on what 
we said we would do.”

Cash generated from operations during the third quarter 
was $50.3 million, compared to $27.4 million in the same 
period of 2007. Capital expenditures totaled $3.2 million 
compared to $3.8 million last year. Stock repurchasing to-
taled approximately $14.4 million, compared to “a minimal 
amount” during third quarter 2007. 

Fourth quarter Outlook

The company reported that it expects fourth quarter 2008 
revenue to be in the range of $278 to $283 million, with 
EPS estimates between $0.44 and $0.47. 

While acknowledging continued weakness in the financial 
services sector, Mr. Cogan noted “significant” opportunities 
in other areas including education, energy, healthcare, le-
gal, and accounting. “We’ve really diversified ourselves,” he 
said. “We still see plenty of markets both in terms of vertical 
and in terms of geographies that are growing, and we’ll keep 
focusing our resources on where the opportunities are.”

A replay of the conference call webcast can be accessed at 
the Investor relations section of the Knoll corporate website.

> StarMine’s Earnings Estimate Accuracy Rating, which 
ranks stock analysts based on the accuracy of their earn-
ings estimates for specific companies that they have cov-
ered for a significant period of time, named J.P. Morgan’s 
Michael Rehaut and Goldman Sachs’ Christopher Agnew 
Star Analysts for Knoll, Inc. -- http://finance.yahoo.com/q/
sa?s=knl -- and Robert W. Baird & Co.’s Craig Kennison 
and Raymond James’ Budd Bugatch Star Analysts for HNI 
Corp. -- http://finance.yahoo.com/q/sa?s=hni

> USG Corp. announced that it will hold a conference 
call and webcast to discuss third quarter 2008 results on 
tuesday, oct. 28, at 11:00 a.m. Eastern time. the call can 
be accessed at uSg’s website -- http://www.usg.com/about/
investor/ViewInvestorInformation.do – or, to participate, by 
calling 1-800-315-2944 (U.S. and Canada) ten minutes 
prior to start time. (International callers please dial 1-847-
413-2929.) The passcode is 22959595. A replay of the 
webcast will be available on the uSg website until friday, 
Nov. 7, 2008. A telephone replay will also be available until 
Nov. 7 by calling 1-888-843-8996 (1-630-652-3044 for 
international callers); same passcode. n
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INDUSTRy STOCK TAbLE

        10.17.08    9.26.08 6.27.08 3.28.08 12.28.07 9.28.07 6.29.07 %frYrHi %fr50-DayMA

ChromC 0.6 1.7 3.3 4.7 4.9 4.7 7.5 -89.0% -67.3%

CompX 5.0 5.8 5.2 9.3 14.8 19.6 18.5 -75.6% -16.1%

Hmiller 18.9 25.1 25.2 24.5 28.8 27.1 31.6 -44.4% -24.4%

HNI 18.8 25.6 18.4 27.7 35.7 36 41 -57.7% -21.0%

Inscape 2.8 3.0 3.5 3.5 3.5 3.7 3.5 -38.9% -8.7%

Interface 7.5 11.9 12.9 14.3 17.5 18.1 18.9 -61.5% -31.3%

Kimball 7.2 11.2 8.6 10.8 14 11.4 14 -53.3% -28.0%

Knoll 12.0 15.2 12.4 11.6 16.6 17.7 22.4 -36.7% -18.4%

Leggett 16.3 22.3 17.2 14.9 18.7 19.2 22.1 -33.8% -23.6%

mohawk 48.3 69.9 64.8 71.5 75.5 81.3 100.8 -44.8% -24.9%

OffDepot 2.9 5.8 11.0 11.1 14.4 20.6 30.3 -85.9% -49.1%

Staples 17.2 23.1 24.0 11.4 22.6 21.5 23.7 -35.4% -22.0%

Steelcase 8.9 10.4 9.9 3.1 15.3 18 18.5 -52.6% -15.2%

20-20 Tech 2.5 3.4 5.0 6.1 6.4 6.6 7.1 N/A% N/A%

UntdStat 32.3 49.4 36.6 47.7 47.4 55.5 66.6 -47.0% -29.3%

USG 20.2 28.7 30.1 35.2 36.6 37.6 49 -49.8% -20.9%

Virco 2.8 3.6 4.7 5.4 5.9 7.8 - -79.8% -25.4%

SUm 224.0 315.9 292.9 335.5 378.6 406.4 475.5 - -

DJIndust 8,852 11,143 11,346 12,216 13,339 13,895 13,408 - -


